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ABSTRACT 

The purpose of this study is to investigate the influence of DINESERV model on the 

level of customer satisfaction as the mediator on consumer re-patronage behavioural 

intentions in fast food restaurant industry. The study will focus on the undergraduate of 

UNIVERSITI UTARA MALAYSIA (UUM) in Kedah. Specifically, this study intends to 

identify the link between the dimensions that occur in the DINESERV model which 

include the service quality, food quality, and restaurant environment with the consumer 

re-patronage behavioural which mediated by customer satisfaction. A total of 400 sets of 

questionnaire were distributed to undergraduate respondents in UUM. The data was 

examined and analysed by using the ‘Statistical Package for Social Sciences’ SPSS 

version 22. A sample size of 377 respondents were collected which then analysed with 

descriptive analysis, validity analysis, reliability analysis, Pearson correlation analysis, 

multiple linear regression analysis, simple linear analysis, and hierarchical regression 

analysis approach. Collectively, the results showed that the service quality, food quality, 

and dining environment were able to influence on the level of customer satisfaction. 

However, individual analysis using the multiple regression analysis showed that the food 

quality has significant negative relationship with customer satisfaction. However, service 

quality and dining environment presented a positive relationship with customer 

satisfaction by using the multiple regression analysis. In addition, in this study, customer 

satisfaction was tested as the mediating variable. Customer satisfaction nowadays plays 

an important role in success of every business venture whether for a product or a service. 

This applied the Baron and Kenny (1986) hierarchical regression analysis in examining 

the mediation in this study which is customer satisfaction. The findings of this research 

showed that the customer satisfaction is full mediator of the relationship between service 

quality, food quality and consumer re-patronize behavioural but customer satisfaction 

become the partial mediating role in the relationship between dining environment and 

consumer re-patronage behavioural.  

Keywords: fast food, service quality, food quality, restaurant dining environment, 

customer satisfaction, consumer re-patronage behavioural 
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ABSTRAK 

 

Tujuan kajian ini adalah untuk mengkaji pengaruh model DINESERV kepada tahap 

kepuasan pelanggan sebagai pengantara pada pengguna semula naungan niat tingkah laku 

dalam industri makanan segera restoran. Kajian ini akan memberi tumpuan kepada 

mahasiswa Universiti Utara Malaysia (UUM) di Kedah. Secara khusus, kajian ini 

bertujuan untuk mengenal pasti hubungan antara dimensi berlaku dalam model 

DINESERV termasuk kualiti perkhidmatan, kualiti makanan, dan persekitaran restoran 

dengan pengguna semula naungan-tingkah laku yang diselesaikan oleh kepuasan 

pelanggan. Terdapat 400 set soal selidik telah diedarkan kepada responden yang terdiri 

daripada latar belakang sarjana muda di UUM. Data yang telah diperiksa dan dianalisis 

dengan menggunakan 'Pakej Statistik untuk Sains Sosial' SPSS versi 22. Menurut sampel 

377 responden, yang menganalisis dengan analisis deskriptif, analisis kesahihan, 

kebolehpercayaan analisis, analisis korelasi Pearson, analisis regresi linear, mudah 

analisis linear, dan hierarki pendekatan analisis regresi. Secara kolektif, keputusan 

dibentangkan bahawa kualiti perkhidmatan, kualiti makanan, dan persekitaran tempat 

makan boleh mempengaruhi kepada tahap kepuasan pelanggan. Walau bagaimanapun, 

jika menganalisis yang menggunakan analisis regresi berganda secara individu telah 

menunjukkan kualiti makanan yang mempunyai hubungan yang signifikan yang negatif 

dengan kepuasan pelanggan. Lain yang daripada, iaitu kualiti perkhidmatan dan 

persekitaran tempat makan membentangkan hubungan positif dengan kepuasan 

pelanggan dengan menggunakan analisis regresi berganda. Di samping itu, dalam kajian 

ini, ia akan menguji pembolehubah pengantara yang merupakan kepuasan pelanggan. 

