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Aim: The aim of this research is to investigate factors which influence customer satisfaction 

in Asian restaurants.  

Method: Qualitative method and quantitative are used in this research. The data collected 

from both questionnaires and semi-structured interviews.  

Result and Conclusions: The research concludes that food quality and service quality are 

important factors of customer satisfaction towards Asian restaurants in Gävle. Meanwhile, 

environmental factors, the price of food and the authenticity of food also affect satisfaction 

of the Asian restaurant customers. 

Suggestions for future research: Future research could expand the diversity of samples to 

get a broader perspective of Customer satisfaction, or based on our research framework, a 

narrowed perspective of only one type of restaurant would be studied in the future. 

Contribution of the thesis: This thesis provides a new idea of studying customer 

satisfaction. Moreover, the research developed a model of customer satisfaction in the 

restaurant industry. 
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1.  Introduction 

In this chapter, we present an overview of our research study. The Popularity of Asian food in 

the world and the current situation of Swedish catering industry have been present in the 

background part. Furthermore, we show the motivation of our study. Then, the purpose and 

research question of this study is described. In the end, we mention the disposition.   

  

1.1   Background 

1.1.1. Asian food in the world 

Because of world multi-polarization and globalization, today customers have more options of 

foods (George, 2000). More and more customers would like to choose traditional Asian food 

because of increasing cognitions of global culture exchange in Asian restaurants (Le, 2015). The 

data calculated by National Restaurant Association indicates the proportion of Asian restaurants 

increased rapidly from 2008 in oversea markets (Le, 2015). Asian food took over more oversea 

markets rely on self-potential capabilities to achieve increasing share of capitals. As Le (2015) 

mentioned that, the reason that Asian food becomes popular is the increasing Asian immigrants. 

As well as the globalization of the catering promote the development of Asian food. The Asian 

immigrants prefer choosing the familiar restaurant since they can feel the flavor of hometown in 

memory. On the other hand, the local people would like to try some new foods. Chinese food 

had become the most popular ethnic cuisine in oversea markets since 1980 (Chen, 2014). The 

same growing demand appeared to other kinds of Asian foods, for instance, Japanese, Thai and 

Korean foods (Ha and Jang, 2010). To expand the market, the increasing numbers of Asian 

restaurants try to modify and design the menus with more western palates (Le, 2015). As Liu 

and Jang (2009) mention, due to an increased familiarity with ethnic foods, customers' attitudes 

toward ethnic cuisine changed through growing cognitions. In order to fulfill customer demand, 

the factors that might influence customer’s satisfactions need to be considered by restaurants. 
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1.1.2. Swedish catering industry 

According to the data from the Fox Research AB (2010), catering in Sweden shared 30% of the 

food market in recent years. It can be seen that catering is in the positive trend in the near future. 

As showed in 2013 (Statistiska Centralbyrån), the sales of food and beverages increased 3.4%, 

which is an increase of 8 billion SEK compared with 2012. 

 Among catering industry, restaurants are becoming important. It is predicted that approximately 

30% of private consumption of food products will be absorbed by catering industry (Fox 

Research AB, 2010). It means more opportunities are showed in the catering market. 

 France and Germany influence the flavors of Swedish foods for hundreds of years (Naess, 

2015). Moreover, after the World War II, Swedish are influenced by food-culture from America. 

Then during 80s, Italy and Japan influenced the flavors of Swedish foods a lot. After that, during 

90s, Asian foods are welcomed by Swedish (Naess, 2015). 

Towards ethnic foods, there are much fast food restaurants serving kebab, sushi, etc. as well as 

the relatively large restaurants offering pizza, Chinese buffet, etc. in Sweden (Fox Research AB, 

2010). As the development of Asian restaurants in other areas, an increasing number of new 

restaurants access the market of Sweden. There are about 20-25% of restaurants in Stockholm 

providing ethnic foods (Hedberg, 2014). Meanwhile, an increasing number of leading chefs in 

Nordic are looking for inspiration by from East in order to promote the food (Hedberg, 2014). In 

Sweden, many top restaurants are influenced by Asian food. Such as the Frantzén or Oaxen 

Krog the fine dining Esperanto are successful examples that mix the food culture of Sweden and 

Japan. Moreover, the Nook, which is very popular in Stockholm, innovated Swedish-Korean 

cuisine as the new product. Sweden is one of the most welcomed countries in the world, which 

owns multicultural background; it can be seen as an advantage of food innovation. 

1.1.3. Customer satisfaction 

According to Saad Andaleeb and Conway (2006), customer satisfaction is essential in marketing. 

Namely, the ability to make customer satisfied is necessary. For example, the dissatisfied 

customers would complain to the service provider. If service providers do not properly solve 

dissatisfaction of customers, the serious consequences would occur. Especially some extremely 
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dissatisfied customers might produce the negative word-of-mouth (Saad Andaleeb and Conway, 

2006). With the negative word-of-mouth, the potential customers would be away from a specific 

service provider (Saad Andaleeb and Conway, 2006). Oliver (2010) define customer satisfaction 

as a fulfillment response of customers. Customer satisfaction is a judgment of the overall level 

of satisfaction with product or service experience (Oliver, 2010).According to McDougall and 

Levesque (2000), the primary goal for most service provider is to achieve customer satisfaction 

because customer satisfaction can lead to improved profit, positive word-of-mouth even the 

lower marketing cost. 

The expectancy-disconfirmation theory is a popular way to evaluate customer satisfaction 

(McDougall and Levesque, 2000). The expectancy-disconfirmation theory state that customer 

build up judgments by the comparison between initial expectation and the actual performance 

customer received (Oliver, 1977, 1980). Also, the three-factor theory can access customer 

satisfaction (Füller & Matzler, 2008). Three factors influencing customer satisfaction can be 

distinguished into three categories: basic factors, excitement factors and performance factors 

(Matzler & Sauerwein, 2002). Basic factors are minimum requirements of customers (Füller & 

Matzler, 2008). Customers’ dissatisfaction would occur if basic factors are not fulfilled. 

However, basic factors do not lead to customer satisfaction (Füller & Matzler, 2008). 

Excitement factors can increase customer satisfaction if they are fulfilled. Moreover, when 

excitement factors are not fulfilled, customer dissatisfaction would not occur. Namely, 

excitement factors are like a surprise for customers. The performance factor is a direct reflection 

of perceived performance (Matzler & Sauerwein, 2002). Performance is high leading to 

customer satisfaction while performance is low leading to customer dissatisfaction (Matzler & 

Sauerwein, 2002).  

