BAB V
PENUTUP

Bagian ini merupakan bagian terakhir pada penelitian ini, pada bagian ini
akan menjelaskan mengenai kesimpulan yang berdasarkan hasil uji hipotesis yang
berada di bagian bab sebelumnya. Bab ini juga akan memaparkan keterbatasan
penelitian dan menuliskan saran yang relevan yang bermanfaat bagi pihak lain atau

penelitian lain di kemudian hari.

5.1  Simpulan
Berdasarkan hasil analisis dan uji hipotesis pada bab sebelumnya, maka dapat

diambil kesimpulan sebagai berikut :

1. Persepsi harga memiliki pengaruh secara signifikan terhadap kepuasan
pelanggan dalam melakukan pembelian di restoran cepat saji. Harga
adalah nilai yang harus dikorbankan untuk mendapatkan suatu produk.
Harga memiliki peran penting dalam penentuan pelanggan memilih
restoran. Ketika harga sesuai tentunya akan mempengaruhi nilai
kepuasan pelanggan. Kepuasan pelanggan dapat dicapai salah satunya
dengan memberikan harga yang pas dan adil.

2. Kualitas makanan memberikan pengaruh signifikan terhadap kepuasan
pelanggan dalam melakukan pembelian di restoran cepat saji. Ketika
sebuah restoran memiliki kualitas makanan yang sangat baik, pelanggan
akan merasa puas dan tidak akan menyesal mengunjungi restoran
tersebut. Semakin bagus atau baik

3. Kualitas layanan memiliki pengaruh yang signifikan terhadap kepuasan
pelanggan dalam melakukan pembelian di restoran cepat saji. Pelayanan
yang baik mendorong nilai kepuasan pelanggan semakin baik sebuah
pelayanan yang diberikan kepuasan pelanggan akan menjadi semakin
puas.

4. Kualitas lingkungan fisik memberikan pengaruh yang signifikan
terhadap kepuasan pelanggan dalam melakukan pembelian di restoran
cepat saji. Fasilitas pada sebuah restoran menambahkan kenyamanan
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10.

saat bersantap, kenyamanan ini lah yang akan membuat pelanggan
semakin puas akan fasilitas yang telah diberikan

Persepsi harga memiliki pengaruh yang signifikan terhadap kualitas
makanan. Harga akan memberikan harapan terhadap kualitas makanan
yang akan diterimanya. Kualitas makanan yang baik tentunya juga akan
membuat harganya semakin baik.

Persepsi harga memiliki pengaruh yang signifikan terhadap kualitas
layanan. Harga yang diberikan tentunya terpengaruh akan kualitas yang
diberikan juga. Harga yang tinggi tentunya pelayanan yang diberikan
akan semakin baik juga.

Persepsi harga berpengaruh secara signifikan terhadap kualitas
lingkungan fisik. Pandangan pelanggan terhadap fasilitas lingkungan
fisik sebuah restoran akan tergambarkan dengan harga yang ditawarkan
oleh restoran tersebut. Semakin tinggi harga yang ditawarkan akan
membuat harapan yang tinggi juga tentang fasilitas lingkungan fisik
yang diberikan.

Kepuasan pelanggan berpengaruh secara signifikan terhadap loyalitas
pelanggan dalam melakukan pembelian di restoran cepat saji.
Pengalaman bersantap yang baik, akan mendorong pelanggan untuk
datang kembali. Pelanggan yang loyal akan datang kembali ke tempat
yang sama karena telah mendapatkan kepuasan saat mengunjunginya,
Kepuasan pelanggan berpengaruh secara signifikan terhadap
kebahagiaan pelanggan dalam melakukan pembelian di restoran cepat
saji. Kebahagiaan adalah rasa senang yang muncul ketika kepuasan
pelanggan telah tercapai.

Kebahagiaan memiliki pengaruh yang signifikan terhadap loyalitas
pelanggan dalam melakukan pembelian di restoran cepat saji.
Kebahagiaan yang dirasakan ketika mengunjungi sebuah restoran, akan
mendorongnya untuk datang kembali mengunjunginya selama bertahap
dan menjadikan nya restoran pilihan sehingga ia akan menjadi

pelanggan yang setia.
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5.2 Implikasi Manajerial

Berdasarkan penelitian ini dapat simpulkan bahwa Persepsi Harga, Kualitas
Makanan, Kualitas Layanan dan Kualitas Lingkungan Fisik, memiliki pengaruh
yang signifikan terhadap Kepuasan Pelanggan dan Loyalitas Pelanggan. Peranan
Kebahagiaan sebagai variabel mediasi dalam penelitian ini memiliki pengaruh yang
signifikan dalam Kepuasan Pelanggan dan Loyalitas Pelanggan terhadap pembelian
yang dilakukan di restoran cepat saji oleh generasi milenial. Berdasarkan penelitian
yang telah dilakukan ini, peneliti menyarankan kepada pihak manajerial untuk

melakukan sebagai berikut :

1. Variasi menu makanan hendaklah selalu berganti ganti, restoran cepat saji
dituntut untuk lebih inovatif dalam memberikan menu makanannya. Seperti
memadukan rasa nusantara ke dalam menu makanannya. Inovasi ini akan
membuat rasa penasaran orang yang melihatnya dan akan membuat mereka
untuk tertarik datang membelinya.

2. Harga yang ditawarkan haruslah menarik, semakin menarik sebuah promo
yang ditawarkan akan membuat masyarakat untuk datang membelinya.
Promo tersebut bisa saja diberikan kapan saja, seperti dalam rangka

memperingati hari nasional, atau event lainnya.

5.3  Keterbatasan Penelitian

Berdasarkan analisis dan hasil penelitian, peneliti menemukan kekurangan
yang dapat dijadikan bahan pertimbangan bagi penelitian selanjutnya dan pihak-
pihak lainnya. Kekurangan penelitian ini adalah sebagai berikut :

1. Pada penelitian ini bisa terjadi bias persepsi dimana objeknya ada 4 restoran
cepat saji yaitu Mc.Donalds, KFC, Pizza Hutt dan Burger Kings. Pada
penelitian ini mayoritas responden adalah orang yang sering mengunjungi
Mc.Donalds sehingga cenderung mengarah pada Mc.Donalds.

2. Pada penelitian ini masih memiliki variabel yang nilai Adj R-Square nya

dibawah 0,4 atau masuk dalam kategori memiliki efek yang lemah.
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5.4  Saran Penelitian

Berdasarkan kesimpulan dan kekurangan penelitian di atas maka peneliti
memberikan saran untuk penelitian selanjutnya, berikut ini adalah saran dari
keterbatasan penelitian ini :

1. Pada penelitian selanjutnya disarankan agar hanya menggunakan satu buah
objek penelitian saja untuk menghindari terjadinya bias persepsi, sehingga
penelitian lebih terfokus dan hasilnya lebih akurat.

2. Pada penelitian selanjutnya disarankan untuk menghilangkan variabel yang
memiliki nilai Adj R-Square dibawah 0.4, sehingga hanya memakai variabel

yang tergolong dalam kategori kuat atau moderat saja.
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LAMPIRAN

Kuesioner

S, 1008

Pl Pafegaruh PirSigal Hafga dan Dl Ml fhii 2k | Palanggan dan Lovalie pada Sanerasl Mlinial saan Mala. .

Pengaruh Persepsi Harga dan Dimensi
Kualitas terhadap Kepuasan Pelanggan
dan Loyalitas pada Generasi Milenial saat
Melakukan Pembelian di Restoran Cepat
Saji dengan Kebahagiaan sebagai Mediasi

Salam Sejahtera

Responden yang seya hormati, perkenalkan saya Dirga Dewantara Jatl, saya mahasiswa dari
Fakulitas Biznis dan Ekonomika Universitas Atma Jaya Yogyakarta. Memohon ketersediaan
saudare/sewdar untuk berpartizipasl dalam dalam menglsd kuesioner ind. Jawaban
saudare/sewdari akan menjadi masukan yang berharga dalam penelitian inl. Penelitian ini
dilakukan dalam rangka memenuhl tugas akhir skripzl Manajemen Pemasaran. Saya
mengucapkan terimakasin yang sebesar-besarnya ates partisipasd saudara-saudan dalam
mensukzeskan penelitian inl. Atas perhatian dan waktu saudare-saudan saye ucapkan
terima kasih.

*Wajib
1. Mama
2. Jenis Kelamin *

3.

Tandai satu oval saja.
[ 1Pra

) Wanita

Berapa usia saat ini *
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WD, 1008 Pl Pargaruh Persipsl Harga dan Dimensel Kuainas ehastag k Pl

4. Provinsi tinggal saat ini *

5. Pengeluaran f uang saku setiap bulan *

Tandai satu oval saja.

() Kurang dari Rp.1.000.000
1 Rp.1.000.001 - Rp.2.000.000

() Rp.2.000.001 - Rp.3.000.000
[ Lebih dari Fp.3.000.000

&, Restoran cepat saji yang sering di kunjungi *

Tandai satu oval saja.

} Me.Donalds

[ ) Burger Kings

[ ) KFC [ Kentucky Fried Chicken )
() Pizza Hutt

Tandai satu oval saja.

_Ja

-

| Tidak
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dan Lerpalies pada Ganeras Mlenial s baka. .

Apakah anda termasuk dalam generasi milenial {lahir pada tahun 1980-2000)? *
Jika anda tidak termesuk dalam generas| milenial maka tidak perlu melanjutkan kulsioner
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Dengan menggunakan skala Likert 5 point darl sangat tidak setuju

. hingga sangat setuju, diharapkan untuk memilih alernetif jawaban

Pefenpel gesual dengan pendapat anda, berdasarkan pengalaman yang eda
Harga rasakan saat melakukan pembelian di restoran cepat sajl.

8. 1. Harga makanan cepat saji ini masuk akal *

Tandal gaty oval &&ja.

Sangat Tidak Setuju Sangat Setuju

9. 2. Berdasarkan makanannya, harganya sesuai *

Tandai saty oval saja.

Sangat Tidak Setuju Sangat Setuju

10. 3. Harga makanan disini terjangkau *

Tandai £atu oval 8aja.

Sangat Tidak Setuju Sangat Setuju

Dengan menggunaken skala Likert 5 paint dar sangat tidak setuju

. hingge sangat setuju, diharapkan untuk memilih altematif jpaaban

Kualitas sesual dengan pendepat anda, berdasarkan pengalaman yang ada
Makanan rasakan sagt melakukan pembelian di restoran cepat saji.
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11.

12

13

14.

FHTERErL PR M TN LTS PO r Rl LIl el AT T PR T e BRI
4. Makanan di restoran cepat saji ini memiliki aroma yang wangi *

Tandai aty oval saja

Sanget Tidak Setuju Sangat Setuju

5. Makanan di restoran cepat =saji ini memiliki rasa yang enak *

Tandai gatu oval saja.

Sanget Tidak Setuju Sangat Setuju

6. Makanannya masih fresh/segar *

Tanoai &aty oval saja.

Sangat Tidak Setuju Sangat Setuju

7. Tampilan makanan menggugah selera *

Tandai aty oval saja

Sanget Tidak Setuju Sangaat Setuju
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Dengan menggunakan skala Likert 5 point dari sangat tidak setuju
hingga =angat setuju, diharapkan untuk memilih alternatif jewaban
gesual dengan pendapat anda, berdasarkan pengalaman yang ada
Layanan racakan saat melakukan pembelian di restoran cepat sajl.

Kualitas

8. Pegawai/staf ramah dalam melayani pelanggan *

Tandai &atu oval saja.

Sangat Tidak Setuju Sangat Setuju

9. Pegawai/staf sangat membantu dalam proses pembelian makanan *

Tanoai satu oval saja.

Sangat Tidak Setuju Sangat Setuju

10. Pegawai/staf melayani dengan cepat dan tepat *

Tanoai saty oval saja.

Sangat Tidak Setuju Sangat Setuju
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18. 11.Saya merasa nyaman dengan layanan pegawai/staf *

Tandai saty oval saja.

Sangat Tidak Setuju Sangat Setuju

Diengan mengguneken skala Likert 5 point darl sanget tidak setuju
hingga =angat setufu, diharapkan urtuk memilih alternatif jpwaban
sesual dengan pendapet ends, berdesarkan pengeleman yeng ada
Lingkungan resakan sast melakukan pembelian di restoran cepat saji.

Kualitas

19. 12 Lingkumgan restoran ini bersik *

Tandai satu oval saja.

Sangat Tidak Setuju Sangat Setuju

20. 13. Pencahayaan di restoran ini membuat saya nyaman *

Tandai satu oval saja.

Sangat Tidak Setuju Sangat Setuju
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ST, 10068 Pl

1.

2

23

Pafgardh Persips Harga dan Dimensl Kuaiies wrhedey Mepussan Pelangg e dan Lovalies pede Seneras ianial saa Mala. .
14. Suhu di dalam restoran ini membuat saya nyaman *

Tangai zaty oval saja.

Sangat Tidak Setuju Sangat Setuju

Dengan menggunakean skala Likert 5 point dar sangat tidak setuju
hingge sangat setuju, diharapkan wntuk memilih alternatif jawaban
sesual dengan pendepat anda, berdasarkan pengalaman yang ada
Pelanggan ragakan saat melakuken pembellan di restoran cepat sajl.

Kepuasan

15. Baya puas dengan makanan yang di sajikan *

Tandai &aty oval saja.