Kepuasan pelanggan pada masa kini memainkan peranan yang penting dalam kejayaan 

setiap usaha perniagaan sama ada untuk sesuatu produk atau perkhidmatan. Kajian ini 

telah dilaksanakan analisis regresi hierarki yang diasaskan Baron dan Kenny (1986) 

untuk memeriksa pengantaraan dalam kajian ini iaitu kepuasan pelanggan. Dapatan 

kajian ini telah hadir bahawa kepuasan pelanggan adalah pengantara penuh hubungan 

antara kualiti perkhidmatan, kualiti makanan dan pengguna semula mengunjungi 

kepuasan tingkah laku tetapi pelanggan menjadi peranan perantara separa untuk 

hubungan antara persekitaran tempat makan dan pengguna semula naungan-tingkah laku 

. Akhir sekali, perbincangan dan cadangan daripada industri restoran makanan segera dan 

juga kajian akan datang juga telah dibincangkan. 

Kata kunci: makanan segera , kualiti perkhidmatan, kualiti makanan, persekitaran tempat 

makan restoran , kepuasan pelanggan , pengguna semula naungan - tingkah laku 

 

 

 



iv 
 

ACKNOWLEDGEMENTS 

Firstly, I must give much thanks to my God for being the author and finisher of my faith. 

My belief and trust on God enabled me to preserve during difficult times. Besides that, 

God will always become my clear guiding light and direction that leads me toward the 

correct way and protecting me as I travel along that way.  

Secondly, I would like to extend my thanks to my supervisor, Associate Professor Mr. 

Hoe Chee Hee for giving me unlimited amount of encouragement, professional support 

and for guiding me to complete my dissertation. 

Thirdly, I would like to express my sincere gratitude to my parents, Mr. Yap Boon Cheng 

and Madam. Tek Kooi Choo for their love, care and constant support, mentally and 

financially. Also, I would like to thanks my siblings, especially my elder sister and 

younger sister, Yap Pei Tian and Yap Pei Jing who gave me support and encouragements 

during difficult times. I love you all. 

Last but not least, my sincere appreciation and special thanks also goes to my friends and 

other lecturers in UUM who always gave great support throughout the duration this 

research. Hence, without their concern, encouragement, care, and sacrifice, it will be 

difficult for me to complete this research.  

 

 

 

 

 

 

 

 

 

 

 

 



v 
 

TABLE OF CONTENTS  

Tittle of Researches                                                                                                            

Page 

PERMISSION TO USE ................................................................................................... i  

ABSTRACT ..................................................................................................................... ii  

ABSTRAK ....................................................................................................................... iii 

ACKNOWLEDGEMENTS ........................................................................................... iv  

LIST OF TABLE ............................................................................................................. x  

LIST OF FIGURE ......................................................................................................... xii  

LIST OF ABBREVIATIONS ...................................................................................... xiii  

LIST OF APPENDICES .............................................................................................. xiv  

 

CHAPTER 1: INTRODUCTION ................................................................................... 1  

1.0 Chapter Introduction ........................................................................................ 1  

1.1 Background of the Study ................................................................................. 3  

1.1.1 Fast Food Industry in Malaysia ......................................................... 3 

1.1.2 Prospective Customers .................................................................... 10  

1.2 Problem Statement ......................................................................................... 15  

1.3 Research Objectives ....................................................................................... 25  

1.4 Research Questions ........................................................................................ 26  

1.5 Significance of the Study ............................................................................... 26  

1.6 Research Definition of Fast Food .................................................................. 27  

1.7 Summary ........................................................................................................ 28 

 