 

1.2. Motivation 

Due to the popular Asian food and Asian restaurant growing in Sweden, the motivation of the 

study is to understand the customer perception and attitudes of Asian restaurants in Sweden. The 

capabilities of customer consumption in restaurants seem to be saturated in many existed 

markets from 15 years ago (Jang, Ha and Silkes, 2009). However, by searching the database of 
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Gävle University, there are little research on the customer perception and attitudes of Asian 

restaurants in Sweden. The successful way of Asian restaurant adaptation in the Swedish market 

is to adjust marketing strategy.  

According to the observation in five restaurants (two Japanese restaurants, two Chinese 

restaurants, and one Thai restaurant), some of them have changed the food taste to be more 

appropriate for the local people. Because the target customer is the local people, these Asian 

restaurants have to change the marketing strategy to adapt the market.  

There are less adaptive researches of improve Asian restaurant marketing strategy to adapt 

customer demand in Sweden. Facing competition from other ethnic food restaurants and 

complex customers, Asian restaurants need to understand the perception of the customers.  

 

1.3. Purpose and Research Questions 

According to Liu and Jang (2009), the perceived quality of customers for a restaurant includes 

the food quality, service quality, and atmospheric quality. This study is based on the connection 

between perceived quality and customer satisfaction. The overall objective of this study is to 

identify the key factors affecting customers’ satisfaction in Asian restaurants.  

More specifically, the purpose of this study is to explore and analyze the factors that influence 

the satisfaction of Swedish customers towards Asian restaurants. Thus, these two research 

questions are conducted: 

l What is the perception of Swedish customers regarding Asian restaurants? 

l What factors affect the customers’ satisfaction towards Asian restaurants?  

 

1.4. Disposition 

The following sections of our work consist of the introduction, theoretical framework, 

methodology, empirical study, analysis and discussion, conclusion. It is shown in figure 1.4.1. 
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Figure 1.4.1, Disposition of our study 

 

Source: Own construction 

To understand better this study, an overall framework is presented in Figure1.4.1.  After the 

introduction part, the theoretical framework is presented; the relevant theories to this study are 

chosen from extant research. All of the theories are related to customer satisfaction. In the 

methodology section, the research method of this study is described. After that, an empirical 

study that shows the data and information from the respondents is presented. Moreover, the 

discussion section will be present. The empirical data and relevant theories of this study are 

combined to analyze and find out the outcome. At last, authors conclude this study as well as 

answer the research questions and put forward the suggestion for the future study. 

Methodology 

Discuss research method 

Empirical study 

Present the data from questionnaire and interview 

Discussion 

Combination of empirical data and relevant theories 

Conclusion 

Conclude this study Put forward suggestion 
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2. Theoretical Framework 

A theoretical framework for this study is presented in this section. Customer satisfaction as the 

core concept is presented firstly. The connections between customer satisfaction and the factors 

that influence customer satisfaction are built up. These four factors that influence customer 

satisfaction is respectively described. The last, a conceptual framework is presented. 

2.1. Customer satisfaction  

Customer satisfaction has occupied a significant position in marketing, which has been seen as 

one of the best-studied area in the meriting literature (Liu & Jang, 2009). Customer satisfaction 

is a direct response to the consumption (Munusamy & Chelliah, 2011). Once the customer feels 

satisfaction for consumption, the long-term relationship between the customer and organization 

might be generated (Munusamy & Chelliah, 2011). The customer satisfaction plays an important 

role in achieving the organizational goal. According to Hussain, Al Nasser & Hussain (2015), 

more organizations find retaining the current customer is more important than attracting new 

customers. Thus, many organizations attempt to keep the customers for the survival of the 

business in the intense competition (Munusamy & Chelliah, 2011). 

Liu & Jang (2009) state that there are many researchers having explained the concept of 

customer satisfaction with the different theories, such as the expectancy-disconfirmation theory, 

the three-factor theory. Moreover, the expectancy-disconfirmation theory is the most accepted 

widely (Liu & Jang, 2009). According to Reisig and Stroshine Chandek (2001), there is a four-

stage process in expectancy disconfirmation theory. First, the customers formulate expectations 

towards a product (Reisig and Stroshine Chandek, 2001). Namely, a customer might imagine 

what the performance would be based on the customer’s knowledge regarding a product. On the 

other hand, expectations might be more normative in fact as well as the thought of as what 

customers deem performance should be (Reisig and Stroshine Chandek, 2001, Oliver, 

1980).Second, customers make specific view towards the performance of that product. Third, a 

comparison between the specific view of customers and customers’ initial expectations would 

occur. At last, a determination of customers towards the product would occur.  According to 

Oliver (1977, 1980), the judgments of the customer satisfaction are the consequence of 

comparisons between the expectations and perceived performance. When the perceived 



7 
 

performance is over the expectation, then the customer would be satisfied. In turn, if the 

perceived performance were less than the expectation, the customer would not be satisfied. 

Namely, customers might judge the performance of the product to be better or worse, or equal to 

what customers expected. The higher match between the customers’ perceptions towards the 

product and the initial expectation lead to the more satisfaction (Oliver, 1980). Thus, the 

perceived performance has been seen as an attribute of measuring satisfaction. 

The three-factor theory that is commonly used includes the basic factors, the excitement factors, 

and performance factors (Matzler & Sauerwein, 2002; Füller & Matzler, 2008). The basic 

factors refer to the minimum requirements of customers (Matzler & Sauerwein, 2002). If the 

minimum requirements are not met, the customer will be dissatisfied (Matzler & Sauerwein, 

2002). However, when the minimum requirements are fulfilled or exceeded, the customer will 

not be satisfied. The excitement factor refers to the factor that can increase customer satisfaction 

(Matzler & Sauerwein, 2002). If the excitement factor were fulfilled, the customer satisfaction 

would occur. On the contrast, the dissatisfaction would not occur if the excitement factor were 

not met. This implies that the excitement factor has a positive impact on the satisfaction. The 

performance factor is a direct reflection of perceived performance (Matzler & Sauerwein, 2002). 

The high performance can lead to satisfaction while the low performance leads to dissatisfaction. 

The three-factor theory has been tested and verified by empirical studies (Liu and Jang, 2009). 

