Received Date: 28 July 2025 I Accepted Date: 18 September 2025 >

RESEARCH ARTICLE

Journal of Society Research

The Effect of Ethnic Restaurant Visitors” Service Quality Perception on
Repeat Purchase Intention and Customer Satisfaction: An Ethnic
Restaurant Example®

Bickin Temel!, Aykut Simsek?

1 PhD. Independent Researcher
Adana/Tiirkiye

ORCID:

0000-0002-9334-9361

E-Mail:
temelbckn.0l@gmail.com

2 Asst. Prof. Dr., Kastamonu
University, Faculty of Tourism,
Kastamonu/Tiirkiye

ROR ID:
https://ror.org/015scty35
ORCID:

0000-0002-3317-2330

E-Mail:
asimsek@kastamonu.edu.tr

Corresponding Author:
Bigkin Temel

September 2025

Volume:22

Issue:5

DOI: 10.26466/opusjsr.1748678

Citation:

Temel, B. & Simsek, A. (2025).
The effect of ethnic restaurant
visitors” service quality
perception on repeat purchase
intention and customer
satisfaction: An ethnic
restaurant example. OPUS—
Journal of Society Research, 22(5),
962-981.

Abstract

Today, people see dining out as both a convenience and a fun opportunity. The desire to explore new experiences
is also increasing interest in the food and beverage industry. With the impact of globalization, the desire to break
away from daily routines, explore different cultures, and experience new things has increased interest in ethnic
restaurants, particularly ethnic restaurants. These restaurants offer an authentic atmosphere by utilizing re-
gional kitchenware and cooking techniques, allowing guests to learn about different cultures. The high-quality
service offered by these establishments positively impacts customer satisfaction and repeat purchase behavior.
This study aimed to meet the expectations and investigate the satisfaction levels of visitors to Turkish restau-
rants in Richmond, England. Data were collected through face-to-face surveys (July 7, 2023-September 7,
2023). The data were evaluated using correlation analysis, regression analysis, t-tests, and variance analysis.
The findings indicate that service quality has a positive impact on customer satisfaction and repeat purchase
intention. It has been determined that the impact of service quality on repeat purchases is largely due to cus-
tomer satisfaction. Physical appearance is the most important service quality dimension, followed by reliability,
assurance, and empathy. Consequently, businesses that improve service quality increase their likelihood of re-
peat purchases by achieving customer satisfaction. Developing various service quality components provides
businesses with a competitive advantage. Therefore, identifying and addressing deficiencies across all dimen-
sions is a key recommendation, positively impacting customer satisfaction and repeat purchase intentions.

Keywords: Ethnic restaurants, service quality, customer satisfaction, repeat purchase intention

Oz

Giiniimiizde insanlar disarida yeme i¢me deneyimini hem kolaylik hem de eglence firsati olarak grmektedir.
Farkly deneyimler kesfetme istegi de yiyecek-igecek sektoriine olan ilgiyi artirmaktadir. Kiiresellesmenin etkisiyle
birlikte toplumsal diizeyde giinliik rutinden uzaklagmak, farkli kiiltiirleri tanimak ve yeni deneyimler yasama
arzusu, ozellikle etnik restoranlara olan ilgiyi yiikseltmektedir. Bu restoranlar bélgeye 0zgii mutfak arag-
gerecleri ve pisirme tekniklerini kullanarak otantik bir ortam sunmakta ve misafirlerin farkl kiiltiirler hakkinda
bilgi edinmesine olanak tanimaktadir. Bu isletmelerin yiiksek kaliteli hizmet sunmalar: miisteri memnuniyetini
ve tekrar satin alma davramigin olumlu yonde etkilemektedir. Bu calismada Ingiltere’nin Richmond ilgesindeki
Tiirk restoranlarma gelen ziyaretcilerin beklentilerinin kargilanmast ve memnuniyet diizeylerinin arastirilmas
amaglanmigtir. Calisma kapsaminda yiiz yiize yapilan anketler araciligiyla veriler toplannugtir (07.07.2023-
07.09.2023). Elde edilen veriler korelasyon analizi, regresyon analizleri, t-testi ve varyans analizleri ile
degerlendirilmistir. Bulgular hizmet kalitesinin miisteri memnuniyeti ve tekrar satn alma niyeti iizerinde
pozitif etkisi oldugunu gostermektedir. Hizmet kalitesinin tekrar satin alma tizerindeki etkisinin biiyiik dlgiide
miisteri memnuniyetinden kaynaklandigi tespit edilmistir. En dnemli hizmet kalitesi boyutu olarak fiziksel
goriiniim ardindan giivenilirlik, giivence ve empati gelmektedir. Sonug olarak hizmet kalitesini artiran
isletmeler, miisteri memnuniyetini saglayarak tekrar tercih edilme olasiliklarini yiikseltmektedir. Farkli hizmet
kalitesi bilesenlerinin gelistirilmesi isletmelere rekabet avantaji saglamaktadir. Bu nedenle tiim boyutlarimdaki
eksikliklerin belirlenip giderilmesi miisteri memnuniyetini ve tekrar satin alma niyetlerini olumlu sekilde
etkileyerek dnemli 6neriler arasmda yer almaktadir.

Anahtar Kelimeler: Etnik restoranlar, hizmet kalitesi, miisteri memnuniyeti, tekrar satin alma
niyet

* This article is derived from The Author’s doctoral thesis prepared at the Department of Tourism Management, Institute of Social Sciences,
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The Effect of Ethnic Restaurant Visitors’ Service Quality Perception on
Repeat Purchase Intention and Customer Satisfaction: An Ethnic

Introduction

The concept of service appears in various forms at
various stages of human life. As a crucial element
for sustaining life, it has rapidly changed and di-
versified with social, economic, and technological
developments since the 1700s (Uygur, 2007). This
makes it difficult to determine the types and scope
of services. While it is difficult to provide a clear
definition of services due to their complex nature,
the first historical terms were used by the Physio-
crats in the 1750s to refer to all activities outside of
agricultural production (Oztiirk, 2006). While
Adam Smith defined service in the 18th century as
production without economic value (Aydin, 2010),
Gronroos (1990) defined services as intangible ac-
tivities that rely on human interaction to meet con-
sumer expectations. According to Kotler (2003),
services are defined as intangible and unclaimed
actions, services, and gratifications that provide
benefits in the communication between buyer and
seller. Important responsibilities are undertaken in
the provision and realization of services to individ-
uals. Communication and psychological processes
play a decisive role in this interaction (Timur,
2015). Accurate analysis of consumer needs by ser-
vice providers plays an important role in improv-
ing service quality and customer satisfaction
(Kogbek, 2015).

In an environment of constant changes in con-
sumer attitudes and
providing the highest service quality at the lowest
cost is crucial for success (Cronin & Taylor, 1992).
Research shows that in businesses offering high-
quality service, costs stemming from poor quality
can reach 30-40% of total costs (Oztiirk, 2006). Busi-
nesses that focus on service quality not only reduce
costs by providing high-quality service but also
achieve a leading position in customer satisfaction
(Tavmergen Pirnar, 2002). In the literature, service
quality is often defined as the quality perceived by
the customer. This definition highlights the lack of
tangible elements of services, such as physical
products and the difficulty of objectives evaluating
these products. Customers' assessment of service
quality is crucial for businesses to meet their expec-
tations and needs in a timely and complete manner
(Vavra, 1999; Cevher, 2015).

increasing competition,
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Consumer value perception, particularly in the
food and beverage industry, directly influences re-
peat purchase decisions. Therefore, businesses
must determine how customers' perception of
quality is shaped and its positive or negative con-
sequences (Uzerem, 1997).

With the impact of globalization, people's eat-
ing and drinking habits have become more than
just a basic need; they have also become important
for social interaction and sharing. This has in-
creased interest in ethnic restaurants, particularly
as people seek to escape the ordinary and experi-
ence something different (Aksatan, 2017). Ethnic
restaurants are considered social spaces that reflect
cultural heritage and traditions, rather than simply
serving local cuisine (Uzerem, 1997). To respond to
this growing interest, business owners need to un-
derstand the factors that influence consumer value
perceptions (Timur, 2015).

Ethnic restaurants offer their customers an "au-
thentic cultural experience" by distinguishing
themselves not only with their unique menus and
service practices but also with their atmosphere
and décor (Premordia, 1., & Gal, T., 2023). In this
context, menu descriptions may be in authentic
language, or service personnel may serve custom-
ers in cultural attire. This reinforces some customer
groups' sense of cultural belonging, while others
satisfy their quest for exotic experiences (Gai,
2014). The literature emphasizes that the expecta-
tions and preferences of ethnic restaurant custom-
ers are shaped by the influence of different cultural
contexts, and therefore, their perception of service
quality may differ from that of standard restau-
rants (Premordia, 1., & Gal, T., 2023).

The primary objective of this research is to
evaluate the effects of service quality perceptions
on customer satisfaction and repurchase intentions
in ethnic restaurants. The aim of this study is to
determine the differences in service quality,
customer satisfaction and repeat purchase rates
according to the demographic characteristics of the
participants. Although numerous studies exist in
the literature on service quality, customer satisfac-
tion, and repeat purchases (Petzer & Mackay, 2004;
Tsai et al., 2007; Aksu et al., 2016), comprehensive
research on ethnic restaurants has not been con-
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ducted. Therefore, this study is important in iden-
tifying shortcomings in the sector and contributing
to the development of strategies to increase cus-
tomer satisfaction.

In the literature, the relationship between cus-
tomer satisfaction and repurchase intention is gen-
erally explained by the Expectation-Confirmation
Theory (Oliver, 1980). According to this theory, the
customer's pre-purchase expectations are com-
pared with their post-service experience; if perfor-
mance exceeds expectations, satisfaction occurs,
and if this satisfaction is high, repurchase intention
is strengthened. Furthermore, within the frame-
work of the Theory of Planned Behavior (Ajzen,
1991), customer attitudes, norms, and perceived
behavioral control determine their intentions. For
example, a high level of satisfaction will develop a
positive attitude, which in turn will increase repur-
chase intention (Lau et al., 2019). The SERVPERF
or SERVQUAL models can be used to measure ser-
vice quality; these models explain quality by ad-
dressing dimensions of service such as reliability,
tangibles, empathy, and insecurity (Parasuraman
et al., 1988).