Sanget Tidak Setuju Sangat Setuju

16, Baya pikir dengan mengunjungi restoran ini sudah tepat *

Tandai saty oval saja.

Sangat Tidak Setuju Sangat Setuju
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24,

25

26.

17. Restoran ini memenuhi sebagian besar harapan saya *

Tandai safu oval saja.

Sanget Tidak Setuju Sangat Setuju

Diengan menggunakan skala Likert 5 point darl sengat tidak sefuju
hingga sangat setuju, diharapkan wntuk memilih abematif jawaban
gesual dengan pendepat anda, berdaserkan pengalaman yang ada
Pelanggan ragakan seat melakuken pembelian di restoran cepat sejl.

18. Saya akan terus mengunjungi restoran ini lagi *

Tandai safu oval saja.

Sangat Tidak Setuju Sangat Sefuju

149. Saya akan merekomendasikan restoran ini kepada orang lain *

Tanoai satu oval saja.

Sangat Tidak Setuju Sangat Sefuju
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28

249,

30

20. Saya akan mengatakan hakhal positif tentang restoran ini kepada orang lain *

Tandai eaty oval saja.

Sanget Tidak Setuju Sangat Setuju

Dengan menggunaken skala Likert 5 point darl sangat tidak setuju
hingga sangat setuju, diharapkan untuk memdlih altematif jawaban

Kebahagiaan segual dengan pendapat anda, berdesarkan pengaleaman yang ada
ragaken saat melakukan pembelian di restoran cepet saji.

21. Saya pikir mengunjungi restoran cepat saji ini akan berkontribusi pada
kebahagiaan pelanggan

Tandai safu oval saja.

Sangat Tidak Setuju Sangat Setuju

22. Dengan mengunjungi restoran ini, kualitas hidup pelanggan akan meningkat *

Tandai saty oval saja.

Sanget Tidak Setuju Sangat Setuju

23. Restoran ini memberikan suasana yang bahagia dan menyenangkan dalam
pengalaman bersantap untuk keluarga dan teman-teman

Tandai satu oval saja.

Sangat Tidak Setuju Sangat Setuju
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Nama
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Steven Y
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Kevin Ad
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Maria Dy
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s
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Dina
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Ratna |Wanita | 22 ‘rngyakartanp.l.mn.ﬂal-HpKFE{KerI‘fa 4 4{4) 4| 5|5 5| 5{4] 4| 5 5| 5| 5 4| 4| 4| 4] 4| 4] 3| 3] 3
Herlamb|Pria 23|Sumatra U{Rp.1.000.001 - RgMc.DonalYa | 4 4{4|5] 5|5 5/ 4|4 4| 4| 5 4| 4] 4| 4| 4| 4] 4 4| 3[ 3] 4
Martha |Wanita | 22|YogyakartdKurang dari Rp.LqBurger KilYa | 4| 4| 4| 4| 5| 5| 4| 4| 4| 4| 4| 5 4| 4] 4| 4 4| 4] 4] 4| 3[ 2| 3
FebrianaWanita | 23|lawa TengdRp.2.000.001 - RgMc.DonalYa | 3[ 3[3|5] 3| 4| 3| 3| 3| 4| 3| 4| 4| 4] 4| 3| 4| 3| 3| 3| 4] 3| 4
Diana |Wanita | 24|YogyakartdRp.1.000.001 - RgMc.DonalYa | 3[ 4| 2|5 4| 4| 4| 4| 4| 4] 4| 2 3| 3] 3| 4] 4| 3] 3] 3| 2[ 2| 3
Ratih tir{Wanita | 24|lawa TengdRp.2.000.001 - RjBurger KilYa | 3[ 2/ 3 3] 3| 3| 3| 3| 3| 3] 3| 3| 3| 3] 3| 3| 3| 3| 4] 3| 4|4 3
Lisa  |Wanita | 22|lawa TengdKurang dari Rp.LqMc.DonalYa | 4[ 4| 4|4] 5|5 4| 4| 4| 4| 4| 4 4| 4] 4| 4| 4| 4] 4 4 3[ 2| 4
Nindia |Wanita | 23|YogyakartaRp.1.000.001-RgMe.DonalYa | 4| 44| 4| 4| 4] 4| 4[4 4| 4] 4| 4 4] 4| 4| 4] 4] 4] 4] 2/ 2| 4
Yumaira|Wanita | 23|YogyakartqRp.1.000.001- RyBurger KilYa | 4| 44| 4| 4| 4] 4| 5|5 5| &5 5 5| 4| 4| 4| 4] 4] 4 4 3| 3| 4
Caecilia {Pria 24|lawa TengdRp.1.000.001 - RgMe.DonalYa | 4| 4{ 4|5 5|5 4| 4|4 4| 4] 5 5| 4] 4| 4| 4| 4] 4 4| 2[ 2| 4
Lisa  |Wanita | 23|YogyakartaRp.1.000.001- RoMcDonalYa | 4 4| 4| 4] 4|4 4| 4| 4| 4] 4| 4] 4] 3| 4| 4| 4| 4] 4] 4 2| 3| 4
Adi Pria 23|lawa TengdRp.1.000.001 - R Burger KilYa | 4| 4| 4| 4] 4| 4] 44| 4| 4] 4] 4] 4] 4] 4| 4| 4| 4] 4] 4] 3| 3] 3
Eli Wanita | 23|YogyakartqRp.1.000.001 - RyMc.DonalYa | 4| 4| 4| 4] 54| 5/ 4| 4| 4] 4] 4] 4] 4] 4| 4| 4| 4] 4] 4| 3| 2] 3
Abas  |Pria 4 ‘rngyakanaﬂp.l.ﬂﬂﬂ.ﬂﬂl-ﬁth.Dnnaha 4l aja| 4| 4|4 4| aj4] 4| 4| a4 4] 4] 4| 4| 4| 4 4| 4] 2| 2| 2
Ari Pria 24|lawa Timu Rp.l.ﬂﬂﬂ.ﬂal-ﬁpm:.nnnaha 3| 33| 4| 4|4 4] a{4] 4| 4| a4 4] 4] 4| 4| 4| 4 4| 4] 3| 3| 3
Rinda Fit Wanita | 24|lawa Teng Rp.l.ﬂﬂﬂ.ﬂﬂl-ﬁth.Dnna|‘fa 40 44| 4| 4|4) 4|4/ 4] 4] 4| 5| 4] 4] 4 4] 4| 4] 4 4| 2[ 2] 3
Firna All{Wanita | 25 ‘rngyakanaﬂp.l.ﬂﬂﬂ.ﬂﬂl-ﬁth.Dnnaha 40 44| 4| 4|5 4|4/ 4] 4] 4| 4 3| 3] 5[ 4] 4| 3] 3| 3| 22 3
Agung  |Pria 23 ‘rngyakanaﬂp.l.ﬂﬂﬂ.ﬂﬂl-ﬁth.Dnnaha al 44| 40 4| 4| 4| 4|4 4] 4| 4 3] 3] 4| 4| 4| 4] 4] 4] 3[ 3| 3
RyantordPria 23| lawa Teng Rp.l.ﬂﬂﬂ.ﬂﬂl-ﬁth.Dnna|‘fa 4l 44| 4] 5| 4| 4| 4|4 4] 4| 4] 4] 4] 4| 4| 4| 4] 4] 4] 2 2| 4
Maria gdWanita | 26|DKI JakartalLebih dari Rp.3.00McDonalYa | 4 4|44 4|4 4| 4| 4| 4] 4| 4] 4| 4] 4| 4| 4| 4] 4] 4] 3| 3] 4
Fadlla |Wanita | 24|YogyakartaRp.1.000.001 RKFC{KerlYa | 4| 4| 4|5 5|5) 4| 4| 4| 4] 4| 4] 4| 4| 4| 4| 4| 4] 4] 4 2| 2| 4
Pria 25|DIY YOGYA|Rp.2.000.001 - RyMc.DonalYa | 4| 4| 4| 4] 4| 4| 4| 4| 4| 4] 4] 4] 4] 4] 4| 4| 4| 4] 3| 3| 2| 2] 3
Wanita | 23|lawa TimufRp.1.000.001 - RYKFC (KerlYa | 4| 4| 4| 4| 4| 4| 3| 4| 4| 4] 4] 4) 4] 4] 4| 4| 4| 4] 4] 4| 3| 3] 3
Wanita | 23|lawa TengdRp.2.000.001 - RgMc.DonalYa | 3| 3| 3| 4] 4|4 4| 4| 4] 4] 4| 4] 4| 4] 4| 4] 4| 4] 4] 4] 2| 2| 2
Wanita | 22|lawa TimufRp.2.000.001 - RfMc.DonalYa | 4| 4| 4| 4] 4|5) 4| 4| 4| 4] 4] 4) 4] 4] 4| 4| 4| 4] 4] 4| 3| 3| 4
Pria 24|lawa Tengd Lebih dari Rp.3.00Burger KilYa | 4 44| 4] 4| 4] 4| 4| 4] 4| 4] 4| 4| 4] 4| 4] 4] 4] 4 4| 3[ 3] 3
Wanita | 23(lawa TengdRp.1.000.001 - RgMc.DonalYa | 4| 5\ 4| 4] 4|5 4| 4| 4] 4] 4| 4] 4| 4] 4| 4] 4| 4] 4] 4] 3 1] 4
Rita  |Wanita | 23|lawa TengdRp.1.000.001 - RgBurger KilYa | 4[ 4|4|4] 4| 4| 4| 4| 4| 4| 4| 4| 4| 4] 4| 4] 4| 4] 3] 3| 2[ 2| 3
Wanita | 24|DIY YogyalRp.2.000.001 - RplPizza HutlYa | 5| 5|5 4] 54| 4| 4| 4| 5] 4] 4] 5 4] 4| 4| 4| 4] 4] 4] 4| 4] 4
Jesika DdWanita | 25|Jawa Barat|Rp.2.000.001 - RyMc.Donal¥a | 4) 4| 4| 4| 4|5 4| 4{ 4| 4] 4] 4] 4| 4 4| 4| 4] 4| 4] 4] 2| 2| 2
Pria 23|lawa TengdRp.1.000.001 - RyMc.DonalYa | 4| 5| 4| 4] 4| 4| 4| 5| 4| 4] 4] 4] 4] 4] 4| 5| 4| 4] 4] 4| 4| 4] 4
Wanita | 26|lawa TengdLebih dari Rp.3.00Pizza HutlYa | 4| 4| 4| 4] 4| 4| 4 5|5 5| 5| 4] 4] 5| 5| 4| 4| 4] 4] 4] 3| 3| 3
Wanita | 25/lawa TengdRp.2.000.001 - RKFC (KerlYa | 3| 3| 3| 4] 4|4 4| 4| 4| 4] 4] 4] 4] 4] 4| 4| 4| 4] 3] 4] 2| 2] 2
Wanita | 24|lawa TengdRp.1.000.001 - RgMe.DonalYa | 3| 3{ 3| 4| 4| 4| 4| 4| 4] 4| 4| 4| 4| 4| 4| 4| 4] 4] 4] 4] 3| 3| 4
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Wanita | 25|lawa TimufRp.2.000.001 - R KFC { Kerlva | 4] 5[ 4] 4] 4] 4] 4] 4] 5] 4 l| 4 5 5| 4| 4 4] 4| 5| 4] 3| 4] 4
Sabila |Wanita | 24|YopyakartaRp.1.000.001 - RyBurger KilYa | 4) 4| 4| 5] 5| 5| 5| 4] 4] 4 d| 4| 5 d| 4| 4] 4] 4] 4] 4| 3) 4] 4
Melisa |Wanita | 24[{JAKARTA |Rp.2.000.001-RgMc.DonalYa | 4| 54| 4] 4| 4] 5| 5|5] & l| 4 4 l| 4| 4 4) 4| 4 5] 3| 4] 4
Wanita | 24|Jawa TengdRp.1.000.001 - RgMc.DonalYa | 4| 4) 4| 4] 4[ 4| 4| 4| 4| 5 l| 4 4 l| 4| 4| 4| 5| 4| 4| 4| 4] 4
Agusting Pria 23|YogyakartaRp.1.000.001 - RpBurger KijYa | 4| 4[ 4| 4] 4[5 4| 4| 4] 4 l| 4| 4 l| 4| 4] 4] 4| 4] 4| 2| 3| 4
sasha  |Wanita | 25|Yogya Rp.2.000.001 - Ry KFC | KenYa | 5| 4| 4| 4] 5| 5| 4| 54| & 5| 4 4 l| 4| 4 4) 4| 4| 4] 3| 3 4
Mona |Wanita | 24|Sumatra U|Rp.2.000.001 - RyBurger KilYa | 4] 4| 4| 4| 5| 5| 4| 4| 4| 4| 4| 4] 4 l| 4| 4] 4 4| 4] 4| 4) 4] 4
EduardulPria 22(Yogya Rp.1.000.001 - RgMc.DonalYa | 4) 4 4] 4| 4] 4] 4| 5/5] 5 5 5 4 ll 4| 4| 4| 5| 5| 4| 3| 3| 4
Yustinus|Pria L] ‘rngyal:artaRp.l.ﬁﬂﬂ.ﬂﬂl-ﬁpM:.Dnna|‘f‘a Al 4] 44| 4|4 4] 4 4] 4 4] 4] 4 d| S| 4] 4) 4] 4] 4| 3] 3 4
Liliana |Wanita | 23|lawa Teng Rp.l.ﬂﬂﬂ.ﬂﬂl-ﬁpKFt{Ked'ra al 44| 5| 4 4] 4| 4] 4] 4 l| 4 4 l| 4| 4 4) 4| 4| 4] 3| 2| 4
Juniar  [Pria 24 ‘rngyal:artaRp.l.ﬂﬂﬂ.ﬂﬂl-ﬁpM:.Dnna|‘ra 4) 4| 4| 4| 4) 4] 4| 4| 4] 4 l| 4 4 l| 4| 4| 4| 4| 4| 4| 3| 3| 4
AmandalWanita | 24/lawa TengdRp.1000.001 - RlMe DonalYa | 4] 4] 4] 5| 55| 5| a 4| | 4| s| 4] 4] s| 4] 4] 5] s 5| 4] 3] s
Eka Wanita | 26|lakarta  |Lebih dari Fcp.a.lIM:.Dnnaha 4l 44| 4| 4 4] 4] 4] 4] 4 l| 50 4 l| 4| 4 4] 4] 4] 4] 3| 3 3
lujun  |Pria 24|lawa Teng Rp.l.ﬂﬂﬂ.ﬂﬂl-ﬁth.Dnna|‘ra 4l 4| 4| 4| 4| 4] 4| 4|4 4 l| 4| 4 l| 4| 4] 4] 4| 4] 4| 3| 3| 4
Pius  [Pria 26(lawa Teng Rp.l.ﬂﬂﬂ.ﬂﬂl-ﬁpM:.Dnna|‘ra 4| 4| 4| 4| 4] 4] 4| 4| 4] 4 ll 4 4 ll 4| 4| 4| 4| 4| 4| 3| 3| 4
Wanita | 28|Dki Jakarta LehihdatiFtp.a.lIM:.Dnna|‘f'a 4 4 4] 5| 5[4] 4] 4] 4] 4 al| 4 4 al| 40 4 4] 4] 4] 4] 4] 4] 4
Wanita | 22|YogyakartdRp.1.000.001 - RgMe.Donalva | 4] 4] 4] 4] 4] 4] a] ala] 4] 4] o] o] 4] a] 4] 4] 4] a[ 4] 4] 4] 4
Pria 24[1awa timurRp.2.000.001 - RyMe.Donalva | 4] ala[ 4] 5[ s a[ 5] s s| sf s] af a] a] o] a] o] o] 4] 4] 4] 4
Wanita | 22|YogyakartdRp.1.000.001- RMe.Donalva | 4| 4[ 4] 4] 54| 4| 4| 4] a| 4| 4| af 4] 4] 4] af 4] 4] 4] 3] 3] 4
Wanita | 28|Dki jakarta Lehihdattip.a.otM:.Dnna|'ra a 4| 4| 4| 4] 4] 4|5/ 4] 4 l| 50 4 l| 4| 4 4] 4] 4] 4] 4] 4] 4
Angga |Pria 24lawa Barat|Lebih dari Rp.3.00Mc.DonalYa | 4) 4[ 4] 4] 4] 4] 4] 4[4] 4 l| 4 4 l| 4 4 4] 4 a[ 4] 5] 4] 5
Wanita | 24|Jawa timurRp.2.000.001 - Ry Burger KilYa | 4| 4| 4| 4] 4[ 4| 4| 4| 4| 4 ll 4 4 ll S| 4 3| 4] 4| 4| 4] 3| 4
Wanita | 25|Dki Jakarta|Lebih dari Rp.3.00Me.Donalva | 4| 4| 4] 4] a[a| 4| 4| 4] a| 4| 4| af 4] 4| 4] af 4 4] 4] 4] 4] 4
Cintya A[Wanita | 23 ‘rngyal:artaRp.l.ﬂﬂﬂ.ﬂﬂl-ﬁpM:.Dnna|‘ra 4| 44| 4| 5|4 4/ 4)4] 5 ll 4 4 ll 4| 4| 4| 4] 5/ 5 3] 3| 3
Wanita | 25|DIY Rp.z.m&ml-ﬁpKFt{Ked'ra 4 5| 4| 4| 54| 4| 4|5 5 ll 4 4 ll 5 4 4) 4] 4] 4] 4| 4] 4
Tifany |Wanita | 25|DIY Rp.2.000.001 - RgMc.DenalYa | 5| 4 4| 4] 4| 4] 5| 4|4 4 l| HEE l| 4 4 4) 4| 5[ 4] 3| 4] 4
Wanita | 23|Jawa TengdRp.1.000.001 - Ry Burger KilYa | 5[ 5| 4| 4] 4[ 5| 4| 4| 4| 4 l| 4 5| 4] 4| 4| 4] 4] 4] 4] 3] 3] 3
HandokdPria 29|DIY Rp.2.000.001 - RgMc.DonalYa | 4| 5[ 4| 4] 4| 4] 4| 4] 4| 4 ll 5 5] 5| 5| 4] 4] 4] 4] 4| 3[ 4] 4
Wanita | 27|DIY Lebih dari Rp.3.00Pizza Hut|Ya | 5| 5[ 4| 4] 4| 5| 5| 4|5 4 l| S| 5| 4| 4| 4] 4] 4] 4] 5| 4[ 4] 4
Pria 24|DIY Rp.1.000.001 - RgMe.DenalYa | 5| 5[ 3| 5| 5| 5] 5| 4|4 4 al| S| 5| 5| 5| 4] 4] 4] 4] 4| 4[ 4] 5
Ferrarl |Pria 22| DIy Rp.1000.001 - RgMe.Donalva | 4| 5[ 4| 5| s[5| 5| a| 5| a| 4| 4f 4] 5| a| 4| 4] 5| af 4] 4| 4] 5
Wanita | 27|Jawa TengdLebih dari Rp.3.00Mc.DonalYa | 3[ 3| 3| 4] 4[4] 4| 4| 4] 4 l| 4 4| 4] 4| 3| 3| 3 3 3] 3] 3 3
Pria 30|D1Y Lebih dari Rp.3.00Pizza HutlYa | 4| 4| 4| 4] 4| 4] 4| 5|4 4 l| 50 4 l| 4 4| 4) 4| 4| 4] 4 3| 5
Kiky  |Pria 22| DIy Rp.1.000.001 - RgMc.DenalYa | 5| 5[ 4| 4] 5| 4] 4| 4|4| 4 l| 4 5 l| 5 4 5 4] 4] 4] 4| 4] 4
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Wanita | 24 ‘rngyakananp.l.mn.aﬂl-ﬁth.Dnnaha 4 44| 4| 4|4 4| 4]4| 4] 4] 4] 4 al| 4| 4| 4] 4] 4] 4| 4] 4| 4
Fajar  |Pria 25(lawa Teng Rp.l.ﬂﬂﬁ.aﬂlaﬁpM:.Dnnaha 4 4[4[5]5|4) 5| 4|4 4] 4] 4] 4 a|| 40 4] 4] 5] 4] 4] 4] 4 3