 



vi 
 

CHAPTER 2: LITERATURE REVIEW .................................................................... 29  

2.0 Chapter Introduction ...................................................................................... 29  

2.1 Independent Variables ................................................................................... 29  

2.1.1 Service Quality ................................................................................ 29  

2.1.2 Food Quality ................................................................................... 33  

2.1.3 Dining Environment ........................................................................ 37  

2.2 Dependent Variable ....................................................................................... 42  

2.2.1 Consumer Re-patronage Behaviour ................................................ 42  

2.3 Mediating Variable ........................................................................................ 46  

2.3.1 Customer Satisfaction ..................................................................... 46  

2.4 Review of Relevant Theoretical Model ......................................................... 49 

  2.4.1 Review of Relevant Theoretical Model 1 ……………….....…….. 49 

  2.4.2 Review of Relevant Theoretical Model 2 ……………………...… 50 

2.5 Research Framework ……………………………………...……………….. 52 

2.6 Hypotheses Development ………………………………………………….. 53 

  2.6.1 Service Quality and Customer Satisfaction ………………........… 53 

2.6.2 Food Quality and Customer Satisfaction ……………………….... 54 

2.6.3 Dining Environment and Customer Satisfaction ………………… 55 

2.6.4 Customer Satisfaction and Consumer Re-patronage Behavioural .. 56 

2.6.5 Service Quality, Food Quality, Dining Environment and consumer 

behavioural which mediated by customer satisfaction ………….……... 57 

 2.7 Summary ……...……………………………………………………………. 59 

 

 

 



vii 
 

CHAPTER 3: METHODOLOGY ............................................................................... 60  

3.0 Chapter Introduction ...................................................................................... 60  

3.1 Research Design ............................................................................................. 60 

3.2 Population and Sampling Design ................................................................... 61  

3.2.1 Target Population ............................................................................ 63  

3.2.2 Sampling Frame and Sampling Size ............................................... 64  

3.2.3 Sampling Technique ....................................................................... 64  

3.3 Source of Data Collection .............................................................................. 65  

3.3.1 Primary Source ................................................................................ 66  

3.3.2 Secondary Source ............................................................................ 66  

3.4 Measurement of Instruments .......................................................................... 67 

3.4.1 Questionnaire Design ...................................................................... 67 

3.5 Pre-Test and Pilot Test ................................................................................... 70  

3.6 Measurement of Variables ............................................................................. 72  

3.7 Data Collection Methods ............................................................................... 75  

3.8 Data Analysis Procedures .............................................................................. 76  

3.8.1 Descriptive Analysis ....................................................................... 76 

3.8.2 Validity Analysis ............................................................................ 77  

3.8.3 Reliability Analysis ......................................................................... 78  

3.8.4 Pearson Correlation Analysis .......................................................... 78  

3.8.5 Multiple Linear Regression Analysis .............................................. 79  

3.8.6 Simple Linear Regression Analysis ................................................ 80 

3.9 Technique of Data Analysis ........................................................................... 80  

3.10 Summary ...................................................................................................... 82 

 



viii 
 

CHAPTER 4: DATA ANALYSIS AND FINDINGS .................................................. 83  

4.0 Chapter Introduction ...................................................................................... 83  

4.1 Response Rate ................................................................................................ 84 

4.2 Demographic Profile of Respondents ............................................................ 84  

4.3 General Information of Respondents ............................................................. 88  

4.4 Descriptive Analysis ...................................................................................... 94  

4.5 Validity Analysis ........................................................................................... 96  

4.6 Reliability Analysis ........................................................................................ 97  

4.7 Pearson Correlation Analysis ....................................................................... 100 

4.8 Multiple Regression Analysis ...................................................................... 102  

4.8.1 Hypothesis 1 .................................................................................. 105  

4.8.2 Hypothesis 2 .................................................................................. 105  

4.8.3 Hypothesis 3 .................................................................................. 106  

4.9 Simple Linear Regression Analysis ............................................................. 106  

4.9.1 Hypothesis 4 .................................................................................. 108  

4.10 Mediating Variable .................................................................................... 109 

4.10.1 Test of Mediation (Hierarchical Regression Analysis) ............... 110  

4.10.2 Hypothesis 5 ................................................................................ 110  

4.11 Summary of the Findings ........................................................................... 118 

4.12 Summary .................................................................................................... 119 

 