Thus, this theory can offer us an additional point to understand the influence of restaurant factors 

on customer satisfaction. According to Füller and Matzler (2008), basic factors have been 

regarded as the most fundamental condition for satisfaction, implying that customer think they 

should be deserved. Performance factors are a key competitive section. Simultaneously, 

performance factors have a direct impact on the needs and desires of the customers. Moreover, 

the excitement factors have been regarded as a surprise to customers, signifying that this surprise 

can produce additional happiness. 
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2.2. Factors influencing customer satisfaction in food industry 

According to Ariffin and Maghzi (2012), the hospitality service includes a rational mixture of 

three factors; they are the quality of the product, the staffs’ attitude and behavior, and the 

environment. Berry, Carbone and Haeckel (2002) state three factors: functional factor, mechanic 

factor and the human factor. The functional factor refers to the quality of service. The mechanic 

factor refers to elements in the service environment except the human element. The human 

factor refers to the service staffs’ behavior. According to these notions, the basic factors of the 

restaurant can be regarded as the food, service, and environment. Based on the extant literature 

review of catering satisfaction, these three basic factors are considered to directly or indirectly 

influence the customer satisfaction. 

2.2.1. Food quality 

Certainly, the core product of the restaurant is the food, which plays a significant role in the 

restaurant (Liu and Jang, 2009). Generally, food quality has been regarded as a main element 

that impact on the customer satisfaction. Numerous empirical studies have investigated the 

significance of food quality in the restaurant industry. According to Sulek and Hensley (2004), 

food quality is the most important element that have a positive impact on the customer 

satisfaction and loyalty among the physical setting, service. Namely, food quality is the most 

significant factor towards customer satisfaction compared to other factors of the restaurant. 

MacLaurin and MacLaurin (2000) discuss nine attributes of the restaurant. Besides service 

quality, menu, environmental factor, and price, food quality have been considered as one of the 

important factors. Ryu and Han (2009), Mattila (2001) state that the food quality is the most 

influential forecast of customer loyalty when choosing a restaurant. Susskind and Chan (2000) 

address that food quality is a critical determinant for judging a restaurant from the perspective of 

the customer. Namkung and Jang (2007) explore the influence of food quality on customer 

satisfaction. They insist there be a positive connection between food quality and customer 

satisfaction. Ha and Jang (2010) claim that food quality is one of the key elements of the dining 

experience. Specifically, food quality has been regarded as the most significant factor of overall 

restaurant service quality. 
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Namkung and Jang (2007) claim that among the food introduction, taste and temperature have a 

significant influence on the customer satisfaction. Additional, the food safety is been regarded as 

an important element for appraising food quality. Even though evaluating the food-safety is not 

easy apparently, the customers do pay attention to uncooked food, food with strange taste or 

something strange in their dishes (Sulek and Hensley, 2004). Sulek and Hensley (2004) consider 

that food safety directly determine food quality. Therefore, when evaluating the food quality, the 

food safety might be as a most basic standard. 

2.2.2. Service quality 

According to the extant service literature, perceived service quality has been regarded as the 

determination of customer towards the overall restaurant service (Cronin, Brady and Hult, 2000; 

Caruana, 2002). Perceived service quality is a subjective judgment from the customer as well as 

an outcome from a comparison between the expectations and perceived performance. According 

to Caruana (2002), SERVQUAL is an apparatus, which is frequently used for surveying 

perceived service quality in the marketing field. SERVQUAL is made up of five elements; they 

are tangibles, reliability, responsiveness, assurance, and the empathy. The tangibles refer to the 

physical facilities and equipment as well as the appearance of staff. The reliability refers to the 

ability that can carry out the promised service reliably and exactly. The responsiveness refers to 

the willingness that provide help and service on time for customers. The assurance refers to the 

work capacity, such as the knowledge and politeness, and the ability that can stimulate trust and 

confidence. The empathy refers to that the companies offer the care and personalized attention to 

their customers. 

In the restaurant industry, the customers do not only judge the food quality but also the service 

occurs during the dining experience. Therefore, perceived service quality is regarded as another 

key element towards customer satisfaction (Liu and Jang, 2009). Kivela, Inbakaran and Reece 

(2000) put forward an integrated model for customer satisfaction towards dining and repeat 

customers. Kivela et al. (2000) release that the possibility of the repeat customer is depended 

upon customer satisfaction that is influenced by five elements. The five elements is the first and 

last impressions, service quality, environmental quality, food quality and whether customers feel 

comfortable for the dining experience. According to Ladhari, Brun and Morales (2008), the 

perceived service quality has an impact on customer satisfaction resulting from both the positive 
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and negative emotions. Additional, customer satisfaction can influence the recommendation and 

loyalty of customer and the willingness to purchase more. 

Yuksel and Yuksel (2003), Saad Andaleeb and Conway (2006) state that the service quality is 

even more important compared to food quality in dining satisfaction. Yuksel and Yuksel (2003) 

state that service quality plays the most significant role in customer satisfaction towards dining 

experience at the general market level, especially for the people are fond of novelty and healthy 

food. According to Saad Andaleeb and Conway (2006), product design, price, and service 

responsiveness are more related to the customer satisfaction than food quality. 

2.2.3. Environmental factors 

Atmospherics has been regarded as the quality of surrounding environment (Kotler, 1973). 

According to Kotler (1973), the atmospherics is an emotional impact on customers, which can 

increase the purchase probability of customers. Atmospherics consists of a set of factors, such as 

music, fragrance. Existing research portray that atmospherics strongly influence customers’ 

emotions, attitude as well as behavior (Ariffin, Bibon and Abdullah, 2012; Liu and Jang, 2009). 

Mehrabian and Russell (1974) first suggest a theoretical model to describe the influence of 

environmental stimulation on personal behavior. This model address physical environment has 

an impact on emotional reactions of people. Additional, mass empirical studies have verified this 

model (Chebat and Michon, 2003; Liu and Jang, 2009). According to Ryu and Jang (2007), 

environment and the action of staff have the most significant impact on the emotional reaction of 

customers, which in turn influence customer satisfaction towards dining. Namely, an active view 

towards atmospherics can generate more positive emotional element leading to a positive 

perception towards the restaurant. Ha and Jang (2010) state the physical environment can be as a 

basis to determine the quality of a restaurant. Namely, the environmental element has an 

important impact on the perception of customers towards restaurants’ quality. Wall and Berry 

(2007) define the impact of the physical environment towards customers’ inference of restaurant 

quality. They address that the physical environment impact on customers’ inference of restaurant 

quality since the environmental elements are the component of the dining experience. 

Even though atmospherics is important during the dining experience of customers, the physical 

environment can impact customers before experiencing restaurants (Ha and Jang, 2010). Mattila 
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and Wirtz (2001), Namasivayam and Mattila (2007) state that the environment elements act a 

role in establishing the pre-consumption emotion of customers before customers actually 

experience the service. Namely, atmospherics has a positive or negative impact on emotion. The 

customers’ emotion that is caused by the environmental elements further influences expectations 

of customers. Thus, the impact of the actual service quality and food quality might depend upon 

the mentation triggered by the atmospherics. 

