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academicians and administrators of 8 universities which were  p piched online 18 Apr. 2022
both public and private in Gaziantep, Hatay, Sanliurfa, and Adana

provinces of Turkey. The results revealed that food attributes, ~Keywords

employees, and physical environment positively affect customer ~ restaurantattributes

satisfaction. The results also revealed that satisfaction is a custome'r satisfaction
storytelling

significant determinant of storytelling intention. Turkey

INTRODUCTION

The cuisines that exist in the world date back to the early civilisations of
Mesopotamia, Egypt, the Hellenic world, China, and Rome with many
others (Aydin & Corbaci, 2019). As one of the most respected cuisines, the
roots of Turkish cuisine reaches to Mesopotamia, either (Diizgiin & Ozkaya,
2015). With its multicultural, ethnically diverse, and historically rich
background, Turkey has one of the prominent cuisines in the world
(Tekiner, 2021). Additionally, climate, geography, trade, synthesis, and
interaction of different communities have shaped the Turkish cuisine’s
distinguished food in terms of variety and flavour (Aydin & Corbaci, 2019).
In Turkey, the cuisine varies geographically (Aslan Ceylan et al., 2019). Each
region has their own food cultures (Batu & Batu, 2018). Especially
Gaziantep, Hatay, Adana, and Sanliurfa, which are the research areas of this
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study, differentiate themselves from other places in terms of local foods
they offer. For example, there are about 600 recipes in Hatay (iflazoglu &
Sahilli Birdir, 2020). In addition, Oguz et al. (2020) noticed that the cuisine
of Adana is an effective element for branding. These destinations have been
quite rich aspects culturally and historically. This cultural and historical
richness of these destinations’ food culture has been formed by different
ethnic groups. Furthermore, these destinations have a wide variety of
geographically certified products.

Food is not only a basic necessity for human beings (Hsu et al., 2018),
it is also a way of having a great time (Sengiil et al., 2018). Customers dine
in various restaurants to have delicious food and experience pleasurable
times (Sengiil et al., 2018). Previous studies provide evidences that
restaurant attributes influence the customer’s restaurant experience
(Nemeschansky, 2020). Customers expect restaurants to offer different
types of meals, tasty food, service quality, and a welcoming ambience (Wu
et al., 2020). The harmony of the restaurant elements, such as service quality,
product quality, hygiene, atmosphere (Yiiksel & Yiiksel, 2003), the
friendliness of employees (Medeiros & Salay, 2013), and pricing (Zhong &
Moon, 2020) are major indicators of customer satisfaction in restaurants.
Thus, it is critical for managers to discover the factors that impact
consumers’ perceptions (Mathayomchan & Taecharungroj, 2020).
Especially today, consumers have many options to eat out. Therefore, in a
diversified and expanding marketplace, consumers can simply switch
restaurant preferences with ease (Cheng et al., 2021). In addition, the
perceived attributes of a restaurant maintain the restaurant's reputation
(Danthanarayana & Arachchi, 2020).

The connection between satisfaction and behavioural intention has
been investigated by researchers (Lai, 2020). There are different forms of
behavioural intentions including revisit intention and word of mouth
(WoM) (Han & Ryu, 2007). Storytelling is considered a different type of
WoM recently (Zhong et al, 2017), and includes communication
instruments, such as stories and social media (Akgilin et al., 2015).
According to Grebosz-Krawczyk (2020: pp. 74) storytelling ‘allows
consumers to relive significant moments in their relationship with the
brand and encourages them to create their own stories’. People use stories
to share different types of information (Grebosz-Krawczyk, 2020). For
example, online comments shared by visitors have been considered to be
storytelling (Yoo & Gretzel, 2008). Also, any content shared on personal
social media accounts can be treated as storytelling (Lund et al., 2018).
Storytelling is an enjoyable activity which attracts people’s attention (Mei
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et al., 2020). Also, people like to share and listen to stories (Bassano et al.,
2019). If a story is interesting, it can extend beyond people’s personal
networks (Lund et., 2018) which may help to enhance restaurant reputation.
Although storytelling has an impressive impact on marketing activities, it
has received little attention from researchers (Keskin et al., 2016). In one of
these studies, Cater et al. (2020) examined the storytelling intention of scuba
diving tourists in Turkey. However, limited attention has been devoted to
understanding the storytelling intention of consumers in the context of
restaurant experience. Since storytelling can lead the development of a
restaurant (Mossberg & Eide, 2017), it should be examined further.

Surprisingly, as far as we could tell, restaurant attributes have not
been associated with satisfaction and storytelling in Turkey. In this sense,
the present research provides a new perspective by examining the influence
of restaurant attributes (food attributes, physical environment, employee,
and price) on satisfaction and, in turn, storytelling. By doing so, we believe
that this study will help us understand the restaurant service in Turkey
from the point of view of the local population. Also, restaurant employees
can benefit from this research by identifying key factors that satisfy
customers, which in turn leads storytelling intention.

The rest of the paper is designed as follows: first, we reviewed the
literature on food attributes, physical environment, employee, price,
satisfaction, and storytelling, and then proposed hypotheses. This is
followed by the presentation of our research method and results. Lastly, we
discussed the results and implications of the study.

LITERATURE REVIEW
Food Attributes

Food quality comprises some significant aspects, such as food presentation,
preparation, menu design, food variety, safety, appeal, and diet (Hanaysha,
2016; Kala, 2020; Kivela & Crotts, 2006; Raajpoot, 2002; Rozekhi et al., 2016).
Food presentation and preparation can be used to attract customers and
satisfy their needs. Food presentation means presenting and decorating
foods attractively (Namkung & Jang, 2007), and using conventional,
traditional, or cultural techniques in the preparation of food (Kala, 2020).

A considerable number of studies have showed that food quality has
an effect on customer satisfaction (Al-Tit, 2015; Annaraud & Berezina, 2020;
Correia et al., 2008; Ha & Jang, 2010; Han & Hyun, 2017; Kala, 2020; Kala &
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Barthwal, 2020; Kozak & Rimmington, 2000; Meng et al., 2008; Namkung &
Jang, 2007; Nield et al., 2000; Rajput & Gahfoor, 2020; Sulek & Hensley, 2004;
Wijaya et al., 2013; Zhong & Moon, 2020). For instance, Sulek and Hensley
(2004) and Namkung and Jang (2007) indicated that food quality is one of
the most influential components in ensuring customer satisfaction.
Similarly, Han and Hyun (2017) revealed that high quality of food has the
effect of ensuring customer satisfaction. Recently, Zhong and Moon (2020)
examined the factors which can affect customer satisfaction and reported
that food quality positively affects customer satisfaction. Kala and Barthwal
(2020) found that the quality of food contributes to customer satisfaction.