Wanita | 26 lawal!aratﬂp.z.mn.ﬂﬂl-ﬁth.Dnnaha 4) 4| 4| 4| 55| 5 44| 4] 4| 5 4 l| 4 4] 4] 4] 4 4] 4] 4| 4

Wanita | 26|Kalimantar|Rp.1.000.001 - RyMe.DonalYa | 5| 4| 4| 4] 5|5 5| 4|5 4| 4| 4] 4 1| 4| 4| 4] 4] 5 5| 4] 3| 4

Pria 24)Jawa TimugRp.1.000.001 - RYKFC (KerfYa | 4| 4| 4| 4] 5|5) 4| 4| 4] 4] 4| 4] 4 al| 4| 4| 4] 4 4 4| 4| 4| 4

Pria 22|YogyakartaRp.1.000.001 - RyMe.DonalYa | 4| 4| 4| 4] 4|4 44| 4] 4| 4| 5] & l| 4 4| 4] 4] 4] 5| 4| 4| §
Aldi  |Pria 24|Jawa TengdRp.1.000.001 - Ry Burger KifYa | 4| 4| 4] 4] 5| 4| 45| 4] 5] 4| 4] 4] 4] 4] 4] 4| 4] 4| 4] 3| 4] 4

Wanita | 24|lawa Barat|Rp.1.000.001 - RyKFC (KenYa | 5| 5| 4] 4] 55| 54| 4| 4] 4| 5] 5 5 4| 5| 4| 4| 4| 4] 4] 3| 4
Brian  |Pria 23|0IY Rp.1.000.001- RaMe.Donala | 4| 4| 4) 4] 4| 4| 45| 4] 4] 4| 4] 4| 4] 4| 4] 4] 4] 4] 4] 3| 4] 4
Rikab  |Pria 26| Jawa Teng Rp.l.ﬂm.aﬂl-ﬁpM:.Dnna|‘ra 4| 54| 4| 4|4 4| 54| 4 4 4] 4 al| 5| 4| 4] 4] 4] 4| 4] 3| §
Yoyo  |Pria 29 ‘rngyal:anaﬂp.lmn.ﬂﬂl-ﬁpM:.Dnna|‘ra 4l 444l a|4) 4| 4|4 4] 4] 4] 4 l| 505 5 4] 5| 4] 4 4 4
Joshua |Pria 26{Jawa Timu Rp.l.ﬂﬂﬁ.aﬂl-ﬁpm:.tlnna|‘ra 4)5|5) 4] 5/ 4] 5/ 4]4] 4] 4 45 l| 4 4 4] 4] 4[ 4 43| 3

Wanita | 23| Daerah Ist Rp.l.ﬂﬂﬂ.ﬂﬂl-ﬁth.Dnnaha 4l 44| 4| a4 4| 4|4| 4] 4] 4] 4 al| 4 4| 4] 4] 4 4| 4| 4| 4
Baharud|Pria 25(lawa Teng Rp.l.m&GGl-ﬁpM:.Dnnaha 4l 444 5|5 5| 4|4 4 4] 5 4 l| 40 4] 4| 4 4] 4] 4 4| 4
Mutia |Wanita | 23 uxummnp.z.mn.am-an:.nnnaha 4| 44| 5|55 5| 44| 4 4 4| 4 al| 4 4| 4] 4| 4] 4| 4] 4| 4