This study was conducted on customers who
visited Turkish ethnic restaurants in the Richmond
district of southwest London, England. Today,
there is a growing interest in ethnic restaurants,
which facilitate interaction with different cultures
and offer consumers the opportunity to experience
regional cuisine far removed from the mainstream
(Kogbek, 2015). While past migration movements
have influenced the proliferation of ethnic restau-
rants (Park, 2017; Ma & Hsiao, 2020), the expansion
of global tourism networks and people's desire to
learn about different cultures and try new flavors
also play a significant role (Jones, 1977). According
to Euromonitor International's 2023 report, Lon-
don is the second most popular tourist destination
in the world with 18.8 million visitors and contin-
ues to attract tourists with its history, rich culinary
culture, and extensive green spaces (Euromonitor
International, 2023). Richmond, transferred to Lon-
don in 1965 (Trammell & Terrell, 2017), welcomes
many tourists every year with its Thames River,
Richmond Park, the 14th-century

Church of All Saints, and the Royal Botanical
Gardens at Kew, a UNESCO World Heritage Site
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(Be Richmond, 2024). The borough was named
the happiest place to live in England by Right-
move's 2023 Happy at Home Index, with over
26,000 respondents (Rightmove, 2023). Among the
cafes and Michelin-starred restaurants along the
Thames, venues such as Sebastian's Italian, Rincon
Bar Espanol, Buenos Aires Argentine Steakhouse,
and Turkish-origin Mada Anatolian Turkish Res-
taurant, Istanbul Barbecue Teddington, Pirzola
Turkish Restaurant, Bade Turkish Restaurant, and
Uncle Jim's Kebab offer the opportunity to experi-
ence different cultures (Tripadvisor, 2024). Accord-
ing to a 2017 report by the Trust for London, Rich-
mond boasts the lowest poverty rate, highest edu-
cation levels, and highest quality of life. Located
along the River Thames, Richmond stands out as a
tourist destination and offers exotic cultural expe-
riences, making it a popular tourist destination (Be
Richmond, 2024). Literature suggests that custom-
ers interested in ethnic restaurants are generally
culturally oriented, have high incomes, and pos-
sess a high level of education (Cevizkaya, 2015).
The primary reason for conducting this study in
Richmond is its rich diversity of attractions.

This study contributes to the literature in four
aspects: (i) It is one of the first studies to test the
SERVQUAL — Satisfaction — Repurchase Inten-
tion chain via mediation within the Expectation-
Confirmation Theory (ECT) framework in the con-
text of ethnic restaurants; (ii) It demonstrates the
full mediating role of satisfaction by decomposing
the dimension-level effects of SERVQUAL into its
direct and indirect components; (iii) In an environ-
ment where diaspora and unique cultural cues are
abundant, such as Turkish ethnic restaurants in
London, the findings quantitatively reveal the in-
direct effect of “authenticity and physical atmos-
phere” codes on repurchase intention; (iv) The re-
sults provide a prioritizable way for managers to
prioritize which quality dimensions of investment
produce higher returns through satisfaction.

Conceptual Framework

The Concept of Ethnic Restaurants and
Consumer Behavior

Ethnic restaurants are establishments that empha-
size the perception of "authenticity" through their
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menu, service practices, and atmosphere, offering
a taste of a specific culture's culinary identity.

This context shapes customers' expectations
and perceived value differently from standard res-
taurants; motivations such as cultural affiliation,
curiosity/desire for novelty, and displaying social
identity can influence purchase decisions. When
the perception of authenticity is supported by dé-
cor, music, language, and menu descriptions, sat-
isfaction and behavioral intentions can be strength-
ened (Tsai & Lu, 2012).

Service Quality Perception (SERVQUAL
/SERVPERF Dimensions)

Service quality is the customer's multidimensional
evaluation of service performance. Two common
approaches in the literature are SERVQUAL (ex-
pectation-perception gap; reliability, responsive-
empathy, tangibles) and
SERVPERF (perceived performance only) (Par-
asuraman et al.,, 1988). In the restaurant context,
physical setting/atmosphere, service interaction,
and food-related elements are the primary compo-
nents of quality perception, and their holistic im-
pact is reflected in customer outcomes (Brady &
Cronin, 2001; Ryu et al., 2012).

ness, assurance,

Customer Satisfaction

Satisfaction is an affective-cognitive evaluation re-
lated to the degree to which the experienced per-
formance meets or exceeds expectations. Within
the framework of Expectation-Confirmation The-
ory, as the level of confirmation increases, so does
satisfaction (Oliver, 1980). It has been reported in
the restaurant literature that service and food qual-
ity, along with the atmosphere, increase satisfac-
tion, and that satisfaction is a direct determinant of
behavioral outcomes (revisit/recommend) (Ryu et
al., 2012).

Repurchase Intention

Repurchase intention is the customer's subjective
tendency to repurchase the same product/service
in the future and is one of the most proximal indi-
cators of actual behavior. According to the Theory
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of Planned Behavior, intention is influenced by at-
titude, subjective norm, and perceived behavioral
control (Ajzen, 1991).

Intention, which is positively influenced by ser-
vice quality and satisfaction, has frequently been
shown to be related to indicators of loyalty and
profitability (Zeithaml et al., 1996).

Theoretical Underpinnings of the Variables and
Hypotheses

Theoretically, a chain of service quality — satisfac-
tion — repurchase intention is expected. An in-
crease in the perception of quality increases satis-
faction, and increased satisfaction,
strengthens repurchase intention. Furthermore,
some quality dimensions (e.g., tangibles/atmos-
phere, empathy) may directly influence intention.
Therefore, the study's hypotheses can be based on
the following narrative logic: (i) Dimensions of
quality increase satisfaction; (ii) Satisfaction in-
creases repurchase intention; (iii) Some quality di-
mensions may have an indirect effect through sat-
isfaction, and in some cases, a direct effect
(Zeithaml et al., 1996)

This study is based on the Expectation—Confir-
mation Theory (ECT) framework: perceived ser-
vice quality (confirmation of expectation) deter-
mines satisfaction, which in turn drives behavioral
intention (repurchase). Thus, the SERVQUAL di-
mension (stimulus) — Satisfaction (organismic
evaluation) — Repurchase intention (response)
chain forms the theoretical basis for our mediation
hypotheses.

in turn,

Literature Search Approach

A structured narrative review was used to map
previous studies on ethnic restaurants, service
quality (SERVQUAL/SERVPERF), customer satis-
faction, and repurchase intention. The following
keyword combinations were searched in Scopus
and Google Scholar databases for the period 2010—
2024: “ethnic restaurant,” “authentic dining,” “ser-
vicescape,” “SERVQUAL,”
“SERVPERF,” “customer satisfaction,” “repur-
chase intention,” “revisit intention,” “food neo-
phobia,” “food neophilia,” “acculturation,” and

“service quality,”
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“cultural congruence.” Peer-reviewed and empiri-
cal English articles on restaurant/hospitality were
included; the articles on non-restaurant service ar-
eas and commentary/non-empirical were ex-
cluded. The resulting selection provides the theo-
retical basis for the study's ECT-based mediation
model.

Hizmet Kalitesi (SERVPERF) Dofrudan etkiTopstyenall |
« Som Appearance)

[Tekrar Satin Aima Niyeti|

Kontrol Degiskenleri
Yas + Cinsiyet + Gelir * Egitim
Ziyaret Sikligi / Seyahat Deneyim

Figure 1. Service Quality — Customer Satisfaction — Re-
peat Purchase Intention

Methodology
Research Model

This study tests a mediation model based on Ex-
pectancy—Confirmation Theory (ECT). According
to the model, perceived service quality—a latent
construct conceptualized by the dimensions of
Tangibles/Physical Appearance, Reliability, Assur-
ance, and Empathy —initially increases customer
satisfaction, and repurchase intention is primarily
formed through this satisfaction channel. There-
fore, the model tests the possibility of full/partial
mediation by representing the paths from service
quality — satisfaction and satisfaction — repur-
chase intention, as well as the potential direct effect
of service quality — repurchase intention. In the
context of ethnic restaurants, cues such as authen-
ticity and (décor, lan-
guage/symbols, music) are expected to enhance
perceptions of quality, thus increasing satisfaction,
which in turn is reflected in repurchase intention.
The model is tested both at the composite service
quality level and at the dimension level (Physical
Appearance, Reliability, Assurance, Empathy).
The theoretical flow is summarized in Figure 1,
and the hypotheses developed within the frame-
work of this structure were tested in the findings
section.

servicescape menu
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This research is limited to visitors to a Turkish
ethnic restaurant in the Richmond district of Lon-
don between July 7, 2023, and September 7, 2023.
Due to logistical constraints such as distance and
cost, a population sampling method was used. The
variables examined in the study were service qual-
ity perception (physical appearance, reliability, as-
surance, responsiveness), customer satisfaction,
and repeat purchase behavior. After conducting a
literature review on these variables, the primary
data collection phase utilized face-to-face inter-
views and surveys. The main research topic is to
examine the links between service quality percep-
tion and customer satisfaction and repeat pur-
chase.

Research Hypotheses

The model tested in this section is a mediation
model tested at both composite and dimension lev-
els, testing the effect of perceived service quality,
which includes physical appearance, reliability, as-
surance and empathy, on customer satisfaction
and, when necessary, directly on repurchase inten-
tion, based on Expectancy—Confirmation Theory
(ECT):

H1: Perception of service quality is predicted to
significantly increase customer satisfaction. Per-
ceived high service quality results in meeting (or
even exceeding) customer expectations, which in
turn increases satisfaction. For example, Ismoyo et
al. (2017) showed that perception of service quality
statistically significantly increases consumer satis-
faction (Ismoyo et al., 2017).

H2: Perception of service quality is also as-
sumed to have a positive effect on repurchase in-
tention. In other words, when customers perceive
the service as high quality, they are more likely to
repurchase the same service in the future. For ex-
ample, Ramadhani and Sukawati (2021) found that
perceived service quality significantly increases
customer repurchase intention on the Shopee plat-
form (Ramadhani & Sukawati, 2021).

H3: Customer satisfaction has been suggested
to have a positive effect on repurchase intention. It
has been frequently emphasized in the literature
that high satisfaction strengthens customers' ten-
dency to purchase the same service again. Ismoyo
etal. (2017) also found that as customer satisfaction
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increases, repurchase intention significantly in-
creases (Ismoyo et al., 2017).

H4: Customer satisfaction is assumed to indi-
rectly mediate the effect of service quality on re-
purchase intention. In other words, service quality
affects customer purchase intention to some extent
through satisfaction. For example, Surjit (2019)
showed in a study that the effect of service quality
on customer loyalty is mediated by customer satis-
faction (Surjit, 2019). Similarly, Ramadhani and Su-
kawati (2021) found that customer satisfaction sig-
nificantly mediated the effect of service quality on
repurchase intention (Ramadhani & Sukawati,
2021).