Previous studies also revealed that presenting attractive foods and
using traditional or cultural techniques in preparation of food are also
important for ensuring customer satisfaction (Babolian Hendijani, 2016; Chi
et al., 2013; Erkmen, 2019; Truong et al., 2017). Chi et al. (2013) found that
food presentation, one of the components of perceived food image,
significantly influences customer satisfaction. Additionally, as Roozbeh et
al. (2013) suggested, traditionally prepared foods can affect customer
satisfaction. Therefore, the current study proposes the following
hypothesis:

Hi: Food attributes positively affect customer satisfaction.

Physical Environment

Physical environment, in which goods and services are delivered (Ali et al.,
2016), is important for influencing customer behaviours in the service
industry, as individuals are aware of the physical surroundings of a
restaurant (Han & Ryu, 2009). Previous studies found that physical
environment is one of the main determinants of satisfaction (Ali et al., 2016;
Cullen, 2004; Gunaratne et al., 2012; Han & Hyun, 2017; Han & Ryu, 2009;
Heung et al., 2002; Kala, 2020; Kala & Barthwal, 2020; Liu & Jang, 2009;
Truong et al., 2017). For instance, Cullen (2004) revealed that cleanliness and
the location of restaurant are some of the key variables on decision making
for selecting restaurants. Han and Ryu (2009) asserted that physical
environment enhances customer satisfaction. Kala (2020) and Kala and
Barthwal (2020) confirmed that the physical environment of a restaurant
has an important impact on customer satisfaction. Thus, the current study
proposes the following hypothesis:

Ho: Physical environment positively affects customer satisfaction.
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The Employees

Employees can be seen as a link between the company and the customers
(Alhelalat et al., 2017). Employees, playing a significant role in shaping
customers’ perceptions (Jeon & Choi, 2012), can develop awareness of
customers and respond to their needs (Bulgarella, 2005). This can be critical
in generating customer satisfaction (Kala, 2020). Several studies have
explored the relationship between employee attributes and customer
satisfaction (Babolian Hendijani, 2016; Gunaratne et al., 2012; Han & Hyun,
2017; Heung et al., 2002; Kala, 2020; Keh et al., 2013; Truong et al., 2017).
Heung et al. (2002) revealed that employee attributes are important
contributors to customer satisfaction. Gunaratne et al. (2012) maintained
that employee attributes are significant predictors of overall satisfaction. In
another study, Keh et al. (2013) identified that employee attributes (e.g.,
physical attractiveness, helpfulness) positively influence customer
satisfaction. Babolian Hendijani (2016) suggests that employees wearing
clothes reflecting regional culture can affect customer satisfaction. Recently,
Han and Hyun (2017) reported that a high quality of staff service is very
important in enhancing the degree of customer satisfaction. Based on the
previous arguments, the current study proposed the following hypothesis:

Hs: Employee attributes positively affect customer satisfaction.

Price

Price is a sensitive factor that shapes consumers’” experience and behaviour
(Han & Ryu, 2009). For instance, an earlier study conducted in the service
industry revealed that price is a significant element in the decision to switch
to another company (Keaveney, 1995). Since price is an important factor in
determining customer behaviour (Ryu & Han, 2010), it was investigated in
different contexts such as hotels (e.g. Ali et al.,, 2016; Chiang, 2018) and
restaurants (e.g. Han & Ryu, 2009; Zhong & Moon, 2020) to determine
customer satisfaction. Correia et al. (2008) investigated the satisfaction of
gastronomic visitors in Portugal and identified the finding that price and
quality have an important impact on customer satisfaction. In addition, Han
and Ryu (2009) reinforced the finding that price has a positive impact on
customer satisfaction. Similarly, a recently published study showed that
price positively influenced customer satisfaction (Zhong & Moon, 2020).
Based on the previous arguments, it was hypothesized that:

Ha: Price positively affects customer satisfaction.
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Satisfaction

Based on the review of literature, experiences in a restaurant considerably
affect satisfaction level (Gupta et al., 2007; Rust & Zahorik, 1993; Yiiksel &
Yiiksel, 2003). Kivela and Crotts (2006) mentioned that satisfaction depends
on actual experience during a visit. As for satisfaction with the restaurant,
the experiences of service and products’ quality, timing with regard to
service, menu, price, convenience, and the ambience of the facilities
influence customer satisfaction (Andaleeb & Conway, 2006; Kivela et al.,
2000; Sulek & Hensley, 2004). The high level of satisfaction would thus be
associated with a high level of service quality in the minds of customers
(Tirker et al., 2019).

The effects of satisfaction on storytelling intention have been
examined by a limited number of studies. Cater et al. (2020) investigated the
effects of satisfaction on the storytelling intentions of scuba divers. The
findings indicated that overall satisfaction positively influences storytelling
intentions. Although, the positive impact on satisfaction on storytelling
intention has not been investigated in the context of the restaurant business,
the effect of satisfaction on WoM/e-WoM intentions has been examined by
some previous studies (Jalilvand et al., 2017; Jeong & Jang, 2011; Uslu, 2020;
Yang, 2017). Jalilvand et al. (2017) revealed a positive relationship between
customer satisfaction and WoM intentions. Additionally, Jeong and Jang
(2011) and Uslu (2020) maintained that satisfaction has positive effects on e-
WoM. Thus, the current study proposed the following hypothesis:

Hs: Customer satisfaction positively affects storytelling intentions.

Storytelling

Storytelling is an important part of the consumer experience (Pearce &
Packer, 2013) and can be defined as a way of distributing knowledge and
experiences to others through narratives and anecdotes (Keskin et al., 2016).
According to reviewed literature, storytelling has two main perspectives as
(1) managerial and (2) consumer. From the managerial perspective, it is
mainly used for marketing and management activities (Mossberg, 2008).
From the consumer perspective, it is the action of transferring information
to others (Yang, 2018). In other words, it can be stated that storytelling is a
different version of word-of-mouth (Zhong et al., 2017). The main difference
between WoM/e-WoM and storytelling is that WOM/e-WOM means
reporting facts or providing information about a situation, place, or service,
while storytelling is sharing information and experiences (Howison et al.,
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2017). Choi (2016) stated that storytelling includes non-verbal genres as a
new way of communication (movies, dramas, etc.) as well as the verbal
narrative of communication. Rapid growth of internet usage has changed
the storytelling behaviour of consumers. Therefore, consumers can share
and describe their memories via blogs or social media accounts like
Facebook, Instagram etc. (Zhong et al., 2017). For instance, Akgiin et al.
(2015) found that the storytelling approach in travel writing can affect the
behavioural intentions of customers towards destinations. Therefore, Mei
et al. (2020) suggested that storytelling is important for the tourism
industry, since tourists purchase not only products and services, but they
also seek experiences and hedonic benefits.