Wanita | 25|Kalimantar|Rp.1.000.001 - RyMe.DonalYa | 4| 4| 4| 4] 4|4 4] 4|5 4| 4| 4] 4 al| 4 4| 4] 4] 4] 4| 3| 4| 3
Restu  |Pria 27|Banten  |Rp.2.000.001- RyKFC (KerYa | 4| 4| 4| 4] 5|5) 4|44 4] 4| 5] 4 1| 4| 4| 4] 4] 4] 4| 4] 4| 4
Felix  |Pria 22|DIY Rp.1.000.001 - RgMe.DonalYa | 4| 4| 4] 5 4|5) 5| 4|4 4 4| 4] 4 al| 4 4| 4] 4] 3| 4| 4] 3| 4
Yudi  |Pria 25(DK| Jakarta Lebih dari Rp.3.00Me.DonalYa | 4| 4| 4| 4] 4| 4| 4| 4] a| 4] a| 4 4| 4| 4] 4| 4| 4] af 4] 4| 4| 4
Danang |Pria 23[Yogyakart4Rp.1.000.001 - R Burger KilYa | 5| 5[ 4(4] 5|5 5| 4| 4| 4] 5 5 4 a|| 40 4] 4| 4| 4] 4] 3|3 3
Heru  |Pria 25{Jawa Timuf Rp.2.000.001 - RgMe.DonalYa | 4| 4[4[ 4] 5| 4] 4| 4| 4| 4] 4| 4] 4 l| 40 4] 4] 4| 4] 4] 4) 4| 4
Arda  |Pria 22{lawa TengdKurang dari Rp.1.{Mc.DonalYa | 5| 5| 4(4] 4| 4| 4| 4| 5| 4] 4| 4] 4 1| 40 3| 4| 4] 4] 4| 3 2| 4
Elnanda |Wanita | 25|DKIJAKARTRp.2.000.001 - RelBurger KilYa | 4| 4[4[ 4| a|a| 4| 4|a| a| 5| s| 4| 4] 4| 4] 4| 4| 4] 4| 4] 4] 4
Teguh uflPria 26|Jawa TengdRp.2.000.001 - Ry KFC (KerYa | 4| 4| 4| 4] 4|4 5|4 4] 4] 4| 4] 4 l| 4| 4| 4] 4] 4] 4| 3| 3| 4
Bela Tim|Wanita | 24|DK| JakartaRp.2.000.001 - RylPizza HutlYa | 5| 54| 4| 5] 5] 4| 5/4| 4| 4] 5] 4 d| 4| 4| 4] 4] 4] 4| 4] 4| 4
Firman HPria 25|0IY YogyakiRp.1.000.001 - Ry Burger Kil'Ya | 4| 4| 4| 4] 4| 4] 4| 4| 4] 4| 4| 4] 4 al| 4 4| 4 4] 4] 4| 4| 4| 4
Dinda IriWanita | 24 lawaTEng Rp.1.000.001 - REIKFC (KerfYa | 4| a[a| 4| 55| 4] 5|5| & S| 4] a 4] 4] 4| 4| 4] 4] 4] 4| 4| 4
JonatharPria 27|Jawa Timud Lebih dari Rp.3.00Pizza HutlYa | 4| 4{4] 5/ 5/ 5] 4[4[ 4] 4] 4| 4] 4 al| 4 4] 4] 4] a[ 4] 4] 4| 4
Nita Kris|Wanita | 24|)awa TengdRp.1.000.001 - RyBurger KilYa | 4| 4| 4) 4| 4| 4| 4| 4{ 4| 4| 4] 5] 4 l| 40 4] 4] 4 4] 4] 4|5 4
Gilang TilPria 26| DIY YogyakdRp.2.000.001 - Ry Pizza Hut{Ya | 4| 4| 4| 4] 5|5) 4| 4| 4] 4| 4| 4] 4 al| 4| 4| 4] 4] 4] 4| 4] 4| 4
Dian AridWanita | 24 lawaT;ng Rp.1.000.001 - RyyBurger KilYa | 4| 4| 4| 4| 4 4] 4| 4| 4| 4 4] 4] 4 l| 40 4| 4| 4 4] 4] 55 5
Al Anug(Pria 25(Jawa TengdRp.1.000.001 - Ry Pizza HutlYa | 4| 4[4[ 4] 5|5 4|5/ 4| 4] 4| 4] 4 l| 40 5| 5| 4] 4] 4| 4 4| 4
Madia FifWanita | 24|01Y YOGYA{Rp.1000.001 - Ry Burger KilYa | 4| 4[4[ 4] 4| 4] 4] 4[4] 4| 4] 4] 4 al| 5| 4| 4] 5] 4 4| 4| 4| 4
DevanH|Prla 24|DKI JakartalRp.2.000.001 - Ry KFC (KeriYa | 4| 4| 4| 4] 4|4 4| 4| 4] 4| 4| 4] 4 5| 4 4| 4 4] 4] 4| 4| 4| 4
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Belva Ar{Wanita | 26{Jawa TengdLebih dari Rp.3.00Pizza HutlYa | 4| 4[5| 4| 5 4| 4| 4[4[ 4 al| 4 4| 4| 4| 4| 4| 4| 4| 4| 5/ 4] 5
Salma PyWanita | 25(Jawa TengdRp.1.000.001 - Ry Burger KilYa | 4| 4( 4| 5| 5 4| 4| 4[4[ 4 al| 4 4| 4| 4| 4| 5| 4| 4| 4| 4] 4] 4
Putra Ajl|Pria 28|Jawa TimugLebih dari Rp.3.00KFC (KenYa | 4| 4] 4| 5| 5| 5| 5| 44| 4] 4] 4] 4] 4] 4| 4| 4] 4| 5] 4| 4] 4] 4
Nino SaglPria 27|Jawa Timud Lebih dari Rp3.00Pizza HutlYa | 4| 44| 4) 4| 4] 4| 5| 5| S| S| 4| 4| 4| 4| 4] 4] 4] 4] 4] 4| 4| 4
Cello Ati{Wanita | 25|DKI Jakarta Rp.2.000.001 - RyBurger KilYa | 4) 4| 4| 5 5|5 5| 4| 4] 4] 4| 4| 4| 4| 4| 4| 4| 4) 4| 4] 4] 4| 4
Neta KrldWanita | 24|DIY. Yogyal Rp.1.000.001 - RyKFC [ KenlYa | 4] 4| 4| 4] 4] 4] 4| 4| 4] 4 I| 4 4| 4| 4| 4| 4] 4 4| 4] 4] 4| 4
Petrus T|Pria 24|lawa TengdRp.2.000.001 - Ry Pizza Hut|Ya | 4| 4| 4| 4] 55| 4] 4| 4] 4 l| 4 4) 4) 4| 4| 4] 4] 4| 4] 4| 4] 4
Caecilia |Wanita | 26{Jawa TengdRp.2.000.001 - Ry Burger KilYa | 4| 4[ 4] 5| 5/ 5| 4|5[5[ 4 al| 4 4| 4 5| 4] 5| 4| 4| 5 5/ 5 5
Agus  |Pria 27\lawa TengdRp.1.000.001 - R Pizza Hut|Ya | 4| 4| 4| 4] 4 4] 4 4| 4] 4 l| 4 4) 4) 4| 4| 4] 4] 4f 4] 4] 4] 4
FransiskqWanita | 26|DKl JakartaLebih dari Rp.3. 00Mc.DonalYa | 4| 4| 4| 4] 4| 4] 4| 4| 4] 4 l| 4) 4| 4| 4| 4| 4] 4| 4| 4] 4] 4| 5
Yolanda|Wanita | 24{Jawa TimufRp.2.000.001 - RpBurger KifYa | 4[ 4[4| 4| 4| 4| 5|4/ 4] 4 l| 4 4) 4) 4| 4| 4] 4] 4f 4] 4] 4] 4
Ella  |Wanita | 26|Jawa TengdRp.2.000.001 - RpBurger KifYa | 4| 4[4| 4| 4| 4| 4|4/ 4] 4 l| 4 4] 4) 4| 4| 4] 5] 4| 4] 4] 4] 5
Sesilia |Wanita | 23|Kalimantar|Rp.2,000.001 - ReKFC [ KenlYa | 4| 4| 4| 4] 4| 4] 4| 4| 4] 4 I| 5 4| 4| 4| 4| 4] 5| 4| 4] 4] 4| 4
Naresta |Pria 2|Jakarta  |Lebih dari Rp.3.00Pizza HutlYa | 4] 4[4] 4] 4[4] 4] 4] 4] 4 al| Al 4] 4] 4] 4) 4] 4) 4] 4) 4] 4] 4
Rilkwh[l’rla 23|Kalimantan Rp.2.000.001 - Ry Pizza HutfYa | 4| 4| 4] 4| 5| 5| 4| 5[5 4 al| 50 4 4| 4| 4| 4] 4 4] 4] 4] 4| 4
IandisadPrla 22{Jawa TimugRp.1.000.001 - Ry KFC ( KeriYa | 4| 4] 4] 4 5| 5] 4] 55 4 l| 5 4 4| 4| 4| 4] 4| 4] 4] 4] 4| 4
Yeni  |Wanita | 25|Jawa Barat|Rp.2.000.001 - RpPizza HutlYa | 4| 4[4| 4| 4| 4| 4|4/ 4] 4 I| 4 4] 4) 4| 4| 4] 4] 4] 4] 4] 4] 4
Suci FebiWanita | 23|Jawa TimunRp.1.000.001 - RpBurger KifYa | 4| 4| 4| 4| 4| 4| 4| 5|5 § l| 5 4 4| 4| 4| 4] 4] 4| 4] 4| 4] 5
vineent fPria 23|Bali Rp.2.000.001 - RKFC ( Kerfya | 4| 4[ 4| 4| 5| 5| 5| 4[4 4 4| 5[ 4] 4] 5| 4] 4| 5| 5 5] 4| 4 4
Bamban{Pria 27|lakarta  [Lebih dari Rp.3.00KFC  Kenlva | 4] 44| s| 5| s| 5| 4| s| 4| 4| s| 4| 4| 4 4 4 4| af 4| 4 4] 4
Susl  |Wanita | 26|Jawa Barat|{Lebih dari Rp.3.00Pizza HutlYa | 4) 4| 4| 5| 5[ 5| 4| 45| 4] 5| 5 4) 4] 4| 4| 4] 5| 5| 5| 4| 4| 4
Andrd  |Pria 26|YogyakartaRp.2.000.001 - Ry Burger KifYa | 4| 44| 5| 5| 5| 5| 55| 5 5| 5| 4| 4] 5| 4| 4] 5| 4] 4| 4] 4] 4
Agus HefPria 23|lambl  |Rp.2.000.001-RgMcDonalfa | 4| 4| 4| 4| 4| 4] 4 4[4] 4] 4] 5| 4] 4] 5| 5[ 5| 4| 4] 4| 4] 4] 4
Adinda RWanita | 22|DKI Ftp.l.mn.ﬂﬂl-ﬁpM:.Dnna|'ra 4| 4[4[ 5 5[5 5[5/ 4| 4 I| 5 4| 4| 5| 4| 4] 5| 4] 4] 5 4] 5
Ninda |Wanita | 22|DIY Ftp.z.mn.ﬂﬂl-ﬁpM:.Dnna|'ra 4| 4[4[ 5| 5[5 4|5 4] 4 I| 5 4| 4| 5| 4| 4] 4 4] 4] 4] 4| 4
DewantqPria 27|Jakarta Rp.Z.ﬂGﬂ.ﬂﬂl-ﬁpKFt{Kad?a 4| 4[ 4|5 5[5 5[4 4] 4 al| 5/ 4 4 5| 4| 4] 4 4] 4] 4] 4| 4

|Pr|a 28(DIY Rp.Z.ﬂGﬂ.ﬂﬂl-ﬁpKFt{Kad?a Al 44| 5| 5[5 5| 4|5 4 4 5| 4| 4) 5 4 4] 4] 4] 4] 4| 4| 4
Valentlnlw;mlta 26|lawa Teng Ftp.l.mtl.&ﬂl-ﬁpM:.Dnna|‘ra 4) 4] 4] 5| 5[5 4] 55| 5 5 5 4] 4] 5| 5| 5] 5 4 5 5| 4| 5

Pria 27 lawa Teng Rp.2.MD.Gﬂl-EpM:.Dnna|‘ra 4) 4| 4| 5| 55 5| 5{4| 4 4 5 4 4) 5| 4| 4] 4] 4| 4] 4| 4] 4
Mullya IWanita | 22{lawa Timu Flp.l.ﬁﬂﬂ.ﬂﬂl-ﬁpKFE{Kerl‘fa 4| 4[4[ 5| 5[5 4| 44| 4 I| 5 4 4| 4| 4| 4] 4 4] 4] 4] 4| 4

Ptia 26| YogyakartaRp.1.000.001 - RIKFC ( Ken¥a | 4] 4| 4| 4] 5[5| 5| 4| 4| 4| 4] 5| 4] 4| 4 4| 4| af 4| 4 [ 4] 4
Ester Lis|Wanita | 22|YogyakartdKurang dari Rp.L{Mc.DonalYa | 4| 4[ 4| 4| 5/ 5| 5| 4[4[ 4 al| 4 4| 4 4| 4| 4| 4| 4| 4| 4] 4] 5

Pria 27|Jawa Timug Rp.1.000.001 - Ry Burger KifYa | 4| 4] 4] 5| 5| 5| 5] 54| 4 al| 50 4 4] 4| 4| 4] 4 4] 4] 4] 4| 4