Population and Sample of the Research

The research population consisted of visitors to
Turkish ethnic restaurants in London, the capital
of England. Considering time and cost limitations,
the comfort maneuver method was preferred for
collecting data from distance in the research. This
method aims to reach a specific time period or a
specific location without any context between indi-
viduals (Ural & Kilig, 2005; Kozak, 2014)

The Richmond district of London constituted
the sample of the study. Participants who had vis-
ited multiple restaurants were asked to evaluate
the surveys based on their most recent experience.
No definitive data on the total number of restau-
rant visitors in London was available.

Based on the studies of Krejcie (1970), Sekaran
(2003), and Yazicioglu & Erdogan (2014), a mini-
mum of 385 participants was required for calcula-
tions with a 5% margin of error and a 95% confi-
dence level, regardless of population size. In this
context, a survey was conducted on a total of 398
people, 225 women and 173 men.

Data Collection and Validity and Reliability of
the Research

The surveys prepared for the research model and
hypotheses testing were selected to represent the
population and were collected from individuals on
a voluntary basis. The survey approach was se-
lected to gather a large amount of data within a
brief and concentrated timeframe. At the start of
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the survey, participants were informed about the
purpose of the research and were encouraged to
respond honestly, reflecting their true opinions.
The first section of the survey form used in the
study included questions regarding service quality
perception. For these questions, the SERVPERF
service quality scale, developed by Cronin & Tay-
lor (1994) to examine the relationship between ser-
vice quality, customer satisfaction, and purchase
intention, was used. The scale is composed of five
dimensions: the physical environment, reliability,
trust, prompt and friendly behavior, and empathy.
Sirin (2016), in his study investigating the impact
of service quality on customer satisfaction, repur-
chase, and recommendation tendencies in hotel
businesses, conducted a pilot study with guests
staying at 3-, 4-, and 5-star hotels in Ortahisar,
Trabzon, in October 2015 to measure the reliability
of the scale. The findings from these studies
demonstrated that the overall internal consistency
coefficient of the scale was a=0.945, indicating that
the scale is reliable and falls within acceptable reli-
ability standards. The survey instrument em-
ployed in the study was developed to assess cus-
tomers' perceived service quality of ethnic restau-
rants, incorporating the physical environment, re-
liability, trust, and empathy dimensions from the
SERVPEREF scale.

The second section of the survey included three
items from the customer satisfaction scale devel-
oped by Oliver (1980, 1997), which was used in
studies by Hellier et al. (2003) and Jin et al. (2015)
to determine the satisfaction levels of ethnic restau-
rant customers. The reliability of this satisfaction
scale was tested in a study by Jin et al. (2015), and
the internal consistency coefficient, Cronbach's Al-
pha, was found to be 0.914.

The third section included a scale measuring
ethnic restaurant visitors' repurchase intentions.
This scale includes three items aimed at assessing
customers' likelihood of repurchasing based on the
restaurant’s service quality and their satisfaction
levels. To enhance the scale’s reliability, a five-item
questionnaire developed by field experts was sup-
plemented with two reverse-coded items, and a re-
liability analysis was subsequently performed. In
Levent's (2020) study examining the impact of re-
purchase intention on tourist consumers, the
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scale's determined with a
Cronbach's Alpha value of 0.702, confirming its re-
liability. The internal consistency rates of all meas-
urements were found to be high and the following
results were reached: Service Quality (a=0.91);
Physical Appearance (a=0.88); Reliability (a=0.90);
Assurance (a=0.89); Empathy (a=0.87); Customer
Satisfaction (a=0.92); Repurchase Intention
(=0.89). The surveys utilized a 5-point Likert
scale, with response options arranged as follows:
“1 = Strongly Agree,” “2 = Agree,” “3 = Neutral,”
“4 = Disagree,” and “5 = Strongly Disagree.”

reliability was

Data Analysis

The data collected from the study were analyzed
using IBM SPSS Statistics for Windows, Version
22.0 with the PROCESS macro software in a com-
puter-based environment. To evaluate the data
distribution within the scale, mean and standard
deviation values were computed. Additionally,
kurtosis and skewness values were examined to
determine whether the study variables followed a
normal distribution.

Table 1. Normal Distribution

Kurtosis Skewness

Service Quality 0,547 -0,354
Physical Appearance 0,695 -1,054
Reliability 0,369 -0,874
Assurance 0,748 -0,987
Empathy 0,968 -0,647
Customer Satisfaction 0,624 -1,014
Repurchase Intention -0,551 0,114

Additional the literature, kurtosis and skew-
ness values of variables within the limits of +1.5 to
-1.5 (Tabachnick & Fidell, 2007) and +2.0 to -2.0
(George & Mallery, 2010) indicate that the data
conform to a normal distribution. Based on these
assessments, the variables were considered to fol-
low a normal distribution. Consequently, paramet-
ric methods were employed for the data analysis.
To examine the mediating effect among the contin-
uous variables in the study, several statistical
methods were applied, including Pearson correla-
tion, linear regression, and hierarchical regression
analysis. These analyses were conducted using
PROCESS Model 4 in SPSS, created by Hayes
(2013). This model allowed for the calculation of to-
tal, direct, and indirect effects, providing a detailed
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understanding of how the mediating variable in-
fluences the relationship between the independent
and dependent variables. The robustness of the
findings was confirmed through a 95% confidence
interval and 5000 bootstrap resamples, as refer-
enced by Aygar and Kaya (2017). Additionally, to
explore differences in demographic data and scale
scores, independent samples t-test, one-way
ANOVA, and post-hoc tests such as Tukey and
LSD were performed.

Findings

Findings Regarding Service Quality, Customer
Satisfaction, Repurchase Intention Score Weights

The mean ratings for perceptions of Service Qual-
ity, Customer Satisfaction, and Repurchase Inten-
tion are shown in Table 2.

Table 2. Service Quality, Customer Satisfaction, Repur-
chase Intention Average Scores

N Mean SD. Min. Maks.
Service Quality 398 4,250 0,634 1,590 5,000
Physical Apperance 398 4,357 0,748 1,000 5,000
Reliability 398 4,254 0,751 1,000 5,000
Assurance 398 4,273 0,636 1,500 5,000
Empathy 398 4,141 0,751 1,000 5,000
Customer Sartisfaction 398 3,925 0,730 1,000 5,000
Repurchase Intention 398 3,208 0,873 1,000 5,000

The overall results suggest that participants
generally expressed a high level of satisfaction
with the quality of service provided. The aggregate
mean score for the Service Quality dimension was
found to be 4.250, with a standard deviation of
0.634. Within this dimension, the highest average
was recorded in the Physical Appearance subdi-
mension, which had a mean of 4.357 and a stand-
ard deviation of 0.748. The Reliability dimension
received a mean score of 4.254 (SD = 0.751), while
the Assurance dimension had an average of 4.273
(SD = 0.636). Conversely, the Empathy dimension
obtained a comparatively lower mean score of
4.141, with a standard deviation of 0.751.

The average score for customer satisfaction was
3.925, with a standard deviation of 0.730. This sug-
gests that, on the whole, participants were gener-
ally content with the services provided, although
their satisfaction levels were slightly lower when
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compared to perceptions of service quality. The av-
erage repurchase intention score was 3.208, accom-
panied by a standard deviation of 0.873, which is
notably lower than the scores for the other varia-
bles.

Findings Regarding the Relationships Between
Service Quality, Customer Satisfaction And Re-
purchase Intention Scores

Table 3 displays the findings from the correlation
analysis that explores the connections among Ser-
vice Quality, Customer Satisfaction, and Repur-
chase Intention scores. This analysis, which em-
ployed Pearson correlation coefficients along with
significance testing, assesses both the intensity and
the nature (positive or negative) of the relation-
ships among these variables.

Table 3. Correlation Analysis Between Service Quality,
Customer Satisfaction and Repurchase Intention Scores

¢ 5 g . 5 &
vz 5§ z e 3 £ 3
n O A< ~ < 43 O o
Service r 1,000
Quality p 0,000
Physical Ap-r 0,841** 1,000
pearance  p 0,000 0,000
Reliability —r 0,885**  0,624** 1,000
p 0,000 0,000 0,000
Assurance r 0,865**  0,656** 0,743** 1,000
p 0,000 0,000 0,000 0,000
Empathy r 0,904**  0,672** 0,739** 0,686 1,000
p 0,000 0,000 0,000 0,000 0,000
Customer r 0,802**  0,643** 0,668 0,718 0,767** 1,000
Satisfaction p 0,000 0,000 0,000 0,000 0,000 0,000
Repurchase r 0,546**  0,449** 0,449** 0,466** 0,535 0,674**
Intention  p 0,000 0,000 0,000 0,000 0,000 0,000

<0,01; Pearson Korelasyon Analizi

The correlations in Table 3 are strong in magni-
tude (r>0.70) and significant (p<0.01). This pattern
suggests that the SERVQUAL — Satisfaction link
is strong, as expected, and that the path to repur-
chase intention is primarily shaped by satisfaction.
The high correlations do not necessarily constitute
evidence of causality; therefore, the study tested
the theoretical chain with assumptions of causal di-
rectionality through regression and mediation
analyses (see Sections 4.3—4.4).
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When analyzing the associations between ser-
vice quality and other variables, strong and statis-
tically significant positive correlations were ob-
served across all sub-dimensions. Notably, a very
high correlation was identified between overall
service quality and the Physical Appearance sub-
dimension (r=0.841; p<0.01). Similarly, significant
strong positive correlations were found between
service quality and the other sub-factors: Reliabil-
ity (r=0.885; p<0.01), Assurance (r=0.865; p<0.01),
and Empathy (r=0.904; p<0.01). These findings sug-
gest that the various components of service quality
are closely interconnected. Additionally, a strong,
positive relationship was detected between cus-
tomer satisfaction and overall service quality
(r=0.802; p<0.01). Significant positive correlations
were also evident between customer satisfaction
and the sub-dimensions of Physical Appearance
(r=0.643; p<0.01), Reliability (r=0.668; p<0.01), As-
surance (r=0.718; p<0.01), and Empathy (r=0.767;
p<0.01). These findings suggest that aspects of ser-
vice quality and customer satisfaction have a posi-
tive influence on the likelihood of repurchasing.
The analysis of the link between repurchase inten-
tion and other factors showed a significant, posi-
tive correlation with Customer Satisfaction
(r=0.674; p<0.01). Additionally, meaningful posi-
tive relationships were identified between repur-
chase intention and the sub-dimensions of Service
Quality: Physical Appearance (r=0.449; p<0.01), Re-
liability (r=0.449; p<0.01), Assurance (r=0.466;
p<0.01), and Empathy (r=0.535; p<0.01). Overall,
these results highlight that participants’ percep-
tions of service quality and their satisfaction levels
contribute to increasing their intentions to buy
again.