2.2.4. Price and Authenticity 

According to Saad Andaleeb and Conway (2006), in addition, the three factors mentioned before 

(Food quality, Service quality, Atmospherics), whether the perceived price is fair have also been 

considered as another element, which can impact customer satisfaction. According to Bolton, 

Warlop and Alba (2003), perceived price fairness has been considered as whether the price of a 

product can be accepted by customers and whether customer think the price is reasonable. The 

perceived price fairness is based on the internal reference prices of customers. Additional, the 

last price paid, the price often paid as well as the market prices in the similar product all can 

influence the perceived price fairness. Kimes and Wirtz (2002) claim that if the price of a 

product is not reasonable according to the current market conditions, customers might consider 

the price is unfair. Furthermore, the principle of dual entitlements can describe perceived price 

fairness as well (Liu and Jang, 2009). According to Kimes and Wirtz (2002), the principle of 

dual entitlements assumes that companies have the right to determine a reasonable profit, as well 

as customers, have the right to choose a reasonable price. If the prices of products increase due 

to the increase in cost, it is considered to be fair. On the contrary, if the prices of products 

increase without any potential increase in cost, it is seen to be unfair. According to Bei and 

Chiao (2001), the perceived price fairness has a positive impact on customer satisfaction and 

loyalty. However, if the perceived price is considered to be unfair, then it can result to the 

negative impact on the emotional reaction of the customer, such as dissatisfaction and complaint 

of customers. 

According to Ebster and Guist (2005), authenticity has been defined as a factor that specifically 

influences the ethnic restaurants. Authenticity means that whether the cuisine and environmental 

elements exactly reflect the taste and culture of the ethnic restaurant. Namely, the environmental 

elements and food are not adjusted to satisfy local tastes. In addition, customers who are aware 
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of the culture and taste of the ethnic can determine whether the restaurants’ authenticity (Ebster 

and Guist, 2005). According to Wood and Lego Muñoz (2007), ethnic restaurants often take 

advantage of national art to generate a real experience of ethnic origin for customers compared 

to local restaurants. Ethnic restaurants, in general, propagate that they represent a specific since 

many owners of ethnic restaurants insist that customer judge the authenticity based on the 

culture (Ebster and Guist, 2005). Furthermore, the ethnic restaurants have been portrayed as the 

cultural ambassadors of the motherland as well as the dining experience in the ethnic restaurants 

has been described as food tourism. 

According to the literature review, this study investigates the perception of Swedish customers 

regarding Asian restaurant in terms of food-related factors, service-related factors, 

environmental-related factor and other factors (price and authenticity). Then to identity the 

restaurant attributes that influence the satisfaction of Swedish customers for the Asian restaurant. 
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2.2.5. Conceptual framework 

Figure 2.2.2. Factors affecting customer satisfaction 
 
 

 
 

 

 Source: own construction 

  

This section presents relevant literature about customer satisfaction, but there are no formal 

hypotheses offering. In figure 2.2.2, a conceptual framework that put forward customer 
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satisfaction and the relevant theories as well as the factors that influence the customer 

satisfaction is presented. The lines in Figure 2.2.2. represent the direct relationships, which have 

been established by authors based on the extant literature. 

This study analyses customer satisfaction based on the expectancy-disconfirmation theory and 

three-factor theory. The relevant theories explain what is customer satisfaction based on the 

existing literature. The expectancy-disconfirmation theory is the most accepted widely (Liu & 

Jang, 2009; Oliver, 1977, 1980).   When customers’ perceived performance is over the initial 

expectation of customers, they would be satisfied. On the contrast, when the perceived 

performance was less than initial expectation of customers, the customer would be dissatisfied 

(Reisig and Stroshine Chandek, 2001). The expectation refers to the imagination of customers 

towards the product or service. The perceived performance refers to the specific view towards 

the performance of product or service (Reisig and Stroshine Chandek, 2001).  Besides the 

expectancy-disconfirmation theory, the three-factor theory including the basic factor, excitement 

factor, and performance factor is also used (Matzler & Sauerwein, 2002; Füller & Matzler, 2008). 

Basic factor refers to the minimum requirements of customers (Matzler & Sauerwein, 2002). 

Excitement factors refer to a factor that can increase customer satisfaction (Matzler & Sauerwein, 

2002). The performance factor is a direct reflection of perceived performance (Matzler & 

Sauerwein, 2002). Namely, high perceived performance lead to satisfaction while the low 

perceived performance leads to dissatisfaction. According to expectancy-disconfirmation theory 

and three-factor theory, these theories help authors understand the reason why customers are 

satisfied and how to make the customer satisfied. The customer satisfaction is conceptualized as 

a core concept to work out what factors affect the customers’ satisfaction towards Asian 

restaurant. Besides that, this study need explore the factors influencing customer satisfaction. In 

the literature about customer satisfaction in food industry, four factors are considered to directly 

or indirectly the customer satisfaction (Ariffin and Maghzi, 2012; Berry et al., 2002; Saad 

Andaleeb and Conway, 2006; Ebster and Guist, 2005). Four factors are (a) food quality (b) 

service quality(c) environmental factors (d) other factors including the price and authenticity. 

According to extant literature, the food quality has been considered as the most significant factor 

of overall restaurant service quality (Liu and Jang, 2009; Sulek and Hensley, 2004; MacLaurin 

and MacLaurin, 2000; Ryu and Han, 2009, Mattila, 2001; Chan, 2000; Namkung and Jang, 2007; 
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Ha and Jang, 2010). Meanwhile, perceived service quality has been regarded as the factor that 

can influence customer satisfaction (Cronin et al., 2000; Caruana, 2002; Liu and Jang, 2009; 

Kivela et al., 2000; Yuksel and Yuksel, 2003; Saad Andaleeb and Conway, 2006). Moreover, 

atmospherics strongly influence customers’ emotions, attitude as well as behavior (Ariffin et al., 

2012; Liu and Jang, 2009). Furthermore, the perceived price fairness and authenticity has also 

been considered as the element that can influence the customer satisfaction (Conway, 2006; 

Ebster and Guist, 2005). Therefore, factors influencing customer satisfaction are analyzed by 

four aspects just shown in Figure 2.2.2. 

Briefly, this study identifies whether customers are satisfied based on the expectancy-

disconfirmation theory and three-factor. In the meantime, the factors influencing customer 

satisfaction are discussed by four aspects (Food quality, service quality, environmental factor, 

price and authenticity). The discussion conducts based on the conceptual framework to analyze 

factors influencing customer satisfaction. 
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3. Methodology 

In this chapter, a brief introduction about data and the way of collecting is shown below. 