The five hypotheses proposed determined the conceptual model
framework of the research (Figure 1). The dependent variables of the model
are satisfaction and storytelling. Food attributes, physical environment,
employee, and price are independent variables as they are important
influencers of customer satisfaction.

Food attributes
H,
Physical
environment {‘ -
H. Satisfaction ’ »  Storytelling
Employee /
Hy
Price
Figure 1. Research Model
METHODOLOGY
Measurements

The questionnaire has four sections. The first three sections are related to
food and restaurant attributes, satisfaction, and storytelling respectively.
The fourth section is related to demographic questions. Food and restaurant
attributes and satisfaction items were adapted from Kala (2020); storytelling
was adapted from Zhong et al. (2017). Respondents were asked to mark
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each of the statements using a seven-point Likert scale ranging from “totally
disagree’ (score=1) to ‘totally agree’ (score=7). First, scale items were
translated from English into Turkish, then translated from Turkish to
English by two experts with highly advanced English, whose native
languages are Turkish. In this way, the translated items were compared to
their original forms to ensure the accuracy of iteration. Thirdly, a pilot test
was conducted among 15 academicians to examine the suitability and
comprehensibility of the items. In the last step, some modifications were
made based on the pilot test’s result. Items that needed simplification,
rewording, and revision were dealt with. The last version of the
questionnaire was developed and consisted of 30 items for the food and
restaurant dimension, four items for the satisfaction dimension, and four
items for the storytelling dimension.

Data Collection

Due to the COVID-19 pandemic issue, an online questionnaire was
developed to collect the data. The sample for this research consisted of
academicians and administrators of eight universities both public and
private in Gaziantep, Hatay, Sanliurfa, and Adana provinces of Turkey. E-
mail addresses of the sample were compiled from the universities” websites.
At the end of the collection period, 3548 e-mail addresses were obtained in
total. Invitation e-mails were sent to academicians and administrators
including information about the aim of the study and a link to the
questionnaire between April and September 2020. This was followed by a
reminder e-mail two weeks later. As a result, 226 surveys were received,
which was a 6.4% response rate. Child (2006) suggested that the sample size
should be five times greater than the number of items in the questionnaire
(38 items) in order to perform factor analysis (as cited in Tekin & Ozdemir,
2018; Yurdakal & Kirmizi, 2017; 2019). Therefore, the sample size was found
sufficient to conduct further analysis.

Research Settings

Gaziantep, Hatay, Sanliurfa, and Adana were determined as the research
areas of this study. Gaziantep can be considered as a gastronomic city in
terms of local products. There are 40 products geographically certified by
the Turkish Patent Institution in the city, and this is the highest number in
Turkey (TPTO, 2021). Additionally, Gaziantep is the first city which
received the title of a city of gastronomy within the scope of the UNESCO
Creative Cities Network in 2015 (Unesco, 2020). Hatay has also been
confirmed as a city of gastronomy by the UNESCO Creative Cities Network
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for its cuisine in 2017 (Go Turkey Tourism, 2021). The city has nine
geographically certified products (TPTO, 2021). Addition to those two,
Sanliurfa can be considered to be a city of gastronomy in the country (Celik
& Aksoy, 2017). The city has 30 geographically certified products (TPTO,
2021). Adana has many gastronomic elements due to long-term cultural
interactions, the use of different techniques, and so on, in the region (Dinler,
2019). The city has 15 geographically certified products (TPTO, 2021). Based
on aforementioned information, the current study was conducted in these
cities.

Data Analysis

The data were analysed in two steps. First, we used SPSS 22 for the
normality test, common method bias, descriptive statistics, and exploratory
factor analysis (EFA). Second, PLS-SEM (Partial Least Square-Structural
Equation Modelling) was used to assess the measurement and structural
models (Chin, 2010). Skewness and Kurtosis values of items were used to
test the normality (Hair et al., 2014). All items ranged from -3 to 3 which is
indicating normal data distribution (Wells et al., 2015). In order to avoid
common method bias, Harmon's single-factor approach was utilised (Min
et al., 2016). The results showed that the single factor accounted for 48% of
the variance (below 50%), indicating that there is no common method bias
issue (Podsakoff & Organ, 1986).

RESULTS
Respondents’ Profile

The majority of the respondents were male (55.8%). Based on age, 39.4% of
the respondents were between 26 and 35 years old. The majority of the
participants were academicians (86.7%), whereas administrative staff
represented only 12.8% of the sample (see Table 1).

Table 1. Socio-demographic Characteristics of the Participants

Characteristics Frequency Percentage
Gender Female 100 442
Male 126 55.8
Age 25 and below 10 44
26-35 89 39.4
36-45 77 34.1
46-55 39 17.3
Occupation Academician 196 86.7
Administrative staff 29 12.8
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Table 2. EFA Results for Restaurant Attributes

Factor and Items Eigenvalue Variance Cronbach’s Mean  Factor
Explained  Alpha Loadings

Food Attributes (FA) 14.65 24.46 0.94 5.53

FAl 5.64 0.80
FA2 5.85 0.75
FA3 5.26 0.74
FA4 5.66 0.71
FA5 5.63 0.69
FA6 5.82 0.69
FA7 5.91 0.67
FA8 55 0.65
FA9 5.31 0.65
FA10 5.54 0.63
FA11 4.77 0.59
Employee (EMP) 2.26 19.88 0.94 5.36

EMP1 5.10 0.81
EMP2 5.35 0.79
EMP3 5.41 0.78
EMP4 5.43 0.77
EMP5 5.50 0.71
EMP6 5.36 0.69
EMP7 5.38 0.51
Physical environment (PE) 1.88 19.68 0.92 4.87

PE1 4.81 0.81
PE2 4.85 0.80
PE3 4.97 0.69
PE4 5.17 0.69
PE5 4.80 0.68
PE6 4.51 0.65
PE7 4.93 0.63
PE8 4.94 0.59
Price (P) 1.20 7.46 0.90 4.59

P1 4.55 0.88
P2 4.63 0.86

Kaiser-Meyer-Olkin (KMO) test = 0.94; Bartlett’s test of sphericity = 5839.16 (p<0.001); Total
variance explained= 71.50%

EFA

Because the items were translated and modified to Turkish culture, we
conducted EFA on the 30 items of the food and restaurant using principal
components analysis with varimax rotation. Two items (restaurants which
had showecased local socio-cultural objects and the restaurants which
offered a variety of menu items) with communality below .50 (Hair et al.,
1998) were discarded. A revised EFA was carried out on the remaining 28
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items. Four factors were determined, explaining 71.50% of total variance.
The factors were defined based on the items they included as food
attributes, employees, physical environment, and price (see Table 2).