Regression Analysis Results Regarding the Find-
ings Regarding the Effect Between Service Quality,
Customer Satisfaction and Repurchase

Intention Scores

Table 4 presents the results of the regression anal-
ysis that explores the relationships and effects
among service quality, customer satisfaction and
repurchase intention scores.
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Table 4. Regression Analysis Between Service Quality, Customer Satisfaction and Repurchase Intention Scores

Dependent Variable Independent Variable B SE t P %95 CI Lower %95 CI Upp
Cs SQ (a) 0,802 0,035 26,696 0,000 0,855 0,991
R=0,802; R-sq=0,643; F=712,699; p=0,000
RI SQ () 0,546 0,058 12,980 0,000 0,639 0,867
R=0,546; R-sq=0,299; F=168,476; p=0,000
CS RI 0,674 0,044 18,719 0,000 0,720 0,895
R=0,674; R-sq=0,454; F=330,461; P=0,000
RI SQ (¢) 0,016 0,086 0,251 0,802 -0,147 0,190
CS (b) 0,662 0,074 10,650 0,000 0,646 0,939
R=0,675; R-sq=0,455; F=164,871; p=0,000
Total Impact 0,753 0,058 12,980 0,000 0,639 0,867
Direct Effect 0,022 0,086 0,251 0,802 -0,147 0,190
Indirect Effect 0,531 0,051 - - 0,432 0,631

As a practical translation of these findings, a 1-unit
increase in satisfaction scores is associated with a
significant increase in repurchase intention (stand-
ardized $=0.674; R?=0.454). When the mediator var-
iable is added, the direct effect of service quality
becomes insignificant (¢’=0.016; p=0.802), whereas
the indirect effect remains significant (0.531; 95%
CI[0.432-0.631]). This pattern suggests a full medi-
ation structure consistent with ECT: quality invest-
ments increase repurchase intention only to the ex-
tent that they increase satisfaction. Managerially, it
is recommended to prioritize dimensions that in-
crease satisfaction the most, such as Physical Ap-
pearance and Reliability.

The results indicate that Service Quality has a
substantial and statistically significant impact on
Customer Satisfaction (3 = 0.802; SE = 0.035; t =
26.696; p < 0.001). The 95% confidence interval for
this relationship falls between 0.855 and 0.991, and
it was determined that Service Quality accounts for
64.3% of the variance in Customer Satisfaction (R2
= 0.643; F = 712.699; p < 0.001). Consequently, hy-
pothesis H1 was supported. Additionally, the di-
rect influence of Service Quality on purchase inten-
tion was found to be significant (3 = 0.546; SE =
0.058; t = 12.980; p < 0.001), although it explained
only 29.9% of the variation (R? = 0.299). This con-
firms the validity of H2. Regarding the effect of
customer satisfaction on repurchase intention, the
analysis showed that customer satisfaction signifi-
cantly contributes as an independent predictor.
While the constant term of the model is 0.038, it
lacks statistical significance (p = 0.829).

The unstandardized coefficient (B) is 0.808, with
a standard error of 0.044, and the standardized co-
efficient () is 0.674. These findings demonstrate
that customer satisfaction has a strong and mean-
ingful influence on repurchase intention (t=18.179;
p <0.001). The confidence interval for this relation-
ship ranges from 0.720 to 0.895. The total explana-
tory power confirms that customer satisfaction ex-
plains 45.4% of the repurchase behavior and the
overall significance of the model is F=330.461,
p<0.001. The Durbin-Watson value is 1.715, and
there is no autocorrelation problem. The findings
suggest that customer satisfaction plays a signifi-
cant role in boosting repurchase intention, leading
to the acceptance of hypothesis H3. When the me-
diating role of customer satisfaction was analyzed,
it was found that the direct impact of Service Qual-
ity on repurchase intention became nonsignificant
($=0.016; SE=0.086; t=0.251; p=0.802). In contrast,
the influence of customer satisfaction was both
strong and statistically significant ([3=0.662;
SE=0.074; t=10.650; p<0.001), accounting for 45.5%
of the variation in repurchase intention (R?=0.455;
F=164.871). In terms of the total effect, the total ef-
fect of Service Quality on repurchase intention was
significant ((3=0.753; SE=0.058; t=12.980; p<0.001).
However, the direct effect (3=0.022; p=0.802) is not
significant, and the indirect effect (3=0.531;
SE=0.051) is dominant. This suggests that Service
Quality is largely mediated by Customer Satisfac-
tion. Consequently, because customer satisfaction
fully mediates the relationship between Service
Quality and repeats purchase, making the direct
effect insignificant, hypothesis H4 is accepted. The
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SQ—CS ($~0.80) and CS—RI (B~0.66) effects re-
ported in Table 4 are consistent with the ECT hy-
pothesis of ‘expectation—confirmation — satisfac-
tion — behavioral intention’; the insignificance of
the ¢’ coefficient on the SQ—RI path indicates full
mediation. Thus, H1-H4 are jointly and holistically
supported, confirming that satisfaction is the main
determinant of behavioral intention in the ethnic
restaurant context.

a(0,802) *** Customer b (0,6662) ***
Satisfaction
ct(p=0,05)
Service Quality | ——— === === —mm—m Repurchase
¢ (0,546) *** Intention

Figure 2. The Mediating Role of Customer Satisfaction in
The Relationship Between Service Quality and Repurchase
Intention: A Model Of Outcomes

Restaurant Example

0.413. The overall model is statistically significant
with an F value of 278.551 (p<0.001).

The direct influence of Physical Appearance on
repurchase intention was also found to be signifi-
cant (3=0.449; SE=0.052; t=9.997; p<0.001), although
this effect explained only 20.2% of the variance
(R?=0.202; F=99.940; p<0.001). When examining the
mediating effect of customer satisfaction within
the model, the direct relationship between Physical
Appearance and repurchase intention was no
longer statistically significant (3=0.026; p=0.586).

Conversely, the influence of customer satisfac-
tion on this intention was both strong and statisti-
cally significant ((3=0.658; SE=0.058; t=13.566;
p<0.001), accounting for 45.5% of the overall vari-
ance (R?=0.455; F=165.085). When considering the
total effect, the overall impact of Physical Appear-
ance on repurchase intention was also found to be
significant (3=0.524; SE=0.052; t=9.997; p<0.001).

Table 5. The Mediating Role of Customer Satisfaction In The Relationship Between Physical Appearance and Repur-

chase Intention

Dependet VariableIndependent Variable B SE t p %95 CI Lower %95 CI Upp
CS PA (a) 0,643 0,038 16,690 0,000 0,553 0,701
R=0,643; R-sq=0,413; F=278,551; p=0,000
RI PA () 0,449 0,052 9,997 0,000 0,421 0,627
R=0,449; R-sq=0,202; F=99,940; p=0,000
RI PA (¢') 0,026 0,057 0,545 0,586 -0,081 0,142
CS (b) 0,658 0,058 13,566 0,000 0,673 0,901

R=0,675; R-sq=0,455; F=165,085; p=0,000

Total Impact 0,524 0,052 9,997 0,000 0,421 0,627
Direct Effect 0,031 0,057 0,545 0,586 -0,081 0,142
Indirect Effect 0,423 0,042 - - 0,339 0,503

While the total effect of physical appearance (c)
is significant, the direct effect (') is insignificant
when satisfaction is included, indicating that the
effects are transmitted through the satisfaction
channel. The interpretation that "atmosphere/tan-
gibles" in ethnic restaurants translates into behav-
ioral intention through satisfaction strengthens the
contextual validity of the model.

The results indicate that Physical Appearance
has a notable and statistically significant influence
on Customer Satisfaction ($=0.643; SE=0.038;
t=16.690; p<0.001). The 95% confidence interval for
this effect ranges from 0.553 to 0.701. Additionally,
it was determined that Physical Appearance ac-
counts for approximately 41.3% of the variance in
Customer Satisfaction, as shown by an R? value of
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The direct impact (3=0.026; p=0.586) was not
statistically significant, while the indirect impact
(p=0.423; SE=0.042) was found to be the more
prominent pathway. This suggests that Physical
Appearance mainly affects repurchase intention
indirectly through Customer Satisfaction. As a re-
sult, Customer Satisfaction fully mediates the rela-
tionship between Physical Appearance and repur-
chase behavior, rendering any direct effects negli-
gible.

971



Bickin Temel & Aykut Simsek

a(0,643) ¥+ Customer b (0,658) ***
Satisfaction
¢ (p>0,05)
Physical | -——mmmm s Repurchase
Appearance ¢(0,546) *** Intention

Figure 3. The Mediating Role of Customer Satisfaction in
The Relationship Between Physical Appearance And Re-
purchase Intention: A Model of Outcomes

t=13.549; p<0.001). The model explains approxi-
mately 45.5% of the variance in repurchase inten-
tion, as indicated by an R? value of 0.455.

The overall analysis of the total effect showed
that Reliability has a significant impact on Repur-
chase Intention ($=0.522; SE=0.052; t=9.99§;
p<0.001). However, the direct effect appears to be
negligible and not statistically significant (3=-
0.003; p=0.962), while the indirect pathway is the

Table 6. The Mediating Role of Customer Satisfaction in The Relationship Between Reliability and Repeat Purchase

Dependent Variable Independent Variable B SE t p %95 CI Lower %95 CI Upp
CS R (a) 0,668 0,036 17,844 0,000 0,577 0,720
R=0,668; R-sq=0,446; F=318,409; p=0,000
RI R© 0,449 0,052 9,998 0,000 0,419 0,625
R=0,449; R-sq=0,202; F=99,961; p=0,000
RI R (¢) -0,002 0,058  -0,048 0,962  -0,117 0,111
CS (b) 0,676 0,060 13,549 0,000 0,692 0,927

R=0,675; R-sq=0,455; F=164,815; p=0,000

Total Impact 0,522 0,052 9,998 0,000 0,419 0,625
Direct Effect -0,003 0,058  -0,048 0,962  -0,117 0,111
Indirect Effect 0,451 0,045 - - 0,362 0,536

The findings show that the effect of Reliability on
Customer Satisfaction is quite strong and statisti-
cally significant (3=0.668; SE=0.036; t=17.844;
p<0.001). The 95% confidence interval for this effect
is between 0.577 and 0.720, and the explanation
rate of Reliability for Customer Satisfaction is
found to be 44.6% (R?=0.446). The direct effect of
Reliability on Repurchase Intention is also signifi-
cant (3=0.449; SE=0.052; t=9.998; p<0.001), but the
explanatory power of this effect is 20.2%. When the
mediating effect of Customer Satisfaction is ana-
lyzed, the direct influence of Reliability on repur-
chase intention is no longer significant (3=-0.002;
p=0.962). In contrast, the impact of Customer Satis-
faction on purchase intention is both strong and
statistically ~meaningful (3=0.676; SE=0.060;

primary channel through which Reliability influ-
ences repurchase intention ((3=0.451; SE=0.045).
These findings indicate that Reliability primarily
impacts the likelihood of repurchase indirectly via
Customer Satisfaction, with the direct effect being
negligible. Therefore, Customer Satisfaction serves
as a full mediator in the relationship between Reli-
ability and repurchase intention, overshadowing
any direct influence Reliability might have.