Methods including questionnaires and interviews are presented and discussed. The reliability 

and validity of methodical approach are presented at last. 

3.1 Research design 

The study planned to use exploratory way to collect and analyze data. Exploratory research is 

primarily concerned with explore the research questions (Sandhusen, 2000). Although 

exploratory does not intend to offer final conclusive solutions to existing problems, it helps to 

better understanding the problem (Sandhusen, 2000). Due to this research is more about finding 

out the perception of customers and factors which affected customers ‘satisfaction, the collected 

data from our study would give guidance on the future instead of test hypothesis and provide 

conclusive answers(Creswell, 2013). According to Creswell (2013), there are three main 

research approaches: qualitative, quantitative, and mixed methods. Collis and Hussey (2009) 

suggested; it is better to use more than one method to collect data because it could help provide a 

richer explanation of the study. Thus mixed methods are used in this research that involves 

combining of qualitative and quantitative research (Creswell, 2013). It means the quantitative 

and qualitative data can be integrated together. As Creswell, (2013) states, the validity and 

reliability of the study can be checked with the other data while one database could help explain 

and build on the other database. 

 

3.2 Research Approach 

3.2.1 Quantitative methods 

Quantitative research method refers to collect numerical data. It is a predilection for natural 

science approach (Berg, 2001). Quantitative research data in a mathematically way. This kind of 

method can be well applied in looking for breadth, testing hypothesis and studying something 

quantitative (Muijs, 2010, p.6). Quantitative approach concentrates on quantitative facts and 

develop mathematical expressions to describe the existing problems (Anderson, Sweeney, 
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Williams, Camm and Cochran, 2012). The related analyze bases on the numeric data and 

qualitative data, and several mathematical methods are used (Anderson et al., 2012). The data of 

quantitative research is objective and rational, explorative and intuitive information are mixed by 

using quantitative approach (Ghauri and Grønhaug, 2010). Generally, a quantitative approach 

using in the business study is helpful for the stakeholders and the decision makers. It improves 

the likelihood of making an important contribution to the decision-making process (Anderson et 

al., 2012). As Anderson et.al. (2012) states, managers can have a better understanding and 

increase of the effectiveness of decision-making by the quantitative methodology. 

3.2.2 Qualitative methods 

Qualitative is defined as a research method of “empirical, methodologically controlled analysis 

of texts” within the “subjective interpretation” which attempts to “identify core consistencies 

and meanings”. (Hsieh and Shannon, 2005, p.1278; Patton, 2002, p.453). The general qualitative 

research methods include case studies, observation, interviews and questionnaires with open-

ended questions (Yamagata-Lynch, 2010, p.63). Qualitative research method often involves 

words and language and focuses on better understanding people, the social and cultural contexts 

within which people’s live. It helps record people’s views on the research problem and give 

them a “voice” (Ghauri and Grønhaug, 2010). If the research is mainly focusing on discovering 

investigating and understanding the phenomenon or individual experience and behavior, a 

qualitative approach is a suitable research method to understand respondent’s standpoint (Ghauri 

and Grønhaug, 2010).  

 

3.3 Data collection 

Both questionnaires and interviews would answer the research questions. In this study, 

questionnaires are emphasized to get the result. It is the dominant method of the study. Because 

questionnaire can be used in many different circumstances as well (Brace, 2004); it is more 

convenient to for us to get amounts of data. Interviews are used as an essential cofactor that 

ensure correctness and completeness. It helps examine and make sure the result form 

questionnaire are reliable and valid.  
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The expectancy-disconfirmation is used for interview questions designed and discussion section. 

The three-factor theory is used for questionnaires designed and discussion section. This study 

conduct with the combination of these two theories. 

Further, total questions are classified into four categories: food-related, service-related, 

environmental-related and other factors. Food-related factors are connected with following parts 

(Namkung and Jang, 2007; Sulek and Hensley, 2004): 

● Taste of food is what customer expect 

●  It is safe to eat food produced 

● Food fresh 

● The temperature of food is suitable 

● Food presentation well 

● Clearly introduction of food 

● Healthy options 

Based on literature review, our data mainly focused on several elements. According to Saad 

Andaleeb and Conway (2006), the service-related factors are made up of seven parts: 

● Staffs treat customers friendly and helpfully 

● Staffs are thoughtful and careful to customers 

● Staffs know the menu very well 

● Providing the service in time 

● Service is worthy depending and consistent 

● Staff serve accurate food as what customer ordered 

● Staff offer an exact check for customers 
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According to Ryu and Jang (2007), Kotler (1973), environmental-related factors consisted of a 

set of environmental elements, such as internal design, music, fragrance and staff outward as 

well as the cleanliness. George (2000) claims that price can measure if the price is fair. 

Additional, the authenticity can measure the authenticity of food and environment. 

There are five different restaurants chosen in Gävle to start the survey. They are respectively two 

Japanese restaurants, two Chinese restaurants, and one Thai restaurant. All respondents are 

randomly selected. The sample is divided into two types. One type includes 109 respondents to 

answer questionnaires. The other type of sample includes randomly selected four customers to 

attend our face-to-face interviews. The questionnaires are designed to include 27 close-ended 

questions. Moreover, the questionnaires mainly answered the main research questions, to find 

out the factors affected customers ‘satisfaction towards the Asian restaurant. We have obtained 

managers of restaurants permission. When the customers have finished taking orders and wait 

for food, one of us took responsibility to hand out the questionnaire and explained the aim of this 

study. Also, the interview is the semi-structured interview. The questions of interviews are 

related to the aim of the research and theoretical framework. Both the first research question that 

what is the perception of Swedish customers regarding Asian restaurant and the main research 

question would be explained in the interview. Each interview takes around half an hour. During 

the whole interview, the record is used to ensure no misunderstanding. 

3.3.1 Questionnaires 

According to Brace (2004, p.2), the questionnaire is a medium of communication between 

researcher and respondent. Questionnaires are one of the most convenient ways of gathering 

information and could be used to cover the wide range of people and the large geographical area 

(Robson, 2002). The questionnaire could be used to either gather quantitative or qualitative data 

(Robson, 2002). In this study, questionnaire are used to gather quantitative data about Asian 

restaurant customers. 