Pria 22|Yogyakarta Kurang dari Rp.LAMc.DanalYa | 4| 4| 4] 4| 5| 4] 4|5/ 4] 4 al| S| 4| 4 4| 4| 4| 4| 4| 4| 4] 4] 4
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Mikaela (Wanita | 28{Jawa TimufRp.2.000.001 - RyKFC [KentYa | 4| 4|4| 5| 5| 5| 5[ 44| 4] 4| 5| 4] 4] 5| 4] 4| 4| 4] 4] 4| 4] 4
Diana LifWanita | 27|lawa TengdRp.2.000.001 - RyMc.DonalYa | 4| 4(4)5) 55| 5\ 4|4| 4] 4| 5| 4| 4] 5 5| 4] 4] 5| 4| 4[5 &
Pria 23 Jawa TimugKurang dari Rp. L. M:.Dnna|‘ra 4 4)4|5|5(4| 455 4] 4] 5 4) 4] 5| 5| 4| 4] 4] 4] 4| 4] 4
Wanita | 22(Jawa TengdKurang dari Rp.LMc.Donalva | 4| 44| 4) 4| 4] 4| 4[4] 4] 4| 4| 4] 4| 4] 4| 4] 4| 5[ 4] 5 4| §
Pria 28|YopyakartaRp.2.000.001 - Rl Plzza HutfYa | 4| 4[4) 4] 5| 5| 5| 4[5| 4] 4] 5| 4| 4] 4| 4] 4] 4] 4] 4| 4| 4| 4
Pria 27|Jawa TimuqRp.2.000.001 - Ryl Plzza Hut{Ya | 4| 4[4) 4] 5| 5| 4| 5[5| 5| S| 5| 4| 4| 4| 4] 4] 4] 4] 5| 4] 4| 4
Mutiara (Wanita | 22{lambl  [Rp.1.000.001- RyMcDonalYa | 5| 4| 4| 4) 5|5 5[ 5|5 5 5| & 4] 4] 4| 4] 5| 5| 4 4] 4| 4] &
Pria 26|Jakarta Hp.l.mn.ﬂﬂl-ﬁpM:.Dnna|‘ra 4(4[4) 5[5 5] 5|55 5| 5| 5 5| 5| 5| 5| 5 4] 4] 4] 4] § 5
Wanita | 28[Jawa TimugRp.1.000.001 - RyMe DonalYa | 5| 4|4[ 5| 5/ 5] 5| 4|4 4] 4] 5| 4| 4| 5| 5| 5| 4] 5 4 & 5 5
Paskalls |Pria 22|Kalimantar|Rp.1.000.001 - RyBurger KilYa | 4| 4[4(5| 5|5 4| 5[5 5| 5| 5| 4] 5| 5| 4| 4] 4| 4| 4] 4] 4 §
Pria 29/Jambl  |Lebih dari Rp.3.00 Burger KifYa | 5| 4[5| 5[ 5| 5| 5| 4[4| 4] 4| 5| 4| 4| 4| 4] 4] 5| 4] 4] 5| § &
Wanita | 22[labar  [Kurang dari Rp.LMcDonalYa | 5| 4[4|5| 5|5 5| 4[4] 4] 4| 5| 4] 5| 5 5 5 4| 4| 4] 4 4| §
Petrus 5{Pria 29|Jawa TimugLebih dari Rp.3.00Pizza HutlYa | 5| 5{4|5| 5|5 5| 4[4] 5| 4| 5| 5 5| 5 5| 4] 4| 4| 4] 4] 4 5
Wanita | 22{Jakarta  |Rp.L.000.00L- RgMcDonalYa | 5| 4|4[ 4| 4] 5] 4] 5|5 5 5| 5| 4| 5| 4| 4| 4| 4] 4] 4] 5 4] §
Pria 28| Jakarta LehihdariRp.&.tth.Dnna|‘ra 4(4[5|5( 5| 5| 5| 4[5 5| 5| 5| 5| 5| 5| 5 5 5| 4] 4| 4| 4 &
Siman RqPria 12{Jawa TengdKurang dari Rp.L{Mc.DonalYa | 4 55| 4| 5/ 5] 5| 55| 5| 4| 5[ 5 5] 5| 4] 5| 5[ 4] 5 55 5
Wanita 29JawaTengiLehihdariRp.a.mPlzzaHut‘ra 5| 5(5|4] 5| 4] 5| 4[5| 5| 4 5| 5| 5| 5| 5| 4] 4] 4] 5 5| 4 &
Tamara |Wanita | 27 JawaTengJRp.l.mn.ﬂﬂl-ﬁth.Dnna‘ra 4 4(415) 5| 5| 555 5 4] 5| 5| 4 5| 4] 4] 5| 5 5| 5] 5 §
Vino AndPria 28|Jawa Timu Lebih dari Rp.3.00Pizza HutlYa | 5| 5{5(4| 4|5 5| 5[5 5| 5| 4| 5 5| 5 5| 5 5| 5 5 4| 4 §
Pria 22|YopyakartaRp.1.000.001 - R Me.DonalYa | 4| 4[4) 5[ 5| 5| 5[ 4[4| 5| S| 5| 4| 4] 5 5 5 5| 4] 5 5| 4 &
Adhisa MWanita | 22|Kalimantar|Rp.1.000.001 - RekFC  KerfYa | 4| 5{5|4[ 4| 5| 4| 4[5| 5| 4 5| 5| 5| 4| 5| 4] 4] 4] 4] 4| 4| &
Wanita ZzlxallmantarKurangdarlﬁp.l. MeDonalYa | 4| 4[4|5| 5|5 5| 5[5 5| 5| 5| 5| 5| 5| 4| 4 4| 4| 4] 4] 4| §
Evan YudPria 23|JawaTIrnu Rp.2.000.001 - RpPizza HutlYa | 5] 5)5| 5] 5| 5| 5[ 55| 4] 4] 5 5| 5 5| 5| 5| 4] 4 4 5/ 4] 5
Wanita | 28|Riau Lebih dari Rp.3.00Mc.DonalYa | 5| 55| 5/ 5| S| 555 5 5| & 5 5| 5 5| 5 5| 5 5 5| 5 &
FebrianaWanita | 24|0KI Rp.1.000.001 - RelPizza MutlYa | 4| 54| 5| 5| S| 5[ 44| 5 4] 5| 5 5| 5 5| 5 5| 5 5 4| 4] &
YumaniuPria 26(Sumatera URp.1.000.001 - RgMe.DanalYa | 5| 5(5(5| 5|5 5| 5[5 5| 5| 5| 5 5| 5 5| 5 5| 5 5 § 5 §
Pria 2 Rp.1.000.001 - RMc.DonalYa | 5| 5|5\ 4) 4| 4] 4[ 4[5 5 4| 5| 5[ 5| 4| 4] 4| 4] 5 4] 4| 4] &
VellasariWanita | 26|Kalimantar|Rp.1.000.001 - RyBurger KilYa | 5| 5(5| 5 55 5 5|5 & 5| 5| 5 5| 5 5 5 5 5 5| 4] 4] &
Pria 22Jawa TengdKurang dari Rp.L{Mc.DonalYa | 4| 5{4(5| 4|5 4| 5[5 5| 5| 5| 5| 5| 4| 4| 4 5| 5[ 5 4 4| §
Pria 22|Jawa TimuqRp.L.000.001 - Ry KFC KerfYa | 5| 5{5| 4] 4 4| 4| 4[5| 5| 4 5| 5| 4| 4| 4] 4] 4] 4] 4| 4| 4| &
Resi Sep|Wanita | 27|KalimantarRp.1.000.001 - RyMc.DonalYa | 4| 5(4)5) 55| 5\ 4|5| 4| 4| 5| 5| 5| 4| 5| 4] 4 4] 4| 4] 4] 4
Wanita | 28[Papua  |Lebih dari Rp.3.00Mc DonalYa | 4| 5| 4] 5| 5/ 4] 5| 4|5 & 4] 5| 4| 5| 4| 4| 4] 4] 5 5 4 4 §
Nina Nin{Wanita | 24{Jawa Barat|{Rp.1.000.001 - RyKFC [KenYa | 5| 4| 4| 4) 5| 5| 5[ 54| 4] 4| 5| 4] 4] 4| 4] 4| 4] 4] 4] 4| 4] 4
Andi par Pria 23(Sumatera URp.1.000.001 - RgMe.Danalva | 4| 4[4[ 5| 5|5 5| 5[5 5| 5| 5| 5| 5| 4| 4| 4] 4| 4| 4] 4] 4| 4
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Nabila G[Wanita ZElawaTeng*Rp.l.mn.ﬂﬂl-Rdxft(xen‘ra 5| 5)5|5) 55| 4 5[4) 4] 4) 5| 4] 4| 5| 4| 5| 4] 4| 4 4 4] 4
Wanita 2?lawaTengiRp.l.mn.ﬂﬂl-RHKFt(ken‘ra S| 4)4(4) 55| 5 5[4] 4] 4) 5| 4] 4] 5| 4| 5| 5 4| & 5| 4| §
Kristina [Wanita | 22|Jambi |Kurangdarlﬁp.1. McDonalya | 4| 4| 4)4) 4[4 4| 5|4 4] 4| 5 4| 5[ 5| 4| 4| 4] 4| 4] 4| 4 4
Pria u ‘rngyakane{ﬂp.l.mn.ﬂﬂl-RqFlzzaHut‘ra 4| 4) 414001 4) 3] A[4) 4] 4) 4| 4 4| 4| 4| 4] 4] 4 4 3|3 3
Yessa lbfWanita | 28|01y |Hp.l.m0.aﬂl-ﬁdPlzzaHut‘ra 5| 5|5/ 555 45[5| 5 5 5| 4 4] 5| 4| 4| 4] 4| 4] 4| 4| 4
Wanita | 29 Sumateraﬂﬂp.z.mn.ﬂﬂl-RdM:.Dnna‘ra 5| 5)4(4)44) 4 5[5| 4] 4) 4| 4] 4| 4] 5| 5| 4] 4| 4] 4| 4| 4
Wanita | 22{latim |Kurangdarlﬁp.1.FIzzaHut‘ra 4 4|4(4) 5( 4| 455 5| 5| 4| 4] 4) 4 4] 4 4] 4] 4] 45 §
Pria 28{Banten |Rp.l.m0.ﬂﬂl-RpM:.Dnna‘ra 4| 4) 4|5 55 5/ 4[5| 4] 4) 4| 4] 4] 4] 4| 4] 4] 4] 4] 4] 4| 4
Pria 25Kallmantadﬂp.l.mn.ﬂﬂlaRpPImHut‘fa 4 4)4(4) | 4) A/ 4[4) 4] 4) 5| 5| 5 5| S| 5| 4] 4 4 4 4] 4
Maria M|\Wanita | 22 lawaTengiKurangdarlRp.l. McDanalYa | 5{ 4[4)4[4|4) 455 4 4 5 5| 5 5| 4| 4 4| 4 4| 4/ 4| &
Pria H Sumateraﬂﬂp.l.m&ﬂﬂl-RnM:.Dnna‘ra 5| 5\5(4)44) 5/ 4[4] 4] 4) 5| 5| 5| 4] 4| 4] 4] 4| 4] 4| 5| 4
Luclana [Wanita | 22{Jakarta |Rp.l.mn.ﬂﬂl-RdFlzzaHut‘ra 5| 4) 4|5 55| 5 5[4] 4] 4) 5| 4] 5| 4] 4| 4] 4] 4| 4] 4 4] 4
Pria 27|8al |Hp.1.m0.ﬂﬂl-ﬁdkft(llen‘ra 5| 5)5(5) 45 A/ 4[4] 4] 4) 4| 4] 4| 4] 4| 4] 4] 4| 4] 4/ 4| 4
DwiUtar|WanIta n Ul‘r‘rogngaﬂﬂp.l.mn.ﬂﬂl-RdM:.Dnna‘ra 5| 5)5(4)5|4) 4 5[4] 4] 4) 4| 4] 4| 5| 4| 4] 4] 4| 4] 4| 4| 4
Pria 13 latim |Rp.l.mn.ﬂﬂl-RﬂFlzzaHut‘ra 4 4) 414041 4) A[A[4) 4] 4) 5| 4] 4| 4| 4| 4| 4] 4 4 4 4] §
AngelinglWanita | 28 lawaTengiLehihdatiFtp.!.ﬂl!PluaHut‘fa S 514] 5| 5(5| 555 5| 5[ 5| 4| 4] 4 4 4 4] 4] 4] 4 4 §
Duwi Sus [Wanita | 22 lawaTengiﬂp.l.ﬂﬂﬂ.ﬂﬂlaRth.Dnna‘fa 5{5(5|5) 5|5 5| 4|4 4] 4| 4] 4| 4| 4] 4] 4] 4] 4| 4] 4| 4| §
Pria 23Kallmantadﬂp.l.mn.ﬂﬂl-RHKFE(Ken‘ra S| 4) 4[4 5| 4] A[A[4] 4] 4) 4| 4] 4| 4] 4| 4] 4] 4 4 4 4] 4
Arum citfWanita | 22{Ball |Ftp.l.m0.ﬂﬂl-ﬁdltft(lien‘ra 4| 4)4(4) 5|5 5 5[4) 4] 4) 5| 4] 4| 4| 4| 4] 4] 4| 4] 4| 4| 4
|Pr|a 55 Ul'r'rogyaﬂﬂp.l.mn.ﬂﬂl-Rth.Dnna‘ra 5| 5)5(5) 55| 4 4[4] 4] 4) 5| 3| 4] 4] 5| 4] 4] 4| 4] 3| 3 1
Gabrlela|WanIta 12| lakarta |Hp.1.m0.ﬂﬂl-ﬁdkft(llen‘ra 4 4) 414041 4) A A[4) 4] 4) 4| 4 4] 4] 4| 4] 4] 4 4 3|3 3
|Pr|a 24{Bal |Rp.l.mn.ﬂﬂl-RdM:.Dnna‘ra 21 2(4)414) A 4[4) 4 4 4| 4 4] 4] 4| 4] 3] 33 27 2
RisaFtah|WanIta n UKIJakane{Rp.l.mn.ﬂﬂl-Rth.Dnna‘ra 4 4) 4140 4 5) A A[4) 4] 4) 5| 4] 4| 4| 4| 4] 4] 4 4 43 4
Pria 26 labar |Hp.l.m0.aﬂl-RHPlzzaHut‘ra 33\ 3| 3)414) A 4[4] 4] 4 4| 3| 3| 4] 4| 4] 4] 4] 4 3|3 3
Wanita | 22{Jakarta |Rp.l.mn.ﬂﬂlaRpM:.Dnna‘ra 4 4) 4145 5) 4/ 4[3) 3] 4) 4| 3| 3| 4] 4| 4] 4] 3| 4 3|3 4
Sita Pusg Wanita 25Kallmantadﬂp.l.mn.ﬂﬂl-RHKFE(Ken‘ra 4| 40440 14) 3[4[3) 3] 3) 4| 3 4] 3| 33335 33 4
GhanaP|Prla 12| lateng |Hp.l.m0.aﬂl-ﬁdM:.Dnna‘ra 4 4) 414041 4) 3] 4[4) 4] 4 4| 3| 3| 4] 4| 4] 3] 3| 3§ 33 3
GalangF|Prla n lawaTlmulﬂp.l.mn.ﬂﬂl-Rd[Ft(l{en‘fa 4 414155 5) 5/ 4[3) 3] 4) 4| 3| 4] 4] 4| 4] 4] 4 4 3|3 4
ﬁinFahr{Prla 25(Bal |Rp.1.mn.ﬂﬂl-RdM:.Dnna‘ra 4 4) 41405\ 4] A[A[3) 4] 4) 4| 3 3| 4] 4| 4] 4] 3 3 33 4
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Hasil olah data outer model

Validitas Diskriminan

|| Kriteria Fomell-Larcker || =] CrossLoadings || 5] Rasio Heterotrait-Monotr...| ;¢ Rasio Heterotrait-Monotr... Salin ke Clipboard: | Format Excel

KEBAHAGIAAN ~ KEPUASAN PE.. KUALITASLAY.. KUALITASLIM.. KUALITASMA.. LOYALITASPE. PERSEPSIHAR.. .
KEBAHAGIAAN 0.84

KEPLASAN PEL... 0492 0.197

KUALITAS LAY... 039 0497 0803

KUALITAS LING... 0474 0448 0522 0808

KUALITAS MAK... 0469 0439 0374 0443 0.802

LOYALITAS PEL... 0.506 0535 0467 0420 0420 0877

PERSEPSI HAR.. 039 0486 0.347 0.311 0373 0459 0.863

Validitas dan Reliabilitas Konstruk
| Matriks |5% Cronbach's Alpha |1ii rho A |{ii Reliabilitas Komposit |{ii Rata-rataVi
Cronbach's Al... rho &  Reliabilitas Ko...  Rata-rata Vana... .
Kebahagiaan 0.860 0.860 0.915 0.781
Kepuasan Pela... 0.713 0.716 0.840 0.636
Kualitas Layanan 0.816 0.828 0.879 0.646
Kualitas Lingku... 0.732 0.743 0.849 0.653
Kualitas Makan... 0.815 0.832 0.878 0.643
Loyalitas Pelan... 0.850 0.851 0.909 0.769
Persepsi Harga 0.832 0.843 0.899 0.748
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Hasil olah data inner model

R Square

| Matriks 5% R Square |{if Adjusted R Square

R Square  Adjusted R 5q... .