a(0,668) *** Customer b (0,676) ***
Satisfaction
ct(p>0,05)
Reliability |----—---——————~ Repurchase
¢ (0,449) *** Intention

Figure 4. The Mediating Role of Customer Satisfaction ‘n
The Relationship Between Reliability and Repurchase In-
tention: A Model of Outcomes

Table 7. The Mediating Role of Customer Satisfaction ‘n The Relationship Between Reliability and Repeat Purchase

Intention
Dependet Variable Independent Variable B SE t p %95 CI Lower %95 CI Upp
CS A(a) 0,718 0,040 20,507 0,000 0,744 0,902
R=0,718; R-sq=0,515; F=420,545; p=0,000
RI A9 0,466 0,061 10,470 0,000 0,520 0,760
R=0,466; R-sq=0,217; F=109,629; p=0,000
RI A(c) -0,038 0,073 -0,711 0,477 -0,196 0,092
CS (b) 0,702 0,064 13,162 0,000 0,715 0,966
R=0,675; R-sq=0,456; F=165,277; p=0,000
Total Impact 0,640 0,061 10,470 0,000 0,520 0,760
Direct Effect -0,052 0,073 -0,711 0,477 -0,196 0,092
Indirect Effect 0,504 0,050 - - 0,405 0,602
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Table 7 indicates that Assurance has a strong
and highly significant impact on Customer Satis-
faction ($=0.718; SE=0.040; t=20.507; p<0.001). The
95% confidence interval for this effect ranges from
0.744 to 0.902, and Assurance accounts for approx-
imately 51.5% of the variance in Customer Satisfac-
tion, as shown by an R? of 0.515. Additionally, As-
surance directly influences Repurchase Intention
significantly (3=0.466; SE=0.061; t=10.470; p<0.001),
although this direct effect explains only about
21.7% of the variance.

Restaurant Example

a(0,718) *** Customer b (0,702) ***
Satisfaction
¢ (p>0,05)
Assurance |- - ——mmmmmm Repurchase
¢ (0,449) *** Intention

Figure 5. The Mediating Role Of Customer Satis-
faction In The Relationship Between Assurance
And Repurchase Intention: A Model Of Outcomes

Table 8. The Mediating Role Of Customer Satisfaction In The Relationship Between Empathy And Repurchase In-

tention
Dependet Variable Independent Variable B SE t p %95 CI Lower %95 CI Upp
CS E (a) 0,767 0,031 23,800 0,000 0,683 0,806
R=0,767; R-sq=0,589; F=566,444; p=0,000
RI E (¢ 0,535 0,049 12,587 0,000 0,524 0,718
R=0,535; R-sq=0,286; F=158,424; p=0,000
RI E (¢) 0,042 0,067 0,719 0,472 -0,084 0,181
CS (b) 0,643 0,069 11,102 0,000 0,633 0,906
R=0,675; R-sq=0,456; F=165,288; p=0,000
Total Impact 0,621 0,049 12,587 0,000 0,524 0,718
Direct Effect 0,048 0,067 0,719 0,472 -0,084 0,181
Indirect Effect 0,493 0,044 - - 0,406 0,580

When examining the mediating role of Cus-
tomer Satisfaction, the direct relationship between
Assurance and Repurchase Intention was no
longer statistically significant ((3=-0.038; SE=0.073;
t=-0.711; p=0.477).

The influence of Customer Satisfaction on this
purchasing behavior was found to be both strong
and statistically significant ((3=0.702; SE=0.064;
t=13.162; p<0.001), explaining approximately
45.6% of the variance in the model (R?>=0.456). The
overall analysis revealed that Assurance has a sig-
nificant total effect on Repurchase Intention
(p=0.640; SE=0.061; t=10.470; p<0.001). Nonetheless,
the direct effect of Assurance on Repurchase Inten-
tion was not statistically significant, with the pri-
mary impact occurring through the indirect path-
way ([3=0.504; SE=0.050). These findings suggest
that Assurance’s effect on Repurchase Intention is
predominantly mediated by Customer Satisfac-
tion. In this context, Customer Satisfaction acts as
a key mediator, fully capturing the influence of As-
surance and overriding any direct effects.

OPUS Journal of Society Research
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The results indicate that Empathy has a strong
and statistically significant impact on Customer
Satisfaction ($=0.767; SE=0.031; t=23.800; p<0.001).
The 95% confidence interval for this effect ranges
from 0.683 to 0.806, and Empathy accounts for ap-
proximately 58.9% of the variance in Customer Sat-
isfaction, as shown by an R? of 0.589. Empathy
demonstrates considerable explanatory power
over Customer Satisfaction, and the overall model
is statistically significant (F=566.444; p<0.001). Ad-
ditionally, Empathy directly influences Repur-
chase Intention significantly (=0.535; SE=0.049;
t=12.587; p<0.001), although this direct effect ex-
plains only about 28.6% of the variance (R?=0.286).
When the mediating role of Customer Satisfaction
was considered, it was observed that the direct re-
lationship between Empathy and Repurchase In-
tention became non-significant (3=0.042; SE=0.067;
t=0.719; p=0.472).

The practical significance of the following find-
ings can be interpreted as follows: Calculated cor-
relation coefficients indicate the direction and
strength of the relationship between service qual-
ity and customer satisfaction/repurchase intention.
For example, a positive correlation indicates that
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these variables increase together. In regression
analysis, the coefficient of each independent varia-
ble indicates the average change in the dependent
variable resulting from a one-unit increase in that
variable (Giin and Soyiik, 2025). Regression coeffi-
cients obtained from research on how many

units a one-unit increase in customer satisfac-
tion increases repurchase intention can be inter-
preted from the perspective of customer behavior,
determining which service quality dimensions
have the greatest impact on satisfaction and repur-
chase intention. Positive and high coefficients indi-
cate that improvements in the relevant service ele-
ment increase customer loyalty more strongly. In
regression analysis, the coefficient of each inde-
pendent variable represents the average change in
the dependent variable resulting from a one-unit
increase in that variable. For example, a study pub-
lished in Atlantis Press found that a one-unit in-
crease in the "Attributes Related to Product" varia-
ble increased repurchase intention by approxi-
mately 0.33 points (Lau, 2019). Such findings are
helpful in interpreting which service quality di-
mensions have a stronger impact on satisfaction
and repurchase intention.

The influence of Customer Satisfaction on this
purchasing behavior was found to be both signifi-
cant and substantial ($=0.643; SE=0.069; t=11.102;
p<0.001), accounting for 45.6% of the overall vari-
ance (R?=0.456). Regarding the total effect, Empa-
thy significantly impacts Repurchase Intention
($=0.621; SE=0.049; t=12.587; p<0.001). However,
the direct influence of Empathy on Repurchase In-
tention was not statistically significant, with the
primary contribution coming from the indirect
pathway (=0.493; SE=0.044). This indicates that
the effect of empathy on repeated purchase inten-
tion is mainly mediated through customer satisfac-
tion. As a result, customer satisfaction acts as a
complete mediator, overshadowing any direct ef-
fect of empathy in this relationship.

Theoretical Linkage and Status of Hypotheses

The finding that service quality perception signifi-
cantly and strongly increases customer satisfaction
(p=0.802; R?=0.643; p<0.001) aligns with the expec-
tation-confirmation approach (ECT) we adopted in
our theoretical framework, which predicts that
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"performance meeting/exceeding expectations will
increase satisfaction." Thus, H1 was supported.
The results also show that the total effect of service
quality on repurchase intention is significant
(p=0.546; p<0.001), supporting H2. The effect of sat-
isfaction on repurchase intention is strong and sig-
nificant (3=0.662; R?=0.455; p<0.001), and H3 was
confirmed. When satisfaction is included in the
model, the direct effect of service quality on inten-
tion becomes insignificant (c'=0.016; p=0.802), and
the relationship is seen to be indirectly carried
through satisfaction; this pattern supports the me-
diation construct within H4. The direction and pat-
tern of the findings are consistent with the findings
of ECT-based studies emphasizing that satisfaction
is the primary determinant of repurchase intention
(Ashfaq et al., 2019; Yuliantoro et al., 2025).

a(0,767) *** Customer b (0,643) ***
Satisfaction
¢(p>0,05)
Empathty |-------=-=-——-—]| Repurchase
¢(0,535) #** Intention

Figure 6. The Mediating Role of Customer Satisfaction in
The Relationship Between Empathy and Repurchase Inten-
tion: A Model Of Outcome

Discussion

The act of eating has gone beyond being a basic
need; it not only serves as a socializing oppor-
tunity, escape from daily routine, and satisfaction
for customers, but has also become a factor of at-
traction for businesses. Over time, increasing cus-
tomer awareness and rising living standards have
significantly impacted the quality of the services
provided on customer satisfaction and repurchase
intentions (Yal¢inkaya & Coban, 2020). Customers'
desire to discover new flavors, coupled with a de-
mand for local cuisine, influences the preference
for ethnic restaurants. The study was conducted
with the participation of customers at ethnic res-
taurants operating in the Richmond district of
southwest London.
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Theoretical Implications and Consistency with
the Literature

In this study, the chain of service quality — cus-
tomer satisfaction — repurchase intention was
confirmed with a full mediation pattern. It can be
seen that when satisfaction is added, the direct ef-
fect of service quality on intention disappears, and
the effect is carried through satisfaction (see
c'=0.016; p=0.802). This finding is consistent with
the expectation-confirmation approach (ECT)'s
emphasis that satisfaction is the primary determi-
nant of behavioral intentions and supports the H1-
H4 predicted in our theoretical model as a whole.
Similarly, studies based on ECT in SAGE Open re-
port that satisfaction drives reuse/repurchase in-
tention (Ashfaq et al.,, 2019). Our pattern is also
parallel to recent findings in the restaurant/ethnic
restaurant literature. Service experiences such as
authenticity and ambiance have been shown to
strengthen revisit/repurchase intention through
satisfaction and positive emotions; This supports
the “‘quality — satisfaction — intention” pipeline in
our model with external validity. Current findings
from AJHTL and peer-reviewed studies indicate
that our findings are consistent with the literature
and up-to-date (Yuliantoro et al., 2025). This full
mediation pattern strengthens the external validity
of the ECT-based model in the ethnic context by
demonstrating that contextual elements such as
physical environment/authenticity in ethnic res-
taurants are carried over to behavioral intention
via satisfaction.