Measurement Model

Before validating the structural model, it is suggested that the measurement
model should be tested (Hair et al., 2014). In order to test the measurement
model, we used reliability, convergent validity, and discriminant validity
criteria (Taheri et al., 2020). The reliability was tested by factor loadings and
composite reliability (CR). All factor loadings are above the accepted level
of 0.6 (Chin, 1998). Also, the composite reliability (CR) values are greater
than 0.7 (Hair et al., 2020), which confirms the items’ reliability (see Table
3). Convergent validity was tested by measuring the average variance
extracted (AVE). AVE value for each factor ranged from 0.62 to 0.91 (greater
than 0.5 threshold values) (Hair et al., 2020). Therefore, convergent validity
was maintained.

Table 3. Measurement Model Assessment

Factors and Items Loadings CR AVE
Food attributes (FA) 0.95 0.63
FA1l 0.83
FA2 0.80
FA3 0.86
FA4 0.68
FA5 0.82
FA6 0.77
FA7 0.82
FAS8 0.79
FA9 0.79
FA10 0.76
FA11l 0.78
Employee (EMP) 0.95 0.74
EMP1 0.89
EMP2 0.83
EMP 3 0.87
EMP 4 0.89
EMP 5 0.83
EMP 6 0.85
EMP 7 0.81
Physical environment (PE) 0.94 0.66
PE1 0.77
PE2 0.84
PE3 0.74
PE4 0.85
PE5 0.86
PE6 0.84
PE7 0.70
PES8 0.86
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Price (P) 0.95 0.91
P1 0.95
P2 0.96
Satisfaction (SAT) 0.94 0.82
SAT1 0.92
SAT2 0.92
SAT3 0.90
SAT4 0.87
Storytelling (STE) 0.87 0.62
STE1 0.80
STE2 0.79
STE3 0.73
STE4 0.82

Regarding discriminant validity, we checked the heterotrait-
monotrait ratio criterion (HTMT) (Henseler et al., 2015). The HTMT value
should be lower than 0.90 (Smartpls, 2021). Table 4 summarises the HTMT
values. Since the ratio for the combination of food attributes and satisfaction
is 0.89, we additionally checked the HTMT inference criterion as an
alternative criterion (Henseler et al., 2015). The HTMT inference value for
the food attributes and satisfaction is 0.936 (<1) which establishes
discriminant validity (Wells et al., 2016).

Table 4. Discriminant Validity

EMP FA PE P SAT STE
EMP
FA 0.750
PE 0.771 0.744
P 0.528 0.548 0.387
SAT 0.868 0.896 0.790 0.537
STE 0.376 0.436 0.472 0.215 0.515

EMP=Employee; FA= Food attributes; PE= Physical environment; P= Price; SAT= Satisfaction;
STE= Storytelling

Structural model

The structural model was measured through Standardised Root Mean
Square Residual (SRMR) fit index, path coefficients (f), coefficient of
determination (R?), significance level (t values), and the cross-validated
redundancy (Q?) (Lochrie et al., 2019). The SRMR value is 0.075, which is
below the recommended limit of 0.08 (Hu & Bentler, 1999). Therefore,
goodness-of-fit value reflects a satisfactory result. According to bootstrap
analysis to test the hypothesis four of the five hypothesis were statistically
significant and supported (see Table 5). In particular, food attributes
significantly affect satisfaction (3 = 0.477, p< 0.01), supporting Hi. Physical
environment significantly affects satisfaction (3 =0.124, p<0.05), supporting
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H>. In addition, the employees significantly affect satisfaction (8 = 0.371, p<
0.01), and satisfaction significantly affects storytelling (8 = 0.495, p< 0.01),
supporting Hs and Hs. However, satisfaction was not influenced by price,
therefore, Hs is rejected. The R? measure the explanatory ability of
endogenous constructs. Satisfaction (R*= 0.809) and storytelling (R?= 0.245)
have a substantial and weak explanatory ability, respectively (Hair et al.,
2011). Q? values of the endogenous variable were calculated to check the
predictive relevance (Hair et al., 2020). Q? values of satisfaction and
storytelling are 0.655 and 0.123, respectively. As it is greater than zero, the
predictive relevance is acceptable (Hair et al., 2011).

Table 5. Structural Model Statistics

Structural estimates: Coefficient t-value R? Q? Results
hypothesis path

Hi FA — SAT 0.477 8.104* 0.809  0.655  Supported
H: PE — SAT 0.124 2.275* Supported
H:; EMP — SAT 0.371 7.264* Supported
HsP — SAT 0.024 0.679 (ns) Rejected
Hs SAT — STE 0.495 8.283* 0.245 0.123  Supported

EMP=Employee; FA= Food attributes; PE= Physical environment; P= Price; SAT= Satisfaction;
STE= Storytelling

DISCUSSION

The current study aimed to investigate the impacts of restaurant attributes
on customer satisfaction, and the impact of satisfaction on storytelling. The
results reveal that the three of restaurant attributes (food attributes,
employee, and physical environment) were important contributors to
customer satisfaction. Therefore, the study reinforces the finding that food
attributes, the employees, and the physical environment positively affect
customer satisfaction. However, price was not found to be an important
contributor to customer satisfaction. This finding differs from previous
studies. Moreover, satisfaction is a significant determinant of storytelling
intention.

Theoretical Implications

This study indicated that food attributes were significant in ensuring
customer satisfaction. One can say that among the food attributes; serving
food at the appropriate temperature, freshness, being prepared and
presented in a traditional way, and taste have important effects on customer
satisfaction. The finding that emerges from this study extends the previous
findings that food attributes such as taste, temperature, and freshness
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positively affect customer satisfaction (Erkmen, 2019; Kala, 2020; Kala &
Barthwal, 2020; Namkung & Jang, 2007; Roozbeh et al., 2013; Truong et al.,
2017; Zhong & Moon, 2020).

The current study revealed that restaurants” physical environments
affect customers’ satisfaction. This finding supports those of earlier research
(Han & Ryu, 2009; Heung et al., 2002; Kala, 2020; Kala & Barthwal, 2020;
Truong et al., 2017). It was also found that the contribution of ambience and
location of the restaurant, the attractiveness of the menu, and the cleanliness
of the dining areas were important factors in customers” satisfaction. The
findings of an earlier study carried out by Cullen (2004) revealed that
cleanliness and the location of the restaurant are some of the key decision
variables for selecting restaurants. It was also found that the contribution of
quality and cleanliness of basic facilities (the hand-wash facility, the
washroom, the car park etc.) to customers’ satisfaction was low. The finding
corresponds with those of previously published studies (Kala, 2020; Kala &
Barthwal, 2020).