CHAPTER 5: CONCLUSION AND DISSCUSION ................................................ 120  

5.0 Chapter Introduction .................................................................................... 120  

5.1 Recapitulation of the Study .......................................................................... 120 

 



ix 
 

5.2 Relationship between Service Quality and Customer Satisfaction .............. 121 

5.3 Relationship between Food Quality and Customer Satisfaction .……......... 122    

5.4 Relationship between Dining Environment and Customer Satisfaction ….. 124 

5.5 Relationship between Customer Satisfaction and Consumer Re-Patronage 

Behavioural ...……………………………………..…………..………………. 125 

5.6 Relationship between Service Quality, Food Quality, Dining Environment and  

Consumer Re-Patronage Behavioural mediated by Customer Satisfaction ..…. 126 

5.7 Research Implications .................................................................................. 128  

5.7.1 Managerial Implications ............................................................... 128  

5.8 Recommendations from the Research ………………….……………….... 131  

5.9 Limitations of the Research ......................................................................... 134  

5.10 Suggestions for Future Research ............................................................... 136  

5.11 Summary .................................................................................................... 138  

 

REFERENCE ............................................................................................................... 140 

 

 

 

 

 

 

 

 

 

 



x 
 

LIST OF TABLES 

 

Table No.  

Table 1.1 

Table 1.2 

Table 1.3 

Table 2.1 

Table 3.1 

Table 3.2 

Table 3.3  

Table 3.4 

Table 3.5 

Table 3.6 

Table 4.1 

Table 4.2 

Table 4.3 

Table 4.4 

Table 4.5 

Table 4.6 

Table 4.7 

 

 

 

 

Title of Tables  

Total Outlets of Fast Food Restaurants in Malaysia  

Reasons to Patronize of Fast Food Restaurants 

Summary of Fast Food Restaurants in Changloon, Kedah 

Components of the Physical Environment 

Summary of the Questionnaires 

Cronbach’s Alpha Values for Reliability of the Variables 

Likert Scales 

Item measures 

The Coefficient Scale and Relationship Strength of Correlation 

Summary of Data Analysis Technique 

Summary of Response Rate 

Gender of Respondents  

Aged of Respondents 

Ethnic Group 

Academic Colleges of Respondents 

Monthly Income of Respondents  

Favourite Fast Food Outlets  

 

 

 

 

Page  

8 

14 

16 

41 

70 

71 

72 

74 

79 

81 

84 

85 

85 

86 

87 

87 

88 

 

 

 

 



xi 
 

Table 4.8 

Table 4.9 

Table 4.10 

Table 4.11 

Table 4.12 

Table 4.13 

Table 4.14 

Table 4.15 

Table 4.16 

Table 4.17 

Table 4.18 

Table 4.19 

Table 4.20 

Table 4.21 

Table 4.22 

Table 4.23 

Table 4.24                  

Table 4.25 

Table 4.26 

Table 4.27 

The Frequent Visit Fast Food Restaurant Rate of Respondents 

The Preferences of Respondents go with Family, Friend or Alone  

The Monthly Expenses of respondents at Fast Food Restaurants 

The Product Price Rates of Fast Food Restaurants after GST 

The Reason of Respondents Visit the Fast Food Restaurant 

Summary of Descriptive Analysis 

Cronbach’s Alpha Value Internal Consistency 

Summary of Reliability Analysis 

Summary of Pearson Correlation Analysis 

Model Summary of IV to MV       

Summary of ANOVA 
a
 (IV to MV)      

Summary of Coefficients
 a  

(IV to MV) 

Model Summary of MV to DV 

Summary of ANOVA 
a
 (MV to DV)       

Summary of Coefficients
 a  

(MV to DV)
  

Summary of Coefficients
 a  

(IV to DV)
  

Regression results between SQ, CS and CRB 

Regression results between FQ, CS and CRB 

Regression results between DE, CS and CRB 

Summary of All Hypotheses 

89 

90 

91 

92 

93 

94 

98 

98 

100 

103 

104 

104 

106 

107 

108 

110 

111 

113 

116 

118 

 

 

 

 

 



xii 
 

LIST OF FIGURES 

 

Figure No.  