Kebahagiaan 0.242

Kepuasan Pela... 0.408

Kualitas Layanan 0,120

Kualitas Lingku... 0.096

Kualitas Makan... 0139

Loyalitas Pelan... 0.364
Koefisien Jalur

| Matriks |31 Koefisien Jalur

Kebahagiaan Kepuasan Pela.. Kualitas Layanan  KualitasLingk.. Kualitas Maka... Loyalitas Pelan... Ptrsepanarga-

Kebahagiaan

Kepuasan Pela..
Kualitas Layanan
Kualitas Lingku..
Kualitas Makan...
Loyalitas Pelan...

Persepsi Harga

0492
0.256
0.149
0.170

0.287 0347

0311
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0.239
0. 400
017
0.093
0137
0.360

Salin ke Clipboard: | Fomat fxcel | | FormatR

0320
0378

0373



Sampel Asli (0) T Statistik (| /.. P Values I

Kebahagiaan -> Loyalitas Pelanggan 0.320 5.856 0.000
Kepuasan Pelanggan -> Kebahagiaan 0.432 11.407 0.000
Kepuasan Pelanggan -> Loyalitas Pelanggan 0.378 4714 0.000
Kualitas Layanan -» Kepuasan Pelanggan 0.256 3.812 0.000
Kualitas Lingkungan Fisik -= Kepuasan Pelanggan 0.149 2.196 0.029
Kualitas Makanan -> Kepuasan Pelanggan 0.170 3.217 0.001
Persepsi Harga -» Kepuasan Pelanggan 0.287 5.009 0.000
Persepsi Harga -» Kualitas Layanan 0.347 6.538 0.000
Persepsi Harga -> Kualitas Lingkungan Fisik 0.311 4.480 0.000
Persepsi Harga -> Kualitas Makanan 0.373 6.995 0.000

5099
a ] L‘f_1\
FQ2 1?164 B
42124
FQ3 1—4&915 —
22866
4 Kualitas
Makanan
5985 3211
PPy 5o 44
"~
16454 5.2 18,187
~. "‘H"IB.TBS H}
P2 4—30TT — 5538 1602 5856
39450
7.9 sQ3 12m
Persepsi l/ Kualitas
PP 3 Harga 504 Layanan e p,;|2aI ﬁgan rt HAS

A
4450 21% / l \ nu
5239 — HA2

SA_ SA2
48211

Py Kebahagiaan \ .

A—T - !

35 357
P

22 982

Kualitas
Lingkungan

FL3 Fisik
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Abstract: The Gxst-food service industry has been growing rapidly across China over the Last few
decades. In accordance with the rising consumpton kevel inthe country, Chinese qastomsers cane
increasiegly about their food cholces. The purpose of this study is W investigate the factors that can
influenoe customier satisfaction, koyalty, and happiness, with a particular focus on the moderating
rale of gender. Data were collected through an online survey completed by custamers who visited
Western fast-food restaurants (KPC, McDonalds, et} in China. The structural equation mode was
apphied to test 12 hypotheses. Results showed that perceived price, food, service, and physical
ervirnnment quality positively affected customer satisfaction.  Perceived price can significantly
influence customers” judgement of the quality dimensions of a estaurant.  Maoreover, customer
satisfaction and happiness can lead to a serse of loyalty. Happiness functions as a mediator bebaoen
satisEaction and lovalty Monetheless, our findings indicated that customers’ perceptions of food
quality based on price and satisfaction levels based on service quality differ significantly between
thee genders, which demonstrated that gender moderation exists in food consumption. This study
will comtribute to a better understanding of managerial and thearetical perspectives, which will be
beneficial for subsequent research.

Keywaords: food consumption; food service industry; satisfaction; keyalty; happiness; perceived price;
servioe qualify; foed quality; physical environment quality; moderating role of gender

L. Inirsduction

Chira, a huge emenging market with great potential, has been growing very fast since joining the
WTO [(World Trade Organdzation) in thee early 200s. (wer the past few decades, the consumption kevel
of the middle class has been increasing. Meanwhile, Western Exstefond chains are expanding rapidly,
anad eating in a Western fast food restaurant has bocome a trend among the younger generations [1].
As a result, competiton within the catering industry has become more and more flierce. Today, Western
fastsfinod glants are facing challenges from: local restaurants that hawve expanded dramatically across
China in recent years. In addition, with the imnprovensent in living conditions, Chinese customsers care
increasingly abost what, how, and where they cat, =0 competibon between Westemn companies and
local companies is inevitable. In order to compete with bocal food restaurants and generate greaber
profit, Western fast-foed companies must pay maoee attention b price, service quality, food quality,
and physical environment. Of these four factors, price is the most critically infheential. Price may

Faeiin 1007, 3, 464k o1 0 S riiondeinaienl w dr L] dyfracad
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reflect service quality and even change customers” purchasing behavior [2]. [t can infleence customers”
perception of estaurant quality [3) These quality dimensions (service, food, and physical environmendt)
of a restaurant are crucial determinanis of customer satisfaction [4) Maintxining customer satisfaction
is very important because it can lead to repeat customers and increased sales [2,4]. A great amount
of rescarch in the service marketing ficld has focused solely on castomer satisfaction and loyvalty.
Howewer, there have been insufficient comprehensive studies conducted to establish how happiness
and lifie satisfaction are relabed to consumer buying patierrs [7]. However, happiness is assumed
tor constitwte 2 higher level of customer satisfaction [5] and can improve people’s quality of lige [<].
The concept of happiness has recently arcused increased atiention from scientists working in varous
filds. Through a good dining experience, customers may imgrove their life quality and increace thedr
happiness. A& delighiful dining experienoe can entice cusbomers o revisit a restaurant. Investigating

the role of happiness is significantly necessary for the food servioe industry.

Adcording o international studies of addictive shopping, female costomers contribute NP of
product sales [10], while in China, based on 2018 World Bank data [11], females acoounted for 48.7% of
the total population. Recently, female purchacing power has been increasing. Understanding gender
differences i onacial for a country’s economic and social policy and shrategics from a macmo perspective,
and it is also important in terms of company sucoess from a mécro perspective [ 12]. Individual customer
characteristics can be used as marketing segments which allosw companics o adjuest and maintain
specific strategies based on customer needs. Such demographic features can provide companies
with more information for market segmentation to achseve better market penctration, while gender
is always one of the most common marketing segments [13]. Gender differences have commonly
been studied in peychaological comtexts, but how gender can affect customer perceptions and attinades
towward a restaurant i relatively bess developed in servicesmarketing. it appears that studics of gender
differences related o fiood consumption and dining experience have been very limdted, bat ignoring
gerder differences in food consumphion may cause management problems

Examining how perceived price, service quality, food quality, and physical epvironment quality
can influence customer behavior, testing the implications of perceived price on restaurant quality
dimsensions, and sbudying the relationships in the proposed model will contribute to understanding the
fiond service industry in China. This shedy intends to nasrow down theoretical and practical gaps by
developing an integrated model with a special focus on gender effects. 1f Western fast-food compandes
can understand customer behavior better, set more specific market segmentation, and launch marketing
strategies targeting different genders, they are mare likely to keep custome s satisfied, happy, and
lowal. This study consists of five parts: inteduction, literatune review and hypotheses, methodology,
resules, and discussions and conclusion.

2. Literature Review and Hypotheses

2.1. The Effect of Perceived Price, Food, Service, and Physicnl Enviromment Quality sw Customer Sxtisfaction

Price refers to the amount of money that customers spend on a product or service. Generally
speaking, price is the valee that customers give up as an exchange for the benefits of using a product
or service [ 14). Price plays an important role in gencrating corsumer sabisfaction, as austomsers ahways
evaluate the value of a service by its price [15]. Campbell (1999 [16) indicated that price faimess
signifecanithy impacts brand image; 2 a corsequence, perceived price unfaimess may casse negative
betanviors, such 2 negative word of mowth and switching brandz. Rothenberger (2015} [17] also
suggesied that customers’ negabive peroeption toward unfair prices can csse dissatisfaction, decreased
repurchasing behavior, negative word of mouth, and complames.

Food quality i very significant in determining costomer satisfaction and loyalty. Generally, food
quality refers o several aspects incloding food presentation, taste, menu diversity, healthiness, and
freshness [15]. A high level of food quality is a key marketing strabegy which can satisfy and retain
cusbomsers, and proside a happy purchasing experience for them. Food guality can have a considerable
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effect cn castomer satisfaction and behavioral intentions [19) Several studies indicabed that food
quality can peeitively influence cxstomer satisfaction [ 20=22].

Customeers' dedsions and purchasing behaviors are closely redated to their evaluation of the overall
experience of a service or product [25] Service quality can significantly affect customeer satisfaction
and boyalty, which is critical to a company’s swocess. High levels of service quality may lead to
high customer satisfaction [24], but if the service performance falls bo match customwrs” expectations,
dissatisfaction will ooour [25]

Physical epvironmentof a botel or restanrant can strengthen the brand image of acompany, reshape
customers” percephions, and directly influenoe customer satisfaction |26 According o Hanaysha
{201 &) [15], all tangible and intargible clemsents inside and ocutside of the mstausrant are included in the
ooncept of physical environment, incloding temperatune, lighting, scent, nolse, atmosphere, and music.
He also suggested that a wellsmaintained physical emvinonment can serve b maintain a restagrant’s
wnisting customer bace ac well as attract new customers.

Customsrs' perception of product, atmosphernics, and service are closely related to thelr emeotions
{both positive and negative), and behavioral infentons based on the corsumpbion expenicnoe in the
restaurands [2237]. Ambient elements (such as sound, smeldl, taste, towch), design dements (such
a5 store devoration and layout), and social eements (such as interaction with member staff) can
entensively impact austomers behador [22]. Lim (20000 [28] ako imdScated that a high food and service
quality, along with a comfortable atmosphere, are very important to a Festaurant becawse it may
contribute to a higher satisfaction level and even influende customeer s’ subsequent behaviar in the food
sorvice industry.

Based an the litcrature prescented above, the following hypotheses are propased:
Hypothesis 1 (H1). Perceived price hes positice fects on customer satisaction.
Hypathesis 2 (H2). Food quafity hes positive fects an cestomer satigiaction.

Hypathesis 3 (H3). Service quality lus positive effects am cusiomer satisfaction.

Hypaothesis 3 (HA). Plysical eroiromsent lus pocifive efiects om customer satisfoction.

2.3, The Effect of Perceived Price an Food., Service, and Physical Enviroument Quality

Price is the value that cusbome s sacrifice to obtain a produect or service [14,29]. Prce inchedes
irdformation for evaluating the kevel of service which may influence customers” puschasing bebavior [2].
According b Byw and Han (20010 [4], perceived price moderates the comrelations behwoen quality
dimensions (frod guality, service quality, and physical environment quality) ard satisfaction, which
meeans if the peresived price is reasonable, this may increase the customer satisfaction kevel regarding
fond, service, and physical environment quality. Price can nfluenoe astomers’ value expectations of 2
restaurant [30] Customers are not anly affiected by the actual price of a product or service stated on the
price lag, but aleo affected by thedr own perceptions which are shaped in a comparative and subjective
way [31]. The acual price will not indrease the quality of a product or service, but it definitely will
influence the subjective value [52]. When evahsating the quality of a product or service, the higher
the price, the higher the quality the customeers expect, becasse higher prices add equal vahse to the
quality [35) Ewven though the price perceived by the customers will efiectively dhange costomers”
expectations of food, service, and physical envircnement quality from a restaurant, little empirical
rescarch has tested how perceived price can inflsence customers” jodgement of restaurant quality
directly, and the intemal selationships between perceived price and quality dimenslons remain unclear.
Therefare, in this shudy, instead of mvesbgating whether price moderates the relationships betwesn
these three quality dinsnsiors and customers satisfaction, as Byw and Han (2000 [4] sought to do, we
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intend to study how perceived price can disectly and positively affect thise quality dimensions. And
thie following hypotheses ane proposed:

Hypaothesis 5 (H5). Percaived price has pocitioe effects o foad gualify,
Hypaothesis & [HB). Percsived price has pocitioe effects on sermice quality.

Hypaothesis 7 IHT. Percaived price has pocitioe effects oo pliysical ensvronment quality.