The study also indicated the strong effect of the employees on
customers’ satisfaction. The finding of this research is similar to those of
earlier studies (Gunaratne et al., 2012; Heung et al., 2002; Kala, 2020). The
interaction between employee and customer has a critical role in the
formation of customer perceptions (Yiiksel & Yiiksel, 2003). This is because
restaurant customers observe the behaviours and attitudes of employees
before they give their decisions regarding the experience they had (Slack et
al., 2020). Specifically, one of the crucial factors to achieve customer
satisfaction in restaurants depends on the employees (Alhelalat et al., 2017).

The results further showed that price has no relationship with
customer satisfaction which supports the findings of Iglesias and Guillén’s
(2004) study. Interestingly, customers have the opportunity to check the
menu items’ prices before ordering them. Thus, it can be concluded that
customers develop expectation about the food before having it. After
consuming the food, they compare the difference between performance and
expectation. Accordingly, the restaurant customers felt they did not receive
good value for the money they paid for the food. On the other hand, some
studies (e.g. Correia et al. 2008; Han & Ryu, 2009) have suggested that there
is a positive relationship between price and customer satisfaction.
Therefore, it can be concluded that there is a lack of consensus on the
relationship between price and customer satisfaction.
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The present study discovered that satisfaction positively affects the
storytelling intentions of customers in restaurant business. This result
differs from the idea of Lin and Kim (2015) who stated that storytelling has
an impact on tourism satisfaction. On the contrary, the finding that emerges
from this research is similar to that of Jalilvand et al. (2017), Jeong and Jang
(2011), and Uslu (2020), who stated that customers’ satisfaction with the
restaurant has a positive impact on WoM intentions. A possible explanation
for this outcome is that satisfaction and storytelling could be
interconnected. This is stated in the study undertaken by Son and Kim
(2011) who reported that the increase in the level of tourists” satisfaction is
related to positive WoM. This suggests a positive correlation may exist
between satisfaction and storytelling intentions.

Managerial Implications

The current study also provides useful insights to restauranteurs and
restaurant managers. Specifically, this study showed that three components
(food attributes, employee attributes, and physical environment) of
restaurants are significant contributors to customer satisfaction. The food
attributes of the restaurants are the most important component in ensuring
the customers’ satisfaction. Restauranteurs need to understand the
significant role of each element of these attributes and focus on them to
increase the satisfaction level of customers.

The findings of this study revealed that employees are another
important determinant of customers’ satisfaction. Employees play an
essential role in satisfying customers’ needs in the service industry.
Restauranteurs should organise training programmes to improve the
employees’ professional abilities in order to increase and maintain
customers’ satisfaction.

The study showed that the physical environments of restaurants
affect customers’ satisfaction. One may say that nowadays, people are more
concerned with the interesting, relaxing, and attractive physical
environments of companies. Therefore, physical environments can be used
to attract customers and to satisfy their expectations. Restauranteurs should
pay more attention to physical environments, such as inside ambience,
interior design, seating arrangements, the cleanliness of dining areas, and
so on, to increase the customers’ satisfaction.

Surprisingly, price was not found to be significant contributor to
customer satisfaction. Customers do not see the price in a reasonable range.
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Restauranteurs can develop promotional activities to eliminate the
perception of high price by customers. This is because negative perception
of price may lead negative behaviours (Campbell, 1999). Given the
relationship between satisfaction and storytelling, customers who are
satisfied with the food attributes, physical environment, and employees are
more likely to share their experiences through stories. Therefore,
restauranteurs should find ways to encourage customers to share their food
experience on social media accounts. In order to encourage customers,
restauranteurs can offer discounts for those who share experiences on social
media. In this way, restaurants may also overcome perceived high price.

CONCLUSION

This research may be one of a few attempts to assess the relationship of
restaurant attributes-satisfaction-storytelling constructs in Turkey. The
results of the study have significant implications for the understanding of
how restauranteurs deliver desired local restaurant experiences to
customers. This study revealed that restauranteurs should pay attention to
food attributes, employee attributes, and the physical environment in order
to enhance and maintain the customers’ satisfaction, and to gain
competitive advantages. This study also highlights that some important
factors should be improved in order to enhance customer satisfaction.

LIMITATIONS AND FUTURE STUDIES

The current study has several limitations. First, only four destinations in
Turkey — Gaziantep, Hatay, Sanlurfa, and Adana — were investigated in the
study. Other destinations in the country could be examined using a similar
approach in future studies. Second, the sample of this research involved
academicians and administrators of 8 universities (public and private) in
Adana, Sanlhurfa, Hatay, and Gaziantep. Therefore, the results may not be
generalisable to other restaurant customers. Future studies should be
carried out with different groups with different demographic
characteristics. Third, this study does not consider the direct and indirect
relationship between restaurant attributes and storytelling. Future studies
could identify the relationship between restaurant attributes and
storytelling. Additionally, the small sample of 226 participants is another
limitation of the study. Future studies should be carried out with a larger
sample size.

574



Advances in Hospitality and Tourism Research, 10 (4)

REFERENCES

Akgiin, A. E., Keskin, H., Ayar, H., & Erdogan, E. (2015). The influence of storytelling approach in
travel writings on readers’ empathy and travel intentions. Procedia—Social and Behavioral
Science, 207, 577-586.

Alhelalat, J. A.,, Ma’'moun, A. H., & Twaissi, N. M. (2017). The impact of personal and functional
aspects of restaurant employee service behaviour on customer satisfaction. International
Journal of Hospitality Management, 66, 46-53.

Ali, F., Amin, M., & Ryu, K. (2016). The role of physical environment, price perceptions, and
consumption emotions in developing customer satisfaction in Chinese resort hotels. Journal
of Quality Assurance in Hospitality and Tourism, 17(1), 45-70.

Al-Tit, A. A. (2015). The effect of service and food quality on customer satisfaction and hence
customer retention. Asian Social Science, 11(23), 129-139.

Andaleeb, S. S, and C. Conway. (2006). Customer satisfaction in the restaurant industry: An
examination of the transaction-specific model. Journal of Services Marketing, 20(1): 3-11.

Annaraud, K., & Berezina, K. (2020). Predicting satisfaction and intentions to use online food
delivery: What really makes a difference? Journal of Foodservice Business Research, 23(4), 305—
323.

Aslan Ceylan, J., Esgin, 0, Bagpinar, B., & Ozcelik, A. O. (2019). Cuisine Culture of Mesopotamia,
Anatolia and Turkish. In N.L. Shapekova, L. Ozdemir, B. Ak, V. Senol, & H. Yildiz (Eds.),
Recent Studies in Health Sciences (pp. 36-45). St. Kliment Ohridski University Press.

Aydin, B., & Corbaci, A. (2019). The Cuisine and Its Historical Development. Advances in Global
Business and Economics, 2, 153-166.

Babolian Hendijani, R. (2016). Effect of food experience on tourist satisfaction: the case of Indonesia.
International Journal of Culture, Tourism, and Hospitality Research, 10(3), 272-282.