This research corroborates several relationships
identified in previous studies within the existing
literature and provides a platform for deriving
original insights. The analysis of the structural
model underscores the connections between ser-
vice quality perception, customer satisfaction, and
the intention to repurchase. The results related to
the sub-dimensions of service quality —which are
the primary focus of this investigation —demon-
strate a positive influence on both customer satis-
faction and repurchase intentions.

It was determined that the effect of service qual-
ity on the likelihood of repeat purchases is pre-
dominantly mediated by customer satisfaction.
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Restaurant Example

The results contradict the finding in Cronin &
Taylor's (1992) study that "service quality has a
lesser impact on customer repurchase intentions
than customer satisfaction." A, Study results are
generally consistent with the literature on restau-
rants in the food and beverage sector (Vanniarajan
& Gurunathan, 2009; Kogbek, 2015). A review of
the literature on ethnic restaurants, in particular,
reveals differences in the relationships between
variables and the results obtained, providing an
important reference point for restaurant staff and
decision-makers.

In the tourism sector, service quality plays a sig-
nificant role in the sustainability and success of
food and beverage businesses, as do customer
opinions and repeat purchase decisions in highly
competitive markets (Namin, 2017). Ethnic restau-
rants, in particular, offer the opportunity to expe-
rience a different culture, providing direct commu-
nication with customers, requiring businesses to
deliver high standards of service and create a pos-
itive perception of value. The results of the study
indicate that ethnic restaurant customers generally
have a high level of satisfaction with service qual-
ity. Among the service quality factors that contrib-
ute to satisfaction, physical appearance ranks first,
followed by reliability, assurance, and empathy.
This suggests that the physical environment of
businesses is critical for customers' comfort and the
visual appeal of the products offered.

This result is consistent with studies in the liter-
ature by Ryu & Jang (2007), Sahin & Sen (2017).
There are also studies in which trust and empathy
are the most influential factors on customer satis-
faction (Tan et al., 2014). The prominence of physi-
cal appearance reflects ethnic restaurant custom-
ers' interest in learning about, experiencing, and
discovering authentic cultures without leaving
their home countries (Turgeon & Pastinelli, 2002).
Failure to meet customer expectations in any ser-
vice area, including the food and beverage sector,
can negatively impact customers' repurchase in-
tentions and lead them to switch to competing
businesses (Kili¢ & Kurnaz, 2012). The positive and
significant relationship between customer satisfac-
tion and repurchase intention within the scope of
this study is consistent with many studies in the
literature (Wiranto & Husin, 2016; Arlanda &
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Suroso, 2018; Mensah & Dei Mensah, 2018). For
companies, achieving high customer satisfaction is
crucial, as it directly influences the chances of cus-
tomers returning for repeat business. Changes in
satisfaction levels tend to have a proportional ef-
fect on the decision to repurchase, regardless of
whether satisfaction is high or low.

Implications for Practice

To strengthen the perception of service quality in
ethnic restaurants, structured training on staff's
cultural awareness and communication skills
should be implemented. Communication that is
sensitive to guests' cultural backgrounds reduces
misunderstandings and increases satisfaction. Lit-
erature shows that cultural intelligence/sensitivity-
based training improves indicators of service qual-
ity and guest experience (Kog, 2021; Jiony et al.,
2021). Including authentic dish names on menus
with descriptive translations and having waiters
use basic expressions in foreign languages reduces
communication difficulties. In the physical envi-
ronment, emphasizing authentic decor such as tra-
ditional symbols, music, and clothing to make the
experience realistic enhances the customer experi-
ence (Premordia, 1., & G4l, T., 2023). Furthermore,
supporting dish names with short descriptions
and/or photographs reduces ambiguity and in-
creases satisfaction, especially among foreign cus-
tomers (Wang et al. 2024). Designing the restau-
rant's physical environment with atmosphere, de-
cor, and authenticity, including decor, music, and
visual symbols, and structuring service interac-
tions to support the perception of authenticity, in-
creases satisfaction and loyalty (Tsai & Lu, 2012).
Community interaction and events are important
activities for attracting new customers. Participat-
ing in cultural food events and festivals or organ-
izing themed events within the restaurant makes
the authentic experience visible, attracting new
customers and encouraging repeat visits (Car-
vache-Franco et al., 2023).

Conclusion and Recommendations
One of the main reasons for the proliferation of eth-

nic restaurants today is that customers who choose
these establishments seek the appealing elements
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of regional cuisine, such as ingredients, cooking
techniques, interior ambiance, and the discovery of
cultural values. Simply offering exotic and unique
flavors is not enough to meet evolving customer
demands and needs (Turgeon & Pastinelli, 2002).
Beyond flavor and authenticity, determining the
relationship between customers' perceptions of
service quality, satisfaction, and repurchase inten-
tions has become crucial for businesses.

This research examined how customers' percep-
tions of service quality in ethnic restaurants influ-
ence their overall satisfaction and willingness to re-
visit. Due to the limited number of studies address-
ing this topic, especially in both national and inter-
national scholarly work, this study addresses an
important gap in the existing literature and is con-
sidered pioneering in this field.

The primary objective of the study is to reveal
the impact of customers' perceptions of service
quality on repurchase and satisfaction, as well as
to examine the differences between these percep-
tions and customer demographics. Five hypothe-
ses were developed and tested in this regard. In the
current literature, there are many studies on the ef-
fect of service quality on customer satisfaction (Pet-
zer & Mackay, 2004; Celik, 2012; Tan et al., 2014)
and the effect of satisfaction on repurchase inten-
tion (Gupta et al., 2007; Liu & Jang, 2009). Although
Sarigiil & Ayyildiz (2022) examined the effect of
service quality perception on customer satisfaction
and repurchase intentions, there is no definitive
finding on this subject, especially in the context of
ethnic restaurants.

The findings suggest that perceptions of service
quality have a meaningful influence on both cus-
tomer satisfaction and their intention to repur-
chase. This aligns with the results reported by
Korkmaz et al. (2015) in related studies. To explore
the connections between service quality and its
various subdimensions, as well as their effects on
satisfaction and repurchase behavior, correlation
analysis was performed. The outcomes revealed a
positive and statistically significant correlation
across all sub-dimensions of service quality, which
notably affected both customer satisfaction and
purchase re-engagement. Consequently, it can be
inferred that as customers’ perceptions of service
quality improve—alongside the quality of food of-
fered —their overall satisfaction increases. This

976



The Effect of Ethnic Restaurant Visitors’ Service Quality Perception on
Repeat Purchase Intention and Customer Satisfaction: An Ethnic

heightened satisfaction subsequently encourages a
stronger tendency to revisit the restaurant.

The significant effect of customer satisfaction on
repurchase intention demonstrates that, for busi-
nesses, increasing customer satisfaction levels con-
tributes to their continued likelihood of future pur-
chases (Liu & Thompkins, 2013). While service
quality did not exhibit a significant direct influence
on the intention to repurchase, it appears that this
relationship is mediated by customer satisfaction.
This indicates that customer satisfaction is a key
factor that determines how perceptions of service
quality in ethnic restaurants affect customers' in-
tentions to return.

A customer who perceives the service quality
unfavorably is generally assumed to have lower in-
tentions of repurchasing, whereas a satisfied cus-
tomer is more likely to engage in repeat business.
These findings align with previous research by
Cavusgil & Ayhiin (2020), Sangiil & Ayyildiz
(2022), and various other studies documented in
the existing literature.

As a result of the overall evaluation of the re-
search, various recommendations have been de-
veloped for ethnic restaurant operators. Within the
scope of these recommendations, minimizing ser-
vice errors during service processes that involve
direct customer interaction will positively impact
the perception of service quality. Therefore, in-
creasing the importance businesses place on ser-
vice quality can have positive effects on

customer satisfaction and repurchase inten-
tions. Because service quality consists of various
dimensions, identifying deficiencies in all sub-di-
mensions and taking corrective measures to en-
hance competitiveness and profitability will posi-
tively stimulate customer satisfaction and repur-
chase intentions.

Future Studies

As previously mentioned, this study analyzes
feedback from customers who have experienced
ethnic restaurants operating in the Richmond dis-
trict of England. Therefore, future research could
expand the scope of the study by evaluating differ-
ent variables more holistically, leading to more
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general and comprehensive conclusions. New re-
search could be conducted using different scales
measuring service quality perception, customer
satisfaction, and repurchase intention, and differ-
ent findings could be obtained. Furthermore, con-
sidering the direct communication between ethnic
restaurant customers, comparative analyses could
be conducted using qualitative research methods
and quantitative studies. Thus, the content and
scope of the current research can be further en-
riched.

Future studies should examine the impact of
demographic and cultural diversity in more detail.
How service quality perceptions differ across dif-
ferent age, gender, and income groups and their
experiences with ethnic restaurants can be investi-
gated.

Furthermore, comparative designs with cross-
cultural samples could explore the conditions un-
der which the role of authenticity and atmospheric
perception on satisfaction/intention is strength-
ened (Tsai & Lu, 2012). Methodologically, longitu-
dinal studies are among the recommended studies,
moving beyond cross-sectional designs. This al-
lows for the relationship between satisfaction over
time and indicators of repurchase intention and
profitability. This allows for the permanence of the
effects of service quality dimensions to be assessed
(Bernhardt et al., 2000). Finally, studies examining
the impact of assimilation and immigration dy-
namics on food preferences can be instructive in
explaining the "everydayness" of ethnic cuisine
and the shift in customers' cultural affiliation and
preference structures.

Therefore, longitudinal comparisons between
different generations and levels of cultural adapta-
tion are recommended for a better understanding
and analysis of this measurement (Boch et al.,
2020).

Future research could examine the moderating
effects of demographic and cultural variables such
as age, gender, education, and income using multi-
group structural models. Cross-cultural replica-
tions across different could
strengthen the generalizability of the findings by
conducting measurement equivalence tests. Fur-
thermore, longitudinal designs and field experi-
ments would reveal the dynamics and boundary

countries/cities
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conditions of the satisfaction — repeat purchase
chain over time.

Declarations

Funding: No funding was received for conducting this
study.

Conflicts of Interest: The authors declare no conflict
of interest.

Ethical Approval: The study was conducted in accord-
ance with the principles of the Declaration of Helsinki.
Data were collected from participants on a voluntary ba-
sis through face-to-face surveys. If required, details of
ethical approval can be provided by the authors.

Informed Consent: All participants were informed
about the purpose of the research and provided their vol-
untary consent prior to participation.