The data for this study was collected from five dining Asian restaurants in Gävle, Sweden. The 

questionnaires were handed out in each restaurant to customers who were waiting for checks 

after dinner. After got permissions, total 109 questionnaires were collected in five restaurants, 

and 107 were used for analysis. Approximately 20 questionnaires were received in each 
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restaurant. The totally 27 questions were made based on the literature review and the theoretical 

framework. Expect the first section of the questionnaires concerned respondent’s personal 

information, rest sections asked respondents to rate the importance of related factors when 

considering Asian restaurants. Moreover, these questions use the 7-point Likert-type scale to 

collect data (1 means not important at all, and 7 means extremely important). That means, if the 

score is higher than 4, the factor would be regarded as an important factor. After taking the result 

from Liu and Jang (2009) as a reference, this research questionnaires are designed to get the 

following information from respondents: 
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Table 3.4.1.1 Information from questionnaires 

Needed information Related Questions 

Personal information Q1 Gender 
Q2 Ethnicity 
Q3 dining companion 

Importance of food-related factors Q4 Food taste 
Q5 Food safety 
Q6 Food freshness 
Q8 Food temperature 
Q18 Variety of menu items 
Q22 Food Introduction 
Q23 Healthy option 

Importance of service related factors Q9 Serves food as ordered 
Q10 Quickly check in 
Q11 The reliable and consistent service 
Q12 Service in time 
Q14 Friendly and helpful employee 
Q15 Thoughtful and careful employee 
Q16 Staff’s familiarity of the menu 
Q19 Staff’s attire 

Importance of  atmosphere related factors Q7 Environmental Cleanliness 
Q20 Fragrance 
Q21 Room temperature 
Q25 Lighting 
Q26 Internal design 
Q27 Music 

Importance of price and authenticity Q13 Fair price 
Q17 Food authenticity 
Q24 The atmosphere authenticity 

 Source: Own construction 

3.3.2 Interviews 

There are two different kinds of interviews in business research. The first one is structured 

interview, and the second one is an unstructured interview (Ghauri and Grønhaug, 2010). The 

structured interview is a standard format of the interview. It is systematic and have a standard 

statistical method. However, the unstructured interview has no standard of respondents. The 
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respondent could have their own reactions and answers. The duty of interviewer is only to record 

responses from respondents (Ghauri and Grønhaug, 2010). Moreover, Semi-structured interview 

allows questions prepared in advance. However, such prepared questions need to be designed 

sufficiently opened (Wengraf, 2001). The interviews is like biographical narrative interviews 

and respondents illustrate rather well more general principles of semi-structure interviewing 

(Wengraf, 2001).  

The semi-structured and one to one interview are used in this study. Questions asking frequency, 

accompanies and “which factor is the most important, according to food-related, service-related, 

environmental-related, price and authenticity” are based on the three-factor theory. While 

questions asking why Asian restaurant was chosen and “which factors are affecting the 

customers’ satisfaction” are based on the expectancy-disconfirmation theory. Based on interview 

questions, the purpose of interviews is to ensure factors that affected and met customers’ 

expectation and their satisfaction.  

There are four interviewees who had chosen Asian restaurant for lunch or dinner. They are Miss 

Li, Mr. Nordmark, Miss Boschetto and Mr. Harouche. Firstly, while finishing questionnaires, we 

had two targets (Miss Li and Mr. Nordmark); one is Chinese, and one is Swedish. They are 

chosen in a Chinese restaurant. Then after doing done questionnaires, the other two interviews 

are had in one Japanese and one Thai restaurant. The interview was semi-structured, with open 

questions but according to nine main questions (attached in Appendix Interview questions). All 

interviews were recorded and took half an hour to be done. Here is a brief introduction of 

interviewees: Miss Li is a Chinese, who works in Gävle, Sweden. After graduation, she began to 

work in Gävle. She has been in Sweden for five years. The second interviewee is Swedish, Mr. 

Nordmark, who born in Uppsala and study in Gävle University, Sweden. He has been in Gävle 

for a year. Moreover, the third one is Miss Boschetto, her nationality is Italy. She is a 28-year-

old Caucasian woman. She works in Gävle for three months, and she will stay here for a half 

year. Moreover,the last respondent is Mr. Harouche. He lives in Sweden. He works in Gavle for 

two years. 
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3.4 Data organization and presentation  

The data into two parts in empirical study part. The first part showed the primary data from 

quantitative questionnaires. Moreover, the second part showed primary data from qualitative 

interviews. 

To reduce uncertainty and lead to more effective decision-making, statistics and research 

methods are necessary (Burns and Burns, 2008). Thus, all of the quantitative research data 

would be analyzed and supported by SPSS. First, the basic information of respondents for the 

quantitative study are introduced. Then, four related factors are analyzed by SPSS. To have more 

intuitive results, authors gathered same class of data together to get the average score from every 

questionnaire. For instance, in order to have mean score of “food related factors”, authors put 

question 4, 5, 6, 8, 18, 22 and 23 together and added all of scores, then divided them by the 

number of questions, seven. Thus, the average score would be showed. After that, the mean, 

median, minimum, maximum, std. Deviation are used to describe the data. Furthermore, analysis 

of variance is used to test if gender, nationality and dining comparison would affect the results. 

Below, the different methods in SPSS, which are used in the research, would be simple 

introduced. 

3.4.1 The meaning of the descriptive statistics 

There are three measures of the center of a distribution commonly used: mean, median and mode 

(Burns and Burns, 2008; Leech, Barrett and Morgan, 2005). In this research, mean and median 

are used. Moreover, mean is used in both “Basic information” section and four related factors 

section (Leech et al. 2005).  Mean refers to the arithmetic average. It considers all of the 

available information in computing the central tendency of the frequency distribution. To get 

mean, all scores would be added up and divided by the number of scores (Leech et al. 2005). 

The median is an assistant measure here to describe the data. It is better used than mean when 

the frequency distribution is skewed. It is the middle score and median was in the center of the 

data when the data followed from big to small (Leech et al. 2005, Pallant, 2013). Mean and 

Median are used to find the most important factor that affect customer satisfaction. Moreover, by 

checking all means, it is necessary to make sure they are within the ranges of expected. 
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The results of statistics would also show  include “minimum” and “maximum”; these 

respectively mean the lowest score and the highest score (Leech et al. 2005, Pallant, 2013). They 

also need to be checked. If the minimum is smaller, or the maximum is bigger than expected, it 

means there may be an error somewhere. And the importance of the single factors would be 

supporting by minimum and maximum (Leech et al. 2005, Pallant, 2013). For example, if the 

minimum scores of one factor is five which means every respondent give at least five scores to 

this factor, this factor would be seen as very important factor which may affect customer 

satisfaction a lot. Moreover, Standard Deviation (Std. Deviation) is a measure of the dispersion 

of a set of data from its mean (Leech et al. 2005). It is used to measure the confidence in 

statistics and is the most appropriate when describing normally distributed data. Here Std. The 

deviation is used to explain that the data became stable. 