Figure 1.1 

Figure 1.2 

Figure 1.3 

Figure 1.4 

Figure 1.5 

Figure 2.1 

Figure 2.2  

Figure 2.3 

Figure 3.1 

Figure 4.1 

Figure 4.2 

Figure 4.3 

Figure 4.4 

Title of Figures  

Average monthly household expenditure Malaysia, 93/94-09/10 

Malaysian Household expenditure in 2010  

Eating Out or At home 

The student monthly expenditure 

Summary of Malaysia Consumer Spending 

Review of Relevant Theoretical Model 1 

Review of Relevant Theoretical Model 2 

Research framework model  

The information of Northern University of Malaysia 

Path Diagram for Mediator 

Path Analysis of Mediation Effect CS of SQ and CRB 

Path Analysis of Mediation Effect CS of FQ and CRB 

Path Analysis of Mediation Effect CS of DE and CRB 

Page  

6 

6 

11 

13 

19 

49 

50 

52 

63 

109 

112 

114 

116 

 

 

 

 

 

 

 

 

 



xiii 
 

LIST OF ABBREVIATIONS 

 

CRB       Consumer Re-patronage Behavioural 

CS       Customer Satisfaction 

DE       Dining Environment 

DINESCAPE      Restaurant Dining Scape Model 

DINESERV      Restaurant Dining Services Model 

DV       Dependent Variable  

FQ       Food Quality 

GDP       Gross Domestic Product 

GST       Good and Services Tax 

IV       Independent Variable  

KFC       Kentucky Fried Chicken 

KMO       Kaiser-Meyer Olkin 

MV       Mediating Variable  

PCA       Principle Component Analysis  

SERVQUAL      Services Quality Dimension 

SPSS       Statistical Package for Society 

Science 

SQ       Services Quality 

TANGSERV      Tangibility Services Dimension 

UUM       UNIVERSITI UTARA MALAYSIA 

 

 

 



xiv 
 

LIST OF APPENDICES 

 

Appendix No.  

Appendix 1 

Appendix 2 

Appendix 3 

Appendix 4 

Appendix 5 

Appendix 6 

Appendix 7 

Appendix 8 

Appendix 9  

Title of Appendices  

Survey Questionnaire 

SPSS Output of Pilot Test  

SPSS Output of Demographic Profile & General Information 

SPSS Output of Descriptive Analysis 

SPSS Output of Validity Analysis 

SPSS Output of Reliability Analysis 

SPSS Output of Pearson Correlation Analysis 

SPSS Output of Multiple Linear Regression Analysis  

SPSS Output of Simple Linear Regression Analysis 

 

Page  

153 

160 

163 

174 

175 

176 

179 

180 

181 

 

 

 

 

 

 

 

 

 

 

 

 



1 
 

CHAPTER 1 

INTRODUCTION 

 

1.0 Chapter Introduction 

This chapter consists of topics such as the background of the study, problem statement, 

research objectives, research questions, hypotheses of the study, significance of the study, 

scope of the study and conclusion. Firstly, the study will start with background of study, 

problem statement and then goes through objectives in order to give a basic 

understanding and clear about overall of study. Then, the research questions will be 

provided to inquiries and arguments which needed for further investigation. In addition, 

the hypothesis of this study will be constructed from the proposed conceptual framework 

model. Next, the part of Significance study will be describes the importance of the study. 

The scope of the study will be stated coverage scope of this study. Lastly, the definition 

of key term will be outlined and ended with the conclusion. 

 

Many people believe that fast food relates to the European and American lifestyle. 

Today, there are several types of fast food restaurants in Malaysia such as the Kentucky 

Fried Chicken (KFC), McDonalds, Pizza Hut, Subway, Marry Brown, and so on. Fast 

food restaurants normally are applying the franchised business model. Therefore, 

franchising defined which one of contractual agreement existing between franchisor and 

franchisee. So the franchisee to be allowed to operate the retail outlet where by using the 

system and format developed and supported by the franchisor.  



The contents of 

the thesis is for 

internal user 

only 
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