28, Customer Stisfaction, Loyaity, amd Happimess

Customsr sabisfaction can be defined as an overall assessment of a product or service based on
the experience of purchasing and consumdng it over time [34] Service and product quality, pricing
strategy, and store characieristics ane the main factors that cam affect customser satisfaction. Companses
can achdeve customer satisfaction and loyalty by providing good=guality products and services [5].
Satisfied customsers tend to repurchase products and become boyal customers, and they are positively
engaged in giving rerommendations to other customers and less sensitive bo price [34]. Moneover,
onde customers are satisfed with a product or brand, they ase mone Hicely to recommend the brand to
athers, and ane maore lely to repeatedly purchase that product irstead of switching to other altemative
bramds [35].

Dick amd Basuw (1944) | 36] noted that customer lovalty can be categorized in three ways servicoe
lovalty, brand lovalty, and store loyvalty. Other scholars, such ac Bowen and Chen (3001) [37],
stated that behavior foonsistent, repetitive purchasing action), attitade [emotional and psychological
connections), compasite (3 mdstere of the hvo measures above, loyvalty measured by customer
preferenoes, repurchasing, word of mowth, and inclination to switch o other brands) are the three
key clements in defining loyalty. Customers’ experience can be connected not ondy with functional
dimeemion, but alen other dimensions, such as seneorial, emotional, cognitive, bebavioral, and relatioral
asparts [22]. Repurchasing inbenbions are critically influenced by peoduct sabisfaction, and if satisfaction
level inmreases, customer retenton s a greater possibility [38]. In other wornds, saatisfaction will kead to
lowalty, amd customser loyalty is a derivative of castomer sabisfaction [S4]

Dhring food consumpticon, an exceptional dining experience willl niot only make costomers satisfied
but also happy. Happiness is a positive judgment from the subjective perspective of an indbddual
who fecks satisfied with his current sihaation, and consumer happiness refers to the emotions of
consumers which are related to corsampbion activities [3]). Additionally, ostomer happiness s
defined as comoeptions of customers based on the extent to which their wellsbeing and guality of life
quality are impepved [%]. The purpose of service marketing is shifted from making customers satisfied
to imcreasing their happiness, which reaches beyond the concept of satisfaction [40]. Happiness is
conddersd ax a higher hevel of customer satksfaction [S5]. Satsfaction sccomparded by concrede activibes
that relate to life domadns can enhance customer happiness [41] For example, consumers engaged
in materialistic consumption mplicitly believe that this kind of consumption may increase thedr
selfapsbeemn [42]. Mioolao, Irwin, and Goodman (2009) [43] suggested that many experiential purchases
imvalwe activities with other people including fiends and famdly, and positive socal inberaction is a
major source of happiness. Inother wards, the purchacing expenence can bring customers happiness,

and im order bo achieve greaber happiniss, cusbomers may repeatedly engage in consamption activities.
Happiness could lead satisfied customers to/be mone loyal, but nose of the previous studies have tested

if happincss plays a mediating role bebweon satisfaction and loyalty, o the relationship betwoeon these
factors remains unoertain. In this stady, i onder to understand the cormections between these thres
variables more desply, we will test the mediation effect of happiness.

Therefore, based on preceding studies, the following hypothises are proposed:
Hypaothesis 8 (HB)L Customer satisfachion kas pesitive offects om customer oyalhy.
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Hypothesis 9 (H3. Customer satisfaction s pesitive offects om happiness.
Hypothesis 10 (H10L Happimess bas pesifie offects om cusfomer loyalhy,

Hypothesis 11 (H1TL Happimess sedites the relationship betareen safisfoction, kaalty, and happiness.

2.4, Gemder Differences

Cender & considered to be cribically influential in the purdhasing process. Gender as a markosting
segment is a devisive factor in terms of market penetration. As more and more womren ane beooming
msnre powerful and active in purchaeci ng activites, ignoring gender di ferences when devising marketing
strategies may brirg peoblemns. In some sthadies, womsen tend o be relatively maore emaoticnal [44], while
men are considered to be relatively more aggressive and autonomous [45) Argyle and Henderson
(1984) [44] pointed out that female costomers generally tend o give higher ratings for performance
than makes. In addition, females may interd o have affiliation with people and place more emphasis
on social inderactions when they are served by others [47). Furthermorne, gender differences cam bead o
different food cholces. Some studies have shown that unlike mock males, females pay more attention
to food amd they are more concerned aboat food dhsdoes [42,49). Gender differenoes. are closely related
to hoaw male amd female castomers will evaluate a restaurant’s guality, and can have implicatiors for
their subseguent behavior. Sbudying the moderating offects of gender on customer s” dining experienoe
and foaod consumphion is very necessary as if may contribute toa better understanding of different
gender groups, which will aleo minimize rescarch gaps within pricr studies and reduce market
segmentation problems.

241 Perceived Price, Restawrant Chiality Ddmercions, and Cender

Referring o previous literature, evidence of how gender influences peoples conoeption of Exirmess
toward perceived price seems bo be complicated. Some scholars, for example, Snipes, Thomson, and
Orswald (3008) [50). indicate that male customers are inclined o assign higher scores. for fairness.
Additionally, acoording to Beldona and Mamasmwayaom (2006) |51 ) who studied demandsbased pricing
and gendier differences in percetviesd faimess, females tend to rate knver for perocived faimese, which
mans that they are moee likely to percefve a price as unfaie. Others argued differently; for exanple,
Adamns {19%65) |52] claimed that females are more likely to be sensibive when it comes to faimess under
similar contexts, while Lee and Farh (1999) [55) poinbed owt that there ane not any gender differonces
in justoesouicome relationships and amy actual differenoes observied may result from contestual and
study design factors. However, previous shedics presented contradictony anguments, and most of
them mainly focused on the differences in judgements of faimess acoording to gendes, but insufficient
studies have investigated how gender differences may moderate the relationship between percetved
price and guality dimensiors of a restagrant. Thus, it emains unclear whether gender is a Eactor that
miderates the: oorrelations between percetved price and customers’ jud gements of the attribubes of
& restaurant.

Soene prior shodies mentioned gender differences in evaluating product quality and physical
environment quality, and suggested that males and females vary in terms of fashion consumption,
with female customers being mone sensitive o product quality and physical elements of product
attributes [54) Gender differenoes aleo play an impaortant rode in food consumption. Somse studies have
imdicabed that female and male customers generally have different requirensents for food, suggesting
that females place mone emphasic on attributes of food quality, such 2 taste, presentation, and meno
noted that gender and education hase implications for service quality dimensions that inchade angible
clements, such as physical facilities and equipment. Holboook (1986) [38] also indicated that females
ane miore sensitive o viswl and romantic elements than males. SEll, studics related to bhow gender
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can influence cusiomers” judgement of food quality and physical epvironment of a restaurant remain
camparatively Emited in quanditye

The bterature nelated to gender effects on service quality tends also to be very complicated.
Some studies have found that female customers tend Bo give lower ratings for service quality than
males [50,59,50]. However, some other scholars have differing views toward service nl:pahl:'_l.' based
on gendee For example, Peter and Oleon’s (1999) stody [#1] suggested that female customers can
e more sensitive than males with regard to relational aspects of a service. Moreover, Ndhlovu and
Senguder’s (AN2) shudy [£2] found that male and female costomers” peroeptions do not sigrdficanthy
differ regarding hotel staff service.

242 Saticfacton, Lovalty, Happiness, and Gender

Based on the American Customer Satisfaction Survey Index, female customers” satisfaction level
is generally higher than that of males [65), which can be explained by the fact that females tend to
have more communal concems and ane more inneed of connechiors and harmonious relationships
with ather people [54]. Additonally, men have a higher endency than women o take risks, and are
expected o be invalved socially in nsky behavior, Male tend to be less worred about switching brands
and trying new things, so they may be less likely to become loval o a provider [45) but comvpared to
males, females are maore lkely to revisit a restaurant if they are sabicfied [ee]

Some peychological studies have indicated that gender does not influcnoe people’s percepbion
of happiress. According e Chul and Wong (2018) [£7], female happiness and lidfe sabisfaction are
related to Gamily and other spcial tes, but make happiness may be more diosely conrsected with feelings
{melfcomoeptl They investigated the cffects of gender on happiness and life satisfaction in Hong Korg,
bt fourd that gender is relatively uninfluential vissa=vic happiness. Happiness has been researched
within other social science fields for a long time, bt in the servicesmnarketing field, no study has
imvestigated whether gender plavs a significant role in shaping csctomers behaviors toward happines.

Therefare, in aorder to il this research gap and investigate if gender moderates the relabonship
between these varables (perceived price, service quality, foed quality, physical envirmnmeent quality,
customer satisfaction, kyvalty, and happimess), we would like to propose the following bypothesis:

Hypothesis 12 (H12). Gemder moderates the rebrtionships befarern peroetond price, serpice quafing, foed qualing
phiysical encrronment guality, cusfomer satisfaction, loualhy, and happiness.

3. Methodology

3.1, Questionnaire

The questionraine was divided into T parts, sach part investigates one market factor: perceived
price {FF), food quality (FOY, service quality (500, physical environment quality (PO, customer
sabisfartion (SA], castomer lovalty (LY, and happiness (HAL A Spoint Likertstype scale that ranged
from 1 (strongly disagree) to 5 (strongly agres) was adopted in this shedy and which was used
previcusly by Kasirl et al. (2007 [62] to measure service quality, customer satisfaction, and loyalty.
Hanaysha (2008&] [15] alse wsed s Sspoint Likertstype scale bo measure food quality, price faimess,
physical environment, and satisfaction. Twentysthree ibems (soe Table 1) were used o measure the
aforemertoned 7 factors. Most of the: items were adapied from previous sbudies, but considering the
limited literature relating bo happiness, this vanable was measased using two itemns from Gong and ¥

{2008] [4] and a self-developed item.
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5.2, Date Collection

Diata were mainly collected from Westem Gxcbfond restavrants (KPC, MecDonalds, ete.) inChina.
Before beginning research, the questionnaine was translated into Chinese by the authors in opder
to make sure that participants full vy understood the research content. The questionnaines were sent
to potential participants through a Chinese survey website, which is operated by Terwent company,
alming toact as a soclal platform for online survey. The data were randomly collected online during
Seplember of 3019 In total, 335 volunteers partidpated in this study. Howeves, as Gssfood is maone
popular among the young generations and they have mone access to the intermet, the majority of the
respondents were aged 21=30. Most of the participants took about 10 minutes to complete the survey,
It by 305 of them completed the guestonnaires properly. QuesBonnaires that contained incomplete
of iInappropriate answers were excluded from analysis.

The descriptive data {sec Table 2) show that 41.5% of the participants wene male and 538.7% were
female. Approcimately 6307 of respondents were from the age growp 21=30 vears ofd, followed
by 20.3% aged 31=40, 15.1% aged 20 and under, 3.3% aged 41=30, and only 0.3% of the respondents
were above 3. The edwucational backgrounds of respondents were quite vared; most of them had
undergraduate degrees (3L.8%) or graduate degrees and abowve (2% Of thece participants, J06% of
theem visited fastsfood restaurants =2 times every & months and 13.1% visted I times every 3 months.
kst respondents visfted fasiinod restaurants guite often, as 19% of them would dio s0.once per month,
26.2% 2=3 times monthly, 16.1% 1=3 tmes weekly, and 4.9% more tham 3 times weekly. The monthly
imcomne of the majority was maee than 3000 BME; 24.%% of them carned S001=8000 EME per maonth,
followed by 3008=5000 EMBE (23.6%) and mone than 8000 RAE (15.4%).
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4. Analysis and Results

In order bo test the proposed hypotheses, this study adopted a PLSSEM (Fartal beace
squans-stnachonal aquation modeling) approach [Ti=74]. The PLESSEM meethod has been used
widely in management research in recent years [M5=78]. PLS has minimal restrictions for sample size
and residual distributions [7]. In gereral, PLS i suitable for explaining complicated relationships
because it can avedd inadmissible solutions and actor indeterminacy [80]. In this shady, because 7
variables were included to study complicated relaBiorships between these variables and moderating
cffects, the FLSSEM method was deemed to be relatively snitable and beneficial for the research
purpase. The study utilized strochural equation modeling (SEM) using SemartPf55 3 & software. Partial
leact squares (FLS) were used with a Siikzubcamnple bootstrapping procedure, which was suggested
by Hadr et all. (201&8) 1) In addition, SPSS 24 was used during data analysis for exploratory factor

analvsic and descriptive analysis.

4.1. Explormiony Faclor Amalysis

The exploratory factor anahysis used SPSS 2. In this sudy, exploratory facior analysis is conducted
to reduee data to a smaller set of summary variables and to explore the potential theoretical struchure
of the phenomena, which can also examine the relationship between different vanables. Bazed on
EaiserelieyerDlkin (K30} and Bartleft’s test results (Table Sa), the sampling adequacy was 0944
and the significant level was below 00001, indicating the data were suitable for explomatory factor
analysis. Principal component analysis {extraction method) and Equamax with Kalser normalizabon
{rotation method) wene ueed to extract factors, which were suggested by Maroen, A L and Maroea, .
to knwrestigate customer satisfaction and boyalty [42]. Equamax is a combination of the varimax method
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and the quartimax meethod, which can simplify thee fectors and the varables. This method cam minimdze
the nunsber of variables that load beavily on an item and the number of items nesded for explaining a

varlable. Based on this method, factors, L3, 545, PO were excluded from the nexdsstep analysis after

the exploratory factor analysis due to crss-lnading problems (see Table 5b). The remaining 23 items
wene applied in further analysis as follows.