3.4.2 Analysis of variance 

Analysis of variance (ANOVA) is used to examine the difference between two or more 

independent variable groups (Leech et al. 2005; Pallant, 2013). After descriptive statistics, 

ANOVA is used to explain if gender, nationality and dining companion would affect customer 

satisfaction. The significance (Sig.) in ANOVA is a key element (Leech et al. 2005). 

Significance levels of 5% are meaningful. If significance is less than 5%, it means there is a 

significant difference between independent variables. These independent variables with lower 

significance would influence the results of the study. If significance is equal or greater than 5%, 

it means all factors would not be affected a lot by independent variables (Leech et al. 2005). In 

this research, it means if significance less than 5%, the results of factors influencing customer 

satisfaction would be different within different gender, nationality or dining companion, 

otherwise the results would not change a lot because of different gender, nationality or dining 

companion. 

 

3.5 Reliability and Validity 

Reliability refers to that even if the study is repeated more than once; the results always are the 

same one (Bernard, 1988). By using an instrument to measure something more than once can 

guarantee the reliability of a research (Babbie, 2015). Reliability problems are most of the time 



25 
 

closely associated with a single observer that there is no certain guard against the impact of that 

observer’s subjectivity (Wilson, 2010).  

Thus, this study uses two different types of methods including a qualitative method and 

quantitative method. There are total 109 questionnaires from different respondents to ensure the 

quality of the quantitative study (two uncompleted questionnaires are excluded from the 

empirical study). Reliability and validity of the study are assured by both quantitative and 

qualitative methods.  

There are different forms of research validity by Cohen, Manion and Morrison (2003), criterion-

related validity, construct validity, internal validity, external validity, concurrent validity and 

face validity.  

This study designed questionnaires can be assessed as valid.  Each individual question focuses 

on specific and relevant aspects of Asian restaurants of every respondent’s mentality. The 

respondents are from five different restaurants that they can represent customers of Asian 

restaurants in Gävle. The collected data is in good quality that includes many questions about 

every aspect. Respondents from questionnaires have many choices in options.  

Moreover, interviews can be assessed as valid. There are three questions to ensure the personal 

information, and five questions focus on specific and relevant aspects of Asian restaurants of 

every respondent’s mentality. Moreover, there are also four interviewees from three different 

types of Asian restaurants to test and verify the results from questionnaires. The collected data is 

in good quality that includes both customer expectation and customer satisfaction. Because of 

semi-structured interviews, interviewees could provide opinions truly free. 
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4. Empirical study 

In empirical study chapter, two parts involved. One is the data from questionnaires. The other 
one is the four respondents from interviews. 

4.1. Questionnaire 

4.1.1 Respondents of questionnaires 

There were 54 female and 53 male respondents in this study (Table4.1.1.1). 51 respondents had 

their nationality in Sweden; 20 respondents belonged to other regions of European, 27 

respondents are Asian, and 9 are others. Furthermore, 11 respondents with no accompany, 26 

respondents have dining companion with family, 43 respondents eat with friends, 24 respondents 

eat with business colleagues, and three respondents answered “Others”. 

 Table 4.1.1.1 Respondents of questionnaires gender, nationality, and dining companion 

 

Source: Own construction 

4.1.2 Basic information 

SPSS organizes the data from questionnaires. All of the data are divided into five parts (see 

Table 3.4.1.1). In the first part, the survey asked for personal information (Q1 to Q3) including 

gender, nationality and dining companion (Table.1.1 is collected from this part). 

In the other four parts, the survey asked about the importance of four related factors. Question 4, 

5, 6, 8, 18, 22 and 23 respectively asked about the importance of food taste, food safety, and 

food freshness, and food temperature, variety of menu items, food introduction and healthy 

option. In every single survey sample, all scores from food related factors are added together and 

divided by 7 to get the average score for later convenient analyzing. 



27 
 

Question 9, 10, 11, 12, 14, 15 16 and 19 are service-related factors, asked for the importance of 

“Serve food as ordered”, “Quickly check in”, “The reliable and consistent service”, “Service in 

time ”,”Friendly and helpful employee”, “thoughtful and careful employee” , “staff familiarity of 

the menu” and “staff’s attire ”. The score of these answer is also processed to get the average 

score. 

Question 7, 20, 21, 25, 26 and 27 asked for how important the respondent feel of related 

atmosphere factors, including environmental cleanliness, fragrance, room temperature, lighting, 

internal design, and music. Similarly, all scores of these questions are handled to get an average 

score of environment-related factors. 

And remaining questions including importance of fair price (Q13), food authenticity (Q17) and 

the atmosphere authenticity (Q24) classified as a set of “price and authenticity” and the average 

score of these questions is also made for later analyzing. 

Table 4.1.2.1. showed the basic information of the questionnaires. “Mean” represents the 

average score for each average score from every four parts. “Median” is the number that 

separates the lowest- and highest-value halves of each average score from every four parts. 

Table 4.1.2.1 All Factors Which Affected Customer Satisfaction 

 

Descriptive 

statistics 

Price and 

authenticity 

Food-related 

factors 

Service-related 

factors 

Environment-

related factors 

Mean 5.1332 5.6328 5.5274 5.1417 

Median 5.2500 5.7143 5.5714 5.1667 

 

Source: Own construction 
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From the table, the maximum number of Mean is “food-related factors”, and the second one is 

service-related factors. (5.6328>5.5274>5.1417>5.1332). Even the maximum number of median 

of four types of factors is “Food-related factors”, 5.7143, followed by “Service-related factors” 

(5.5714), “Price and authenticity” (5.25) and “Environment-related factors” (5.1667). Thus, food 

related factors and service related factors affect customer satisfactions al lot. The results from 

Table 4.1.2 suggest restaurant need to be careful about food quality and service quality. 

4.1.3 Food Related Factors 

The survey included seven questions to find out that what factor affect customer’s satisfaction 

towards food related aspect. Question 4, 5, 6, 8, 18, 22 and 23 are summarized together in Table 

4.1.3.1. It reports the attribute importance scores. Minimum means the minimum score in total 

107 questionnaires. Maximum means the maximum score in complete 107 questionnaires. 

Moreover, “Std. Deviation” represents the level of dispersion within the dataset. From the table 

4.1.3, the minimum of food taste, food safety and food freshness scores are above 4. All of the 

attributes have a maximum score, 7. The average score of food taste, food safety and freshness 

are higher than 6. All of the food related factors have an average score above 5. From Table 

4.1.3.1, food taste, food safety, and food freshness have a higher mean than others. 