Bassano, C., Barile, S., Piciocchi, P., Spohrer, ]J. C., Iandolo, F., & Fisk, R. (2019). Storytelling about
places: Tourism marketing in the digital age. Cities, 87, 10-20.

Batu, A., & Batu, H. S. (2018). Historical background of Turkish gastronomy from ancient times until
today. Journal of Ethnic Foods, 5(2), 76-82.

Bulgarella, C. (2005). Employee satisfaction and customer satisfaction: Is there a relationship?
Guidestar research, white paper.

Campbell, M. C. (1999). Perceptions of price unfairness: antecedents and consequences. Journal of
Marketing Research, 36(2), 187-199.

Cater, C., Albayrak, T., Caber, M., & Taylor, S. (2020). Flow, satisfaction and storytelling: A causal
relationship? Evidence from scuba diving in Turkey. Current Issues in Tourism, 24(12), 1749-
1767.

Celik, M. & Aksoy, M. (2017). Attitudes of Domestic Tourists Towards Gastronomy Tourism: Case
of Sanlwurfa. Journal of Tourism and Gastronomy Studies, 5(3) 422-434.

Cheng, Y. S, Kuo, N. T., Chang, K. C., & Wu, H. T. (2021). Using Data Mining Methods to Predict
Repeat Patronage Intention in the Restaurant Industry. Journal of Quality Assurance in
Hospitality & Tourism, Latest Articles-Online First.

Chi, C. G. Q., Chua, B. L, Othman, M., & Karim, S. A. (2013). Investigating the Structural
Relationships Between Food Image, Food Satisfaction, Culinary Quality, and Behavioral
Intentions: The Case of Malaysia. International Journal of Hospitality and Tourism
Administration, 14(2), 99-120.

Chiang, C. F. (2018). Influences of price, service convenience, and social servicescape on post-
purchase process of capsule hotels. Asia Pacific Journal of Tourism Research, 23(4), 373-384.

Chin, W. W. (1998). Issues and Opinion on Structure Equation Modeling. MIS Quarterly, 22(March),
vii—xvi.

Chin, W. W. (2010). How to write up and report PLS analyses. In Vinzi, V.E., Chin, W. W., Henseler,
J. & Wang, H. (Eds.), Handbook of partial least squares: Concepts, methods and applications (pp.
655-690). Berlin, Germany: Springer.

Choi, S. S. (2016). A study on effect of tourism storytelling of tourism destination brand value and
tourist behavioral intentions. Indian Journal of Science and Technology, 9(46), 1-6.

575



Karasakal et al.

Correia, A., Moital, M., Da Costa, C. F., & Peres, R. (2008). The determinants of gastronomic tourists’
satisfaction: a second-order factor analysis. Journal of Foodservice, 19(3), 164-176.

Cullen, F. (2004). Factors influencing restaurant selection in Dublin. Journal of Foodservice Business
Research, 7(2), 53-85.

Danthanarayana, C. P., & Arachchi, R. S. 5. W. (2020). Impact of Restaurant Attributes on Customer
Perceived Value and Customer Satisfaction. In Proceedings of the International Conference on
Hospitality and Tourism Management, 5(1), 1-20.

Dinler, B. V. (2019). Evaluation of Gastronomic Identity of Adana in Terms of Destination Branding.
Unpublished master of science thesis, Haci Bektas Veli University, Nevsehir.

Diizgiin, E., & Ozkaya, F. D. (2015). Culinary Culture from Mesopotamia to the Present. Journal of
Tourism and Gastronomy Studies, 41, 47.

Erkmen, E. (2019). Managing Restaurant Attributes for Destination Satisfaction: What Goes beyond
Food? Administrative Sciences, 9(1), 1-11.

Go Turkey Tourism (2021). Turkey’s Creative Cities. Retrieved March 10, 2021, from
https://www.goturkeytourism.com/things-to-do/unesco-creative-cities-of-turkey.html

Grebosz-Krawczyk, M. (2020). Consumer storytelling as an element of Word-Of-Mouth
communication of nostalgic brands: Evidence from Poland. Innovative Marketing, 16(3), 74-
84.

Gunaratne, A., Wilson, G., & San Diego, J. (2012). Attributes associated with customer satisfaction in
fine dining restaurants and their “zones of tolerance.” Proceedings of the Australian & New
Zealand Marketing Academy Conference (ANZMAC). 3-5 December, Adelaide, Australia.

Gupta, S., McLaughlin, E., & Gomez, M. (2007). Guest satisfaction and restaurant performance.
Cornell Hospitality Quarterly, 48(3), 284-298.

Ha, ], & Jang, S. C. (2010). Effects of service quality and food quality: The moderating role of
atmospherics in an ethnic restaurant segment. International Journal of Hospitality
Management, 29(3), 520-529.

Hair, J. F., Anderson, R. E., Tatham, R. L., & Black, W. C. (1998). Multivariate Data Analysis (5th ed.).
Prentice-Hall: Englewood Cliffs, NJ.

Hair, J. F., G. T. M. Hult, C. M. Ringle, and M. Sarstedt. (2014). A Primer on Partial Least Squares
Structural Equation Modeling (PLS-SEM). Thousand Oaks, CA: Sage.

Hair, J. F.,, Jr,, Howard, M. C,, & Nitzl, C. (2020). Assessing measurement model quality in PLS-SEM
using confirmatory composite analysis. Journal of Business Research, 109, 101-110.

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a silver bullet. Journal of Marketing
Theory and Practice, 19(2), 139-152.

Han, H., & Hyun, S. S. (2017). Impact of hotel-restaurant image and quality of physical-environment,
service, and food on satisfaction and intention. International Journal of Hospitality
Management, 63, 82-92.

Han, H.,, & Ryu, K. (2007). Moderating role of personal characteristics in forming restaurant
customers' behavioral intentions: An upscale restaurant setting. Journal of Hospitality &
Leisure Marketing, 15(4), 25-54.

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

Hanaysha, ]J. (2016). Testing the effects of food quality, price fairness, and physical environment on
customer satisfaction in fast food restaurant industry. Journal of Asian Business Strategy, 6(2),
31-40.

Henseler, J., Ringle, C. M., & Sarstedt, M. (2015). A new criterion for assessing discriminant validity
in variance-based structural equation modeling. Journal of the Academy of Marketing Science,
43(1), 115-135.

Heung, V. C. S, Wong, M. Y., & Qu, H. (2002). A study of tourists” satisfaction and post-experience
behavioral intentions in relation to airport restaurant services in the hong kong sar. Journal
of Travel and Tourism Marketing, 12(2-3), 111-135.

Howison, S., Higgins-Desbiolles, F., & Sun, Z. (2017). Storytelling in tourism: Chinese visitors and
Maori hosts in New Zealand. Anatolia, 28(3), 327-337.