Table 3. {a) KR (Kaiser-Miyer-Dlking ased Bastlet's Tesl. (b} Rolatnl commponest snatriv.
)
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4.2 SEM Mode! Analysis

The fitress of the model was evaluated by the root mean square residual (SEME) and normed fie
iredens (WFIL IF SEMEB bs less than 0008, it indicates a reascmnabde fit [53]. The SEME of this mode] was
52, which indicates good mode] fitness. Bentler and Bonett (15980 [54] suggested that the NFI value
shaouldd range from 0 b 1, but the closer the 3F is bo 1, the better the fitness is. As the NF] was (L8356 in
this moded, it represented reasonable model finess.

Cronbach s Alpha was indluded o assess the reliability of each comstruct. The overall Cronbach’s
Alpha values for each constract was above 0.7, which means that Cronback’s Alpha values wene
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within the acceptable level [25] and indicate a high kevel of intermnal corsistency of each variable (zee
Table 4. If the rho A value & mone than 0.7, it means a regular Gt [$6); thos, fho_A valse of this model
was within the acceptable level. The outer factor leadings were above L5 (see Table 4, which wene
consistent with the: recommended level [57] and showed good corvergent validity. Inorder bo best
the FLSSEM models, AVE (average varianoe extracted) and CR (oorsbruct reliability) wene evaluabed.
In the: mcasurement model, the oommended AVE kevel was abose 05 and the CR level was above
0.7, which matches Bagoen and ¥i's (1968) |85] suggestion indicating good constract reliability (see
Table 4. The discriminant validity was evaluabed in adherenoe with Fomell and Larcler s (1981) [84]
thizories whene AVE's square root of each construct should exceed the correlation valse and results
shivwed good discriminant validity (see Table 5).

Tabls 4. Cuser kaden g, constroet nelidkality, ased validssy nesuli
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Table 5. Discriminant validite
FQ HA LY FF [ gn] 54 S50
] qqualiy [kl
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el isfactam n&a% 11 11| 0546 ns13 E5s
svice gaality s as] (LS o411 0506 0566 OHET
A5 Hypotheses Test Resufits

As shown in Table &, 10 hypotheses were statistically significant. Perceived price (f = 0.228,
p o« i), food quality (f = 0288, p < QK), service quality (§ = 0155, p < 001), and physical
environment guality (§ = 00280, p < (L00) were positively relabed bo costomer sabtisfacion, supporting
H1, H2, H3, and H4. The findings for H5, His, and HT demonstrated that perceived price had positive
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effects on food quality (8 = 0525, p < 01}, service quality (f = 0411, p < K], and physical
environment (f = 0345, p « 001, which supported HS, Hs, and HT. The data also indscabed that
customer sabsfaction could positively influenoe costomer loyalty (f = 0438, p < 000 ) and happiness
(B = 0692, p < U001 therefore, HS and HY was supporied. Furthermore, the coefficient between
happiness and customser byalty was (0393 (poc 0000 ), which indicated that happiness could positively
impact lovalty, so H1D was supported (Figune 1).

Takile 6. Hypotbass bl meuls,

T

Hypehrsrs B STDEY P P Values Harmali

“HL g — [T LT e ——
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L4, Moderating Effects of Gender

Multigroup analysic with parametric testing was performssd in PLS to test the gender moderating
effects of 10 paths (see Table 7, Figure ). Two outof ten paths (H3 and H5) proved to differ significanthy
betwieen two groups (p < (L1} Gender moderated the relationship betweon service guality and
satisfaction with male customers (B = 071, B™ = 0283, p < 0.1}, due to service quality hawing a
stronger influence on male customers than female customers. Gender ako had moderating effects on
the relationship bebween perceived price and I‘audq.uli}'lﬂf = {1414, p= = (431, p < O05). In terms
of evaluating food quality, female customers tended to be less affected by price than males.
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Table 7. FLS-SEM maligroup analysis results.
Hupeshases Fath Casfficienis (B} p-Vabuas STOEY [T o ——
1K N1} 4] {80 L] el - Yalua
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Figure . FLS-SEM missults hor Semnale and male cushosers (nobe: *p o L1 *p o 0U01; **5p « QDDL;
F o fireruadic; B m sriais).

Statistically gender did rot moderate the relationship between perceived price and other factors
for path H1i, He, and HF, but male customers, with slightly higher coefficients on the paths, were
more likely to be influenced by perceived price during the evaluation of satisfaction level (B =
0222, B™ = 0.224), service quality (B = 0347, B= = 0.503), and physical environment quality (' =
01343, f™ = 0403 Meanwhile, gender moderating cffects were not significant for pathe H2 and H4,
bt female customers" satisfaction bevel was influenced to a slightly greater extent by food quality
(B = 1320, = = 0.2 and physical environment quality ([ = 0340, = = 0.200). Finally, gerder did
nat enoderate the relaborship between satisfacton, kyalty, and happiress (HE, HS, and H1d), but the
path coefficient of HS indicates that female customers were maone likely to become koyal customers if
sabisfied, with a slightly steonger relationship between satisfaction and lovalty (B° = 0520, §™ = (.341).
Even though the path cocfficents of HY and H10 were not significanthy different, the data suggestoed
thiat if male customers were saticfied, they would have a slightly higher probability of becoming happy
(B = Oess, = = LT corsequently. if they were happy, they would be maore inclined to be loyal
than fenales {B¥ = (L3210, B = 04799,
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4.5, Happimess Mediation Test

In crder bo invesbgate the mediabing rode of happiness, we conducted a mediating test to see if
happinecs could act 2c 2 mediator between saticfaction and lovalty. As showen im Table = (bootstrapping
data from FLS), the indinect effects {p < (U001 ), divect effocts (@ < 00001), and otal effects (@ < 0001) were
significant for the whole group, which indicates that happiness mediated the relationship between
satisfartion and loyalty, o H11 was supported.

Table & Midiating et msalis,

Slage Effrcts
f Bst (SA—HA}  Ind (HA<IY} Indirect Eects  Direct Effects  Tolal Effects
whake griep L&Az == 0393 % P~ 438 == 0.7 *
gemmali DLGhE == 0321 *= 0215 0520 == 0735 *=
sali ) B 0479 == 0345 o34 = L6886 *

Py ™ LODNL
5. Discusslons and Concluslons
5.1. Dizrwesiors amd Theoretical [mplications

The purpose of this study was o invwestigate how the determinants (perceived price, servioe
quiality, fond quality, physical envirorment guality] could influence customer satisfaction, loyalty, and
happiness with a special fooss on moderating effects of gender. O of the important findings was that
quality dimensions of 2 restagrant and perceived price had positive effects on customer satisEaction.
These findings are corsistent with Hanaysha (2018 [15], and Ciin and Prybutok’s (20059 [21] rescarch
imto fastsfood restaurants

MMoreover, we found that a reasonable price could positively and directly affect costomers”
perceptions toward quality of a restaurant. The result is partly consistent with Bya and Han's (2000) [4]
research, in which thesy argued that percedved price plays a moderating role in acting bebween customers”
ﬂﬂd’:chnnudqtuli}'dlumlhﬁim,udplwdﬂ] mvl'mmquht'_ﬂ.l-hhwcl; {15]
this study, we proposed a new model and verified that perceived price 2= an independent variable (not
a moderator) could not onby directhy affect customer sabisfaction, but aleo the quality dimensions of 2
restaarant. With regards to previous studies, there has been insufficient empirical research testing hons
strongly pesceived price can impact customers” perceptions of restaurant quality dimensions, and their
imternal relatonships remaiee unclear. This study may contribute to a better understanding of the
implicatiors of perceived price in the food service ndustry and fill research gaps accordingly.

The results also showed that satisfaction could have pasitive effects on kyvalty. This was consistent
with several previous shedics [4=6] In addition, the results revealsd that satisfaction was positiviedy
related to customer happiness, which is similar to Gong and %1% (2018) [¥] findings in thedr recent
research. However, they also suggested that kovalty could positively affect happiness, but in this shady,
we found that, corversely, happiness could positively infheence lovalty. This may be explained by
thie fact that being invalved in purchase activities can bring happiress to cesbomers [42,45], a happy
shopping experience can lead to repurchasing. Furthermore, we found that happiness could furction
% a mediator between satisfaction and bovalty. This new finding confirmed that saticfied aastomers
may become loval when they are happy with the dining expericnoe. Happiness, an essential factor
in increasing oustomers' quality of life, reaches beyvond the concept of satisfaction. Compared to the
diefinitions of sabicfaction that are relatively well establiched by schalars, thene have been very few
studies relabed bo happiness, and the current literabure still exhibits some inconsistencies in defining
cusbomer happimess [90). As most of the literature related to happiness comes. from other social scence
fickds, such as peychology, the effects of happiness in the marketing ficld remained undeveloped.

Investigating the robe of happiness s likely to contribute i a better understanding of the concept
within marketing research.
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Additionally, the resnlie revealed the moderating role of gender, which can moderate the
relationsbdp betwern perceived price and food guality, with males displving a stromger relationship
than fermabes. Mot previous shadies only fonssed on gender difference injudgemenits of Barmess [50=53],
and no study examined bovw gender difference can influence customess' evaluations of food quality
based on pesceived price. In this shedy, however, we found that females tended to be bess influenced by
prioe when evaluating the food guality of a restaurant. Moreover, the sesulis revealed that gender can
aleo moderate the relationship bebweon service quality and satisfaction, with a stronger relabiorship
euisting among males. This result opposes the findings of bMa, U, and Fliwa (3114} [¢ ] who found
that servioes had a sbronger effect on sabsfaction among female customers than male costomers in
American finesdining restanrants. However, under different conbexis, the moderating offects of gender
miary vary bebween countries, it may explain why the cffects of service quality on satisfaction were not
=0 strong comparatively amaong female qustomsers in our findings. There have been insufficent shadses
irvestigating gender differences in food consumpticn and dining experience. Therefore, this shody's
research it how gender can affect customers” evaluations of 2 restaurant’s quality dimsensione ard
how gender can affect customeers' cmotions and behaviors may fulfil such theoretical needs.

For these fasisfiood franchise glants, they might noed to make efforts o Improve restaurand quality
dimnersions (food, service, and physical environment quality), since these are very influential to
cusinmers’ behavior Managers should place mone emphasis on the freshmess, Eaxste, and presentaBon
of the fiondl. Stalff members should be well trained to be prodfessioral. It ks also very impaortant o keep
the restaurant clean and comfortable. However, setting an appropriate price strabegy is of onitical
imnportance, as we found that peroeived price will not ondy directly affect customers” satisfaction hevel
It koo thesir expectations of food, service, and physical environment quality. Thus, price should be
reascnabde comgpannd to the quality. Moreover, for managers, it should be acknowledged that happiness
i spmething that extends beyond notions of satisfaction and can moderate the relationship betawneen
sabisfa-tion and loyalty. Satisfied and happy customers have strong propensities o becomes loyal and
e more willing, b revisit the restaurant amd recommend it to other customers. 1i s very nocessary for
managers b conbnsously adopt varioes sirategies to moet customer needs, and let oeshomers niot ondy
to fioell satichied but also happy in arder boencourage loyalty. Consequently, by mamtaining these loval
customers, companics that struggled for customer retembion could generate greater profit.

Considering gender differences, sometimses marketers should regard females and males as different
segmentations, meandng that they may need to adjust their marketing strabegies based on gender.
Compared to female customers, males are more likely to be influenced by price when they evaluate
fioeed quality, so for products targeting male customers, price fairmess should be considered maone
carcfully than far other products. In addition, a male customers ane more seraibive b service gualiby,
ainad their sabisfaction kevel is more likely to be affected by service quality, it i important o understand
the moeds of male customers in detail and foros more on the: service attribates that mabe oestomers
care about the most, cspecially im the service industry. Both female and malke oectomsers ane nfluential
ibecisionsmakers in food consumption. Therefore, their needs are equally important. Awarersess of
gender differences can contribute to a betier understanding of female and male customer needs and
bebaviors, which may lead to improved market segmentation and increased market shares.

5.5 Limmikrhions and Future Ressarch

This stusdy has a few limitations. Firstly, for purposes of sampling process convendence, the
majority of participants were voung people. It would have boen preferable if samples represented
moee vared age groups. Secondly, this study onby focssed on Western fastsfood restaurants in China,
and as such, some of the findings from this study may not accord weith those demived from stsdses of
other couniries or other types of mstaurants. Thirdly, only foar antecedents (price, food, service, and
physical environment quality) of satisfaction were irvestigated in this shady, but there may be mone
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variables that could be included based on other literature. Fourth, we investigated the moderating
ol of gender and the mediating role of happiness, but other moderators or mediators may exdst in
addition o these_

Wie would like o suggest that fubuse studies should gather surveys from a lasger scale in order o
inclusde more participanis of differing age and background. Moneover, considering the diversity of
countrics ard restaarant types, future research could be condscted not only in the Bxtefood industry
but across a wider range of restanrants and countries. This stody ondy tested four antecedents, bat
there may be more factors, such as ocation or delivery service, which could act as antecedents of
cusbomer behaviors. Last but mot least, besides the moderating effects of gendies, albermatively, country
o age may maderate the proposed relatiorships. In addition, other mediators between customer
sabsfaction and bowalty, such as brand image and perceived switching oost, could be further excamined.
Future sthudies may include more variables in arder to extend this mode] and gain further irsight.
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