Data Availability: The dataset generated and ana-
lyzed during the current study is available from the cor-
responding author on reasonable request.

Authors’ Contributions: This article is derived from
the first author’s doctoral dissertation. The first author
conducted the research and prepared the manuscript.
The second author is the PhD advisor of the first author
and contributed by providing academic supervision,
guidance, and revisions.

Al Disclosure: No artificial intelligence-based tools or
applications were used in the preparation of this study.
All content of the study was produced by the authors in
accordance with scientific research methods and aca-
demic ethical principles.

References

Aksatan, M. Etnik temali restoranlarda otantiklik:
Yonetici ve tiiketici bakis acilarina yonelik
kargilagtirmali bir ¢alisma [Doktora Tezi].
Dokuz Eyliil Universitesi.

Aksu, M., Korkmaz, H. & Siinnetcioglu, S. (2016).
Yiyecek ve icecek isletmelerindeki hizmet
kalitesinin miisteri memnuniyeti iizerinde
etkisi: Bozcaada’da dmeserv modeliyle bir
arastirma. Balikesir University Journal of Social

OPUS Journal of Society Research

opusjournal.net

Sciences Institute, 19(35), 1-18.
https://doi.org/10.31795/baunsobed.645313

Ajzen, 1. (1991). The theory of planned behavior. Or-
ganizational Behavior and Human Decision Pro-
cesses, 50(2), 179-211.

Arlanda, R. & Suroso, A. (2018). The influence of food
& beverage quality, service quality, place,
and perceived price to customer satisfaction
and repurchase intention. Journal of Research
in Management, 1(1), 28-37. https://doi.org-
/10.32424/jorim.v1i1.18

Ashfaq, M., Yun, J., Waheed, A., Khan, M.S. and Far-

rukh, M. (2019). Customers’ expectation, sat-

isfaction, and repurchase intention of used
products online: Empirical evidence from

China. SAGE Open April-June: 1 -14. DOIL

10.1177/2158244019846212

K. (2010). Hizmet isletmelerinde servqual

yontemi ile hizmet kalitesinin Ol¢iimii ve

Kocaeli'ndeki seyahat igletmelerinden efe tur

uygulamasi. Sosyal Siyaset Konferanslar:

Dergisi, (50), 1101-1130.

Aygar, B. B. & Kaya, A. (2017). Ortaokul 6grencil-
erinin okul aidiyet duygusu ile okul temelli
yalnizlik arasindaki iliskide okul ikliminin
aracilik rolii. E-Uluslararas: Egitim Arastirma-

Aydm,

lar Dergisi, 8(1), 14-27.
https://doi.org/10.19160/5000201389
Be Richmond, (2024). [Cevrim-ici, https://berich-

mond.london/whats-on].

Bernhardt, KL., Donthu, N. & Kennett, PA (2000). A
Longitudinal Analysis of Satisfaction and
Profitability. | Busn Res, 47,161-171

Boch, A., Jimenez, T. & Roesler, K. (2020). Main-
stream Flavor: Ethnic Cuisine and Assimila-
tion in the United States. Social Currents 1 —
22. DOLI: 10.1177/2329496520948169

Carvache-Franco, M., Hassan, T., Carvache-Franco,
0., Carvache-Franco, W., & Martin-Moreno,
O. (2023). Demand segmentation and socio-
demographic aspects of food festivals: A
study in Bahrain. PloS one, 18(6), e0287113.
https://doi.org/10.1371/journal.pone.0287113

Cevher, E. (2015). Yiiksekogretimde hizmet kalitesi
ve kalite algisinin belirlenmesine yonelik bir
arastirma. Journal of International Social Re-

search, ~ 8(39).  https://doi.org/10.17719/-
jisr.20153913798

Cevizkaya, G. (2015). Tiiketicilerin etnik restoran islet-
melerini  tercih  nedenleri: Istanbul’'da  bir

978


https://doi.org/10.31795/baunsobed.645313
http://dx.doi.org/10.32424/jorim.v1i1.18
http://dx.doi.org/10.19160/5000201389
https://berichmond.london/whats-on
https://berichmond.london/whats-on
http://dx.doi.org/10.17719/jisr.20153913798
http://dx.doi.org/10.17719/jisr.20153913798

The Effect of Ethnic Restaurant Visitors’ Service Quality Perception on
Repeat Purchase Intention and Customer Satisfaction: An Ethnic

arastirma. [Yiiksek Lisans Tezi]. Balikesir Un-
iversitesi.

Cronin Jr, J. J. & Taylor, S. A. (1992). Measuring ser-
vice quality: a reexamination and extension.
Journal — of  Marketing,  56(3),  55-68.
https://doi.org/10.2307/1252296

Cronin Jr, J. J. & Taylor, S. A. (1994). SERVPERF ver-
sus SERVQUAL: reconciling performance-
based and perceptions-minus-expectations
measurement of service quality. Journal Of
Marketing, 58(1), 125-131. https://doi.org/-
10.2307/1252256

Cavusgil, B., ve Ayhiin, S. E. (2021). Hizmet kalitesi
ve miisteri tatmininin tekrar satin alma niye-
tine etkisi: Z kusag1 kahve diikkan1 miister-
ileri tizerine bir arastirma. Tiirk Turizm
Aragtirmalar1 Dergisi, 5(3), 2067-2085.

Celik, M. (2012). Miisteri memnuniyeti ve hizmet
kalitesi iizerine Adiyaman tiniversitesi yem-
ekhanesinde bir uygulama. Adiyaman Univer-
sitesi Sosyal Bilimler Enstitiisii Dergisi, (10), 29-
54. https://doi.org/10.14520/adyusbd.348

Euromonitor International, (2023). [Cevrim-igi:
https://www.euromonitor.com/press/press-
releases/dec-2023/euromonitor-internation-
als-report-reveals-worlds-top-100-city-desti-
nations-for-2023].

Gai, L. (2014). Dining at ethnic-themed restaurants: an
investigation of consumers’ ethnic experiences,
preference formation, and patronage. Doctor of
Philosophy. University of North Texas.

George, D. & Mallery, M. (2010). SPSS for Windows
Step by Step: A Simple Guide and Reference, 17.0
update. Pearson

Gronroos, C. (1990). Service management and marketing.
Lexington Books.

Gupta, S., McLaughlin, E. & Gomez, M. (2007). Guest
satisfaction and restaurant performance. Cor-
nell Hotel and Restaurant Administration Quar-
terly, 48(3), 284-298. https://doi.org/10.1177/-
0010880407301735

Giin, 1., Soyiik, S. (2025). The serial mediation effect
of perceived quality and customer satisfac-
tion on the relationship between trust and re-
purchase intention: a research on private
health insurance owners. BMC Health Serv
Res, 25, 257. https://doi.org/10.1186/s12913-
025-12269-9

Hellier, P. K., Geursen, G. M., Carr, R. A. & Rickard,
J. A. (2003). Customer repurchase intention:

OPUS Journal of Society Research

opusjournal.net

Restaurant Example

A general structural equation model. Euro-
pean Journal of Marketing, 37(11/12), 1762-
1800. https://doi.org/10.1108/0309056031-
0495456

Ismoyo, NB. Hadiwidjojo, D., Rahman, F. and Ra-
hayu M. (2017). Service quality perception’s
effect on customer satisfaction and repur-
chase intention. European Business & Manage-
ment,  3(3), 37-46. doi:  10.11648/-
j.ebm.20170303.11

Jin, N., Lee, S. & Lee, H. (2015). The effect of experi-
ence quality on perceived value, satisfaction,
image and behavioral intention of water park
patrons: New versus repeat visitors. Interna-
tional Journal of Tourism Research, 17(1), 82-95.
https://doi.org/10.1002/jtr.1968

Jiony, M. M., Lew, T. Y., Gom, D., Tanakinjal, G. H,,
& Sondoh, S., Jr. (2021). Influence of cultural
intelligence and psychological capital on ser-
vice quality: A study of the hotel industry in
Sabah, Malaysia. Sustainability, 13(19), 10809.
https://doi.org/10.3390/su131910809

Jones, F. P. H. (1997). A descriptive study of factors
affecting viability of ethnic restaurants in
four Alabama cities. Auburn University.

Kilig, B. & Kurnaz, A. (2012). Yiyecek icecek isletmel-

erinde hizmet kalitesinin DINESERV modeli

ile Ol¢imii. Finans Politik ve Ekonomik

Yorumlar, (564), 77-77.

(2021). Intercultural competence in tourism

and hospitality: Self-efficacy beliefs and the

Dunning Kruger effect. International Journal of

Intercultural Relations 82 (2021) 175-184.

https://doi.org/10.1016/j.ijintrel.2021.04.003

Kogbek, A. D. (2015). Yiyecek ve icecek sektoriinde hiz-
met kalitesi ve miisteri memmnuniyeti: Etnik
restoranlara yonelik bir arastirma [Doktora
Tezi]. Anadolu Universitesi.

Korkmaz, H., Ginthoglu, I. & Avcikurt, C. (2015).
Havayollar1 i¢ hatlarda algilanan hizmet
kalitesinin mdiisteri memnuniyeti ve tekrar
satin alma davrarusina etkisi. Karabiik Univer-
sitesi Sosyal Bilimler Enstitiisii Dergisi, 5(2),
248-265.

Kotler, P. (2003). Marketing management. Prentice Hall.
Inc.

Kozak, M. (2014). Bilimsel arastirma: Tasarim, yazim ve
yayim teknikleri. Detay Yayincilik.

Krejcie, R. V. (1970). Determining sample size for re-
search activities. Educational Psychol Meas.

Kog, E.

979


https://doi.org/-10.2307/1252256
https://doi.org/-10.2307/1252256
https://doi.org/10.14520/adyusbd.348
https://www.euromonitor.com/press/press-releases/dec-2023/euromonitor-internationals-report-reveals-worlds-top-100-city-destinations-for-2023
https://www.euromonitor.com/press/press-releases/dec-2023/euromonitor-internationals-report-reveals-worlds-top-100-city-destinations-for-2023
https://www.euromonitor.com/press/press-releases/dec-2023/euromonitor-internationals-report-reveals-worlds-top-100-city-destinations-for-2023
https://www.euromonitor.com/press/press-releases/dec-2023/euromonitor-internationals-report-reveals-worlds-top-100-city-destinations-for-2023
http://dx.doi.org/10.1177/0010880407301735
http://dx.doi.org/10.1177/0010880407301735
http://dx.doi.org/10.1108/03090560310495456
http://dx.doi.org/10.1108/03090560310495456
http://dx.doi.org/10.1002/jtr.1968
https://doi.org/10.3390/su131910809

Bickin Temel & Aykut Simsek

Lau, HB., Bunga, M. and Ndoen W. (2019). The Effect
of Consumers Satisfaction on Repurchase In-
tention. Advances in Economics, Business and
Management Research, 143 246-253

Levent, S. (2020). Otel atmosferinin turistik tiiketicilerin
tekrar satin alma niyetine etkisi [Yiiksek Lisans
Tezi]. Kocaeli Universitesi.