576



Advances in Hospitality and Tourism Research, 10 (4)

Hsu, F. C,, Robinson, R. N., & Scott, N. (2018). Traditional food consumption behaviour: The case of
Taiwan. Tourism Recreation Research, 43(4), 456-469.

Hu, L. T, & Bentler, P. M. (1999). Cutoff criteria for fit indexes in covariance structure analysis:
Conventional criteria versus new alternatives. Structural Equation Modelling: A
Multidisciplinary Journal, 6(1), 1-55.

Iglesias, M.P. , & Guillén, M. J. Y. (2004). Perceived quality and price: their impact on the
satisfaction of restaurant customers. International Journal of Contemporary Hospitality
Management, 16(6), 373-379.

iflazoglu, N., & Birdir Sahilli. S. (2020). Interest of Local People in Gastronomy Tourism and Their
Food Neophobia: Cases of Hatay and Gaziantep. Journal of Tourism and Gastronomy
Studies, 8(4), 2444-2461.

Jalilvand, M.R., Salimipour, S., Elyasi, M., & Mohammadi, M. (2017). Factors influencing word of
mouth behaviour in the restaurant industry. Marketing Intelligence and Planning, 35(1), 81-
110.

Jeon, H., & Choi, B. (2012). The relationship between employee satisfaction and customer satisfaction.
Journal of Services Marketing, 26(5), 332-341.

Jeong, E., & Jang, S. S. (2011). Restaurant experiences triggering positive electronic word-of-mouth
(eWOM) motivations. International Journal of Hospitality Management, 30(2), 356-366.

Kala, D. (2020). Examining the impact of food attributes and restaurant services on tourist
satisfaction: evidence from mountainous State of India. Journal of Quality Assurance in
Hospitality and Tourism, 21(4), 430—-453.

Kala, D., & Barthwal, S. (2020). Exploring tourist satisfaction on food and restaurant experience in
mountainous religious destinations. International Journal of Tourism Policy, 10(1), 1-22.

Keaveney, S. M. (1995). Customer switching behavior in service industries: An exploratory study.
Journal of Marketing, 59(2), 71-82.

Keh, H. T, Ren, R, Hill, 5. R,, & Li, X. (2013). The beautiful, the cheerful, and the helpful: The effects
of service employee attributes on customer satisfaction. Psychology & Marketing, 30(3), 211-
226.

Keskin, H., Akgiin, A. E., Zehir, C., and Ayar, H. (2016). Tales of cities: City branding through
storytelling. Journal of Global Strategic Management, 10(1), 31-41.

Kivela, J., & Crotts, J. C. (2006). Tourism and gastronomy: gastronomy’s influence on how tourists
experience a destination. Journal of Hospitality and Tourism Research, 30(3), 354-377.

Kivela, J., Inbakaran, R. & Reece, J. (2000). Consumer Research in the Restaurant Environment. Part
3: Analysis, Findings And Conclusions, International Journal of Contemporary Hospitality
Management, 12(1), 13-30.

Kozak, M., & Rimmington, M. (2000). Tourist satisfaction with Mallorca, Spain, as an off-season
holiday destination. Journal of Travel Research, 38(3), 260-269.

Lai, I. K. W. (2020). An examination of satisfaction on word of mouth regarding Portuguese foods in
Macau: Applying the concept of integrated satisfaction. Journal of Hospitality and Tourism
Management, 43, 100-110.

Lin, H., & Kim, H. L. (2015). Effects of tourism storytelling on satisfaction and behavioral intention of
Chinese tourists in Jeju. Journal of Korea Multimedia Society, 18(9), 1140-1147.

Liu, Y., & Jang, S. C. (2009). The effects of dining atmospherics: An extended Mehrabian-Russell
model. International Journal of Hospitality Management, 28(4), 494-503.

Lochrie, S., Baxter, I. W., Collinson, E., Curran, R., Gannon, M. ], Taheri, B,, ... & Yalinay, O. (2019).
Self-expression and play: can religious tourism be hedonistic?. Tourism Recreation
Research, 44(1), 2-16.

Lund, N. F., Cohen, S. A., & Scarles, C. (2018). The power of social media storytelling in destination
branding. Journal of Destination Marketing & Management, 8, 271-280.

Mathayomchan, B., & Taecharungroj, V. (2020). “How was your meal?” Examining customer
experience using Google maps reviews. International Journal of Hospitality Management, 90,
102641.

Medeiros, C.O., & Salay, E., (2013). A review of food service selection factors important to the
consumer. Food Publ. Health, 3(4), 176-190.

577



Karasakal et al.

Mei, X. Y., Hagensen, A. M. S., & Kristiansen, H. S. (2020). Storytelling through experiencescape:
Creating unique stories and extraordinary experiences in farm tourism. Tourism and
Hospitality Research, 20(1), 93-104.

Meng, F., Tepanon, Y., & Uysal, M. (2008). Measuring tourist satisfaction by attribute and motivation:
The case of a nature-based resort. Journal of Vacation Marketing, 14(1), 41-56.

Min, H., Park, J., & Kim, H. J. (2016). Common method bias in hospitality research: A critical review
of literature and an empirical study. International Journal of Hospitality Management, 56, 126—
135.

Mossberg, L. (2008). Extraordinary experiences through storytelling. Scandinavian Journal of
Hospitality and Tourism, 8(3), 195-210.

Mossberg, L., & Eide, D. (2017). Storytelling and meal experience concepts. European Planning Studies,
25(7), 1184-1199.

Namkung, Y., & Jang, S. C. (2007). Does food quality really matter in restaurants? Its impact on
customer satisfaction and behavioral intentions. Journal of Hospitality and Tourism Research,
31(3), 387-409.

Nemeschansky, B. (2020). Listen to your customer-how to manage your restaurant more effectively.
Journal of Foodservice Business Research, 23(1), 17-45.

Nield, K., Kozak, M., & LeGrys, G. (2000). The role of food service in tourist satisfaction. International
Journal of Hospitality Management, 19(4), 375-384.

Oguz, S., Haseki, M. I, & Buzcu, Z. (2020). The Effect of Gastronomy Brand Value Components on
Travel Intention: A Case of a Route. Uluslararas: Ekonomi ve Yenilik Dergisi, 6(2), 276-295.

Pearce, P. L., & Packer, J. (2013). Minds on the move: New links from psychology to tourism. Annals
of Tourism Research, 40, 386—411.

Podsakoff, P. M., & Organ, D. W. (1986). Self-reports in organizational research: Problems and
prospects. Journal of Management, 12(4), 531-544.

Raajpoot, N. A. (2002). TANGSERV: A multiple item scale for measuring tangible quality in
foodservice industry. Journal of Foodservice Business Research, 5(2), 109-127.

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

Roozbeh, B. H., Ng, S. I, & Boo, H. C. (2013). Effect of food experience on overall satisfaction:
Comparison between first-time and repeat visitors to Malaysia. International Food Research
Journal, 20(1), 141-146.

Rozekhi, N. A, Hussin, S., Siddiqe, A. S. K. A. R, Rashid, P. D. A., & Salmi, N. S. (2016). The Influence
of Food Quality on Customer Satisfaction in Fine Dining Restaurant: Case in Penang.
International Academic Research Journal of Business and Technology, 2(2), 45-50.

Rust, R. and Zahorik, A. (1993). Customer Satisfaction, Customer Retention, and Market Share.
Journal of Retailing, 69(Summer), 145-56.

Ryu, K., & Han, H. (2010). Influence of the Quality of Food, Service, and Physical Environment on
Customer Satisfaction and Behavioral Intention in Quick-Casual Restaurants: Moderating
Role of Perceived Price. Journal of Hospitality and Tourism Research, 34(3), 310-329.

Sengiil, S., Cavus, O., & Taskin, E. (2018). Analysis of e-complaints for restaurant enterprises in the
World's 50 best restaurant list. Journal of Tourism and Gastronomy Studies, 6(1), 320-334.

Slack, N. J.,, Singh, G., Ali, J., Lata, R., Mudaliar, K., & Swamy, Y. (2020). Influence of fast-food
restaurant service quality and its dimensions on customer perceived value, satisfaction and
behavioural intentions. British Food Journal, 123(4), 1324-1344.

Smartpls (2021). Discriminant Validity Assessment and Heterotrait-monotrait Ratio of Correlations
(HTMT). Retrieved February 02, 2021, from
https://www.smartpls.com/documentation/algorithms-and-techniques/discriminant-
validity-assessment

Son, B. M., & Kim, D. S. (2011). The effect of tourism storytelling choice attributes on tourist
satisfaction and loyalty. The Journal of the Korea Contents Association, 11(2), 432-445.

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

578


https://www.smartpls.com/documentation/algorithms-and-techniques/discriminant-validity-assessment
https://www.smartpls.com/documentation/algorithms-and-techniques/discriminant-validity-assessment

Advances in Hospitality and Tourism Research, 10 (4)

Taheri, B, Olya, H.,, Ali, F., & Gannon, M. ]J. (2020). Understanding the influence of airport
servicescape on traveler dissatisfaction and misbehavior. Journal of Travel Research, 59(6),
1008-1028.

Tekin, E., & Ozdemir, B. (2018). Mobbing Orgﬁtsel Vatandaglik Davrarugi iliskisinde Orgiitsel
Sinizmin Rolii. Hitit Universitesi Sosyal Bilimler Enstitiisii Dergisi, 11(3), 1923-1938.

Tekiner, 1. H. (2021). Turkish Cuisine: A Planet-and Vegan-Friendly Food, Culture, and Folklore.
International Journal of Information Systems and Social Change (IJISSC), 12(1), 23-31.

TPTO (Turkish Patent and Trademark Office) (2021). Turkish Geographical Indications. Retrieved
February 25, 2021, from https://www.ci.gov.tr/cografi-isaretler/liste?il=27

Truong, N., Nisar, T., Knox, D., Prabhakar, G., (2017). The influences of cleanliness and employee
attributes on perceived service quality in restaurants in a developing country. International
Journal of Culture, Tourism and Hospitality Research, 11(4), 608-627.

Tiirker, N., Gokkaya, S. & Acar, A. (2019). Measuring the Effect of Restaurant Servicescapes on
Customer Loyalty, Tourism Akademic Journal, 6(2), 255-270.

UNESCO  (2020). Creative  Cities  Network.  Retrieved  August 08, 2020, from
https://en.unesco.org/creative-cities/

Uslu, A. (2020). The relationship of service quality dimensions of restaurant enterprises with
satisfaction, behavioral intention, eWOM and the moderator effect of atmosphere. Tourism
& Management Studies, 16(3), 23-35.

Wells, V. K., Manika, D., Gregory-Smith, D., Taheri, B., & McCowlen, C. (2015). Heritage tourism,
CSR and the role of employee environmental behaviour. Tourism Management, 48, 399-413.

Wells, V. K., Taheri, B., Gregory-Smith, D., & Manika, D. (2016). The role of generativity and attitudes
on employees home and workplace water and energy saving behaviours. Tourism
Management, 56, 63-74.

Wijaya, S., King, B., Nguyen, T. H., & Morrison, A. (2013). International visitor dining experiences: A
conceptual framework. Journal of Hospitality and Tourism Management, 20, 34—42.

Wu, T. H,, Weng, S. ], Lin, Y. T., Kim, S. H., & Gotcher, D. (2020). Investigating the importance and
cognitive satisfaction attributes of service quality in restaurant business-a case study of
TASTy steakhouse in Taiwan. Journal of Foodservice Business Research, 23(4), 263-284.

Yang, F. X. (2017). Effects of restaurant satisfaction and knowledge sharing motivation on eWOM
intentions: the moderating role of technology acceptance factors. Journal of Hospitality &
Tourism Research, 41(1), 93-127.

Yang, Y. K. (2018). A study on the correlations among tourism storytelling, perception of touristic
attractiveness and behavioral intention for Baekje historic areas. International Journal of Pure
and Applied Mathematics, 118(24), 1-15.

Yoo, K. H.,, & Gretzel, U. (2008). What motivates consumers to write online travel reviews?
Information Technology & Tourism, 10, 283-295.

Yiiksel, A. & Yiiksel, F. (2003). Measurement of tourist satisfaction with restaurant services: A
Segment-Based Approach. Journal of Vacation Marketing, 9(1), 52—68.

Yurdakal, I. H., & Kirmizi, F. S. (2017). Yaratict Okumaya Yonelik Algi Olgegi: Giivenirlik Ve Gegerlik
Calismast. Uluslararas: Tiirkge Edebiyat Kiiltiir Egitim (TEKE) Dergisi, 6(3), 1726-1742.
Yurdakal, I. H., & Kirmizi, F. S. (2019). Okumaya Yénelik Tutum Olgegi Giivenirlik ve Gegerlik
Calismasil Reading Attitude Scale: Validity and Reliability Study. Elementary Education

Online, 18(2), 714-733.

Zhong, Y. Y. S, Busser, ]., & Baloglu, S. (2017). A model of memorable tourism experience: The effects
on satisfaction, affective commitment, and storytelling. Tourism Analysis, 22(2), 201-217.

Zhong, Y., & Moon, H. C. (2020). What drives customer satisfaction, loyalty, and happiness in fast-
food restaurants in China? perceived price, service quality, food quality, physical
environment quality, and the moderating role of gender. Foods, 9(4), 1-19.

579