Liu, Y. & Jang, S. S. (2009). Perceptions of Chinese res-
taurants in the US: what affects customer sat-
isfaction and behavioral intentions?. Interna-
tional Journal of Hospitality Management, 28(3),
338-348. https://doi.org/10.1016/j.ijhm.2008-
.10.008

Liu-Thompkins, Y. & Tam, L. (2013). Not all repeat
customers are the same: Designing effective
cross-selling promotion on the basis of attitu-
dinal loyalty and habit. Journal of Marketing,
77(5), 21-36. https://doi.org/10.2307/23487421

Ma, E. & Hsiao, A. (2020). The making of top fine-din-
ing Chinese restaurants: evidence from do-
mestic and International customers in Aus-
tralia. Journal of Foodservice Business Research,
23(2), 113-132. https://doi.org/10.1080/1537-
8020.2019.1686899

Mensah, 1. & Mensah, R. D. (2018). Effects of service
quality and customer satisfaction on repur-
chase intention in restaurants on University
of Cape Coast campus. Journal of Tourism,
Heritage & Services Marketing, 4(2), 27-36.
https://doi.org/10.5281/zenodo.1247542

Namin, A. (2017). Revisiting customers' perception of
service quality in fast food restaurants. Jour-
nal of Retailing and Consumer Services, 34, 70-
81. https://doi.org/10.1016/j.jretcon-
ser.2016.09.008

Oliver, R. L. (1980). A cognitive model of the anteced-
ents and consequences of satisfaction deci-
sions. Journal of Marketing Research, 17(4), 460-
469. https://doi.org/10.2307/3150499

Oztiirk, S. A. (2006). Hizmet pazarlamas:. Ekin Kitabevi.

Parasuraman, A., Zeithaml, V. A. & Berry, L. L.
(1988). SERVQUAL: A multiple-item scale
for measuring consumer perceptions of ser-
vice quality. Journal of Retailing, 64(1), 12-40.

Park, K. (2017). Ethnic foodscapes: Foreign cuisines in
the United States. Food, Culture & Society,
20(3), 365-393. https://doi.org/10.1080/15528-
014.2017.1337390

Petzer, D. & Mackay, N. (2014). Dining atmospherics
and food and service quality as predictors of
customer satisfaction at sit-down restaurants.

OPUS Journal of Society Research

opusjournal.net

Premordia, I, & Gal, T. (2023). Food neophilics'
choice of an ethnic restaurant: The moderat-
ing role of authenticity. PloS one, 18(5),
e0281453. https://doi.org/10.1371/jour-
nal.pone.0281453

Ramadhani MD. & Sukawati TGR. (2021). The role
of customer satisfaction mediates the effect of
service quality and quality of the sho-
pee.co.id website on repurchase Intention.
AJHSSR, 5(2), 570-579

Surjit, K. (2019). Predictors of customer loyalty: A me-
diation analysis. RRIJM, 4(2), ISSN: 2455-3085
(Online)

Rightmove (2023). [Cevrim-i¢i: Richmond upon
Thames, sakinleri tarafindan yasanacak en
mutlu yer secildi- Rightmove Basin Merkezi].

Ryu, K., Lee, H. R. & Kim, W. G. (2012). The influence
of the quality of the physical environment,
food, and service on restaurant image, cus-
tomer perceived value, customer satisfaction,
and behavioral intentions. International Jour-
nal of Contemporary Hospitality Management,
24(2), 200-223.  hittps://doi.org/10.1108/-
09596111211206141

Sarigiil, S. & Ayyildiz, T. (2022). Restoranlarda al-
gilanan hizmet kalitesinin miisteri tatmini ve
tekrar ziyaret etme niyeti {izerine etkisi. Tiirk
Turizm Arastirmalart Dergisi, 6(3), 628-644.
https://doi.org/10.26677/TR1010.2022.1080

Sekaran, U. (2009). Research methods for business: A
skill-buliding approach.

Sahin, A. & Sen, S. (2017). Hizmet kalitesinin miisteri
memnuniyeti {izerine etkisi. Journal of Inter-
national Social Research, 10(52).
https://doi.org/10.17719/jisr.2017.1971

Sirin, M. E. & Aksu, M. (2016). Otel isletmelerinde
hizmet kalitesinin miisteri memnuniyeti,

tekrar satin alma ve tavsiye istegi {izerine
etkisi: Trabzon Ortahisar ornegi. Karabiik
Universitesi Sosyal Bilimler Enstitiisii
Dergisi, 6(2), 530-544.

Tabachnick, B.G. & Fidell, L.S. (2007). Using multivar-
iate statistics. Allyn & Bacon Publication.

Tan, Q., Oriade, A. & Fallon, P. (2014). Service quality
and customer satisfaction in Chinese fast
food sector: A proposal for CFFRSERV. Ad-
vances in Hospitality and Tourism Research,
2(1), 30-53.

Tavmergen, 1. P. (2002). Turizm sektériinde kalite yone-
timi. Seckin Yayincilik.

980


http://dx.doi.org/10.1016/j.ijhm.2008.10.008
http://dx.doi.org/10.1016/j.ijhm.2008.10.008
http://dx.doi.org/10.2307/23487421
https://doi.org/10.1080/1537-8020.2019.1686899
https://doi.org/10.1080/1537-8020.2019.1686899
http://dx.doi.org/10.5281/zenodo.1247542
https://doi.org/10.1016/j.jretconser.2016.09.008
https://doi.org/10.1016/j.jretconser.2016.09.008
https://psycnet.apa.org/doi/10.2307/3150499
http://dx.doi.org/10.1080/15528014.2017.1337390
http://dx.doi.org/10.1080/15528014.2017.1337390
https://doi.org/10.1371/journal.pone.0281453
https://doi.org/10.1371/journal.pone.0281453
http://dx.doi.org/10.1108/09596111211206141
http://dx.doi.org/10.1108/09596111211206141
https://doi.org/10.26677/TR1010.2022.1080
http://dx.doi.org/10.17719/jisr.2017.1971

The Effect of Ethnic Restaurant Visitors’ Service Quality Perception on
Repeat Purchase Intention and Customer Satisfaction: An Ethnic

Timur, B. (2015). Termal turizmde hizmet kalitesi, al-
Qilanan destinasyon imaji ve tekrar ziyaret niyeti

arasindaki  iligkilerin  incelenmesi  [Yiiksek
Lisans Tezi]. Eskisehir Osmangazi Universi-
tesi.

Trammell, J. & Terrell, G. (2017). A short history of rich-
mond. Arcadia Publishing.

Tripadvisor, (2024). [Cevrim-igi: https://www.tripad-
visor.com.tr/Restaurants-g11878701-  Rich-
mond Richmond upon Thames Greater-

London_ England.html]

Tsai, M. C., Shih, K. H. & Chen, J. C. (2007). A com-
parison of the service quality of fast food
chain franchises. International Journal of Ser-
vices and Standards, 3(2), 222-238.
https://doi.org/10.1504/1]SS.2007.012930

Tsai C.T., & Lu, PH. (2012) Authentic dining experi-
ences in ethnic theme restaurants. Interna-
tional Journal of Hospitality Management,
31(1), 304-306, https://doi.org/10.1016-
/j.ijhm.2011.04.010

Turgeon, L. & Pastinelli, M. (2002). Eat the world:
Postcolonial encounters in Quebec city’s eth-
nic restaurants. Journal of American Folklore,
115(456), 247-268. https://doi.org/10.1353/-
jaf.2002.0023

Ural, A. & Kilig, 1. (2005). Bilimsel arastirma siireci ve
SPSS ile veri analizi. Detay Yaymcilik.

Uygur Meydan, S. (2007). Turizm pazarlamasi. Nobel
Yayin Dagitim.

Uzerem, N. (1997). Hizmet kalitesinin yonetimi. Pa-
zarlama Diinyas: Dergisi, 11(63), 34-41.
Vanniarajan, T. & Gurunathan, P. (2009). Hizmet
kalitesi, miisteri memnuniyeti ve yeniden
satin alma niyetleri arasindaki baglantinin
degerlendirilmesi: Bir SEM uygulamasi. Asia

Pacific Business Review, 5(4), 108-118.

Vavra, T. G. (1999). Miisteri tatmini olciimlerinizi
gelistirmenin yollari. Kalder Yaynlar.

Wang, L., Cui, Y., Sun, J,, Liu, J., Wei, D. and Gu, C.
(2024). Determinants of consumer adoption
of multilingual self-service ordering systems
in fast food restaurants. Acta Psychologica 245
(2024) 104216. https://doi.org/10.1016/j.-
actpsy.2024.104216

Wiranto, I. & Husin, H. (2016). Relationship between
customer satisfaction and repurchase inten-
tion on Mcdonald’s Kuala Lumpur. BER-
JAYA Journal of Services & Management, 6, 70-
79.

OPUS Journal of Society Research

opusjournal.net

Restaurant Example

Yal¢inkaya, T. (2020). Yemek deneyimi hizmet kalitesi al-
gistmin miisteri memnuniyeti ve davramsgsal ni-
yetler iizerine etkisi: Canakkale ili Ornegi
[Yiiksek Lisans Tezi]. Nevsehir Haci Bektas
Veli Universitesi.

Yazicioglu, Y. & Erdogan, S. (2014). SPSS uygulamal:
bilimsel arastirma yontemleri. Detay Yaymncilik.

Yuliantoro, N., Hermawan, A. and Antonio, F. (2025).
More than just a meal: The hidden forces be-
hind ethnic restaurant revisits. African Journal
of Hospitality, Tourism and Leisure. 14(2). DOI
https://doi.org/10.-46222/ajhtl.19770720.621

Zeithaml, V. A, Berry, L. L., & Parasuraman, A.
(1996). The behavioral consequences of ser-
vice quality. Journal of Marketing, 60(2), 31-46.

981


http://dx.doi.org/10.1504/IJSS.2007.012930
https://doi.org/10.1016-/j.ijhm.2011.04.010
https://doi.org/10.1016-/j.ijhm.2011.04.010
http://dx.doi.org/10.1353/jaf.2002.0023
http://dx.doi.org/10.1353/jaf.2002.0023
https://doi.org/10.1016/j.-actpsy.2024.104216
https://doi.org/10.1016/j.-actpsy.2024.104216
https://doi.org/10.-46222/ajhtl.19770720.621