Table 4.1.3.1   Food Related Factors                         

Food related factors                                
  

Minimum Maximum Mean Std. Deviation 

Food taste 5.0 7.0 6.280 .8332 

Food safety 4.0 7.0 6.187 .8809 

Food freshness 4.0 7.0 6.084 1.0011 

Appropriate food 
temperature 

3.0 7.0 5.402 1.0448 

Variety of menu items 2.0 7.0 5.037 1.1321 

Food introduction 2.0 7.0 5.290 1.2515 

Healthy option 2.0 7.0 5.150 1.3304 

Source: Own construction 
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4.1.4 Service Related Factors 

In the perspective of service, question9, 10, 11,12,14,15 and 16 are combined in Table 4.1.4.1. 

According to data, the average score of service related factors from all 107 respondents are 

higher than 5. The maximum scores are all seven, but only the minimum score of “the served 

food as ordered” ”the quickly check in for customers” ”the reliable and consistent service” and 

“the service in time” are higher than 3. According to “Mean” showed in Table 4.1.4, the ranks of 

importance of service related factors are “the served food as ordered” > “the service in time” > 

“the quickly check in for customers” > “the reliable and consistent service” > “friendly and 

helpfully staff” > “the thoughtful and careful staff” > “staff knows the menu as well”. Thus, 

“service food as ordered” “quickly check in for customers” and “reliable and consistent service” 

got higher mean than other factors. 

Table 4.1.4.1 Service Related Factors 

Service Related Factors   Minimum Maximum Mean Std. Deviation 

Served food as ordered 3.0 7.0 5.794 .9590 

Quick check-in for customers 3.0 7.0 5.579 1.2134 

Reliable and consistent service 3.0 7.0 5.523 .9746 

Service in time 4.0 7.0 5.682 1.0242 

Friendly and helpful staff 1.0 7.0 5.402 1.1964 

Thoughtful and careful staff 1.0 7.0 5.383 1.2412 

Staff knows the menu well 2.0 7.0 5.327 1.1798 

Neat and well-dressed staff 2.0 7.0 5.037 1.0722 

Source: Own construction 
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4.1.5 Environmental Factors 

Based on environmental factors, question 7, 20, 21, 25, 26 and 27 are combined in Table 4.1.5.1 

Table 4.1.5.1 Environmental Factors 

 

Environmental factors   Minimum Maximum Mean Std. Deviation 

Environmental Cleanliness 3.0 7.0 5.991 1.0684 

Fragrance 2.0 7.0 4.953 1.1359 

Suitable room temperature 2.0 7.0 5.280 1.1720 

Lighting 2.0 7.0 4.860 1.3278 

Internal design 2.0 7.0 4.963 1.2126 

Music 2.0 7.0 4.804 1.3207 

 

Source: Own construction 

From the Table 4.1.5, “the environmental cleanliness” is more significant for respondents than 

others (the minimum score of it is higher than others, and the average score closes to 6). Most of 

the average score of atmosphere related factors are lower than 5, except “the environmental 

cleanliness” and “the suitable room temperature”. However, others close to 5 also. 

4.1.6 Price and authenticity 

In the view of respondents, statistics of price and authenticity related factors are showed in Table 

4.1.6.1. It is easy to see that fair price and food authenticity got higher mean than others. The 

minimum mean is an atmosphere here. 
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Table 4.1.6.1 Price and authenticity 

 

Price and authenticity Minimum Maximum Mean Std. Deviation 

Fair price 3.0 7.0 5.393 1.1390 

Food authenticity 2.0 7.0 5.159 1.1908 

Atmosphere authenticity 2.0 7.0 4.944 1.1479 

 

Source: Own contribution 

4.1.7 Analysis of Variance (ANOVA) 

According to the data, analysis of variance is made via SPSS. Four different aspects (food 

related factors, service related factors, atmosphere related factors, price, and authenticity) that 

may affect customer satisfaction are analyzed with different gender, nationality and accompany. 

It is in order to find out if there are any different situation between different genders, 

nationalities and accompanies. If Sig. is less than 0.05, it means there have some different 

independent variables. Otherwise, the factor would not be affected by independent variables. 

Table 4.1.7.1 respectively showed ANOVA with different dependent variables, gender, and 

nationality and accompany. From the table, all Sig. are more than 0.05, which means that there 

are no significant difference in four different aspects food, service, atmosphere and others 

between genders, nationalities and accompanies. 
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4.1.7.1 Analysis of Variance with gender, nationality and accompany. 

 

Factors that may affect 
customer satisfaction 

Sig. 

(with gender) 

Sig. 

(with nationality ) 

Sig. 

(with accompany) 

Food-related factors 0.540 0.577 0.253 

Service-related factors 0.072 0.170 0.511 

Environment-related 
factors 

0.766 0.076 0.333 

Price and authenticity 0.110 0.027 0.301 

 

Source: Own construction 

 

4.2. Interviews 

4.2.1 Frequency of eating in Asian restaurants 

Generally, Miss Li goes to Asian restaurant about more than five times a month. Meanwhile, she 

also goes to the local restaurant sometimes. In the rest of time, she cooks at home instead of 

eating out. It can be said that the Asian restaurant might be the first choice for her when eating 

out. 

As Mr. Nordmark’s introduced, he goes to the Asian restaurant about three times a months 

including Japanese restaurants and East Asian restaurants in Gavle, a few time at Chinese 

restaurants. He prefers cooking at home than going out for eating.   

Miss Boschetto is usually eating in Asian restaurants once a week. She prefers to eat Sushi and 

buffet lunch at the Asian restaurant. 
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Compared with other Asian restaurants, Mr. Harouche likes eating at Chinese restaurants more. 

He usually eats at Chinese restaurant twice or three times a month.  

4.2.2 Reasons for choosing Asian restaurants 

Although Miss Li has been in Sweden for five years, she is still more accustomed the Asian food. 

Additional, the Asian restaurant, especially the Chinese restaurant, can evoke her memories to 

hometown. 

While asking Mr. Nordmark why he would like to choose an Asian restaurant, taste of food and 

menu variety attract him a lot. Meanwhile, the friendly employees and restaurant managers make 

a good impression on him. 

Miss Boschetto think suitable price and less time of waiting foods could meet her expectation 

and gain a more favorable impression of Asian restaurants. Moreover, the freshness and 

nutritional value of foods could give her pleasantly surprised of an Asian restaurant. 

Moreover, due to Mr. Harouche is interested in Chinese culture and Chinese foods; he would 

like to go Chinese restaurants to find and feel more Chinese elements. 

4.2.3 Accompany  

Most of the time, Miss Li goes to Asian restaurants with her friends including Chinese and 

Swedish. Some of her Swedish friends also are fond of the Asian food. Her Swedish friends 

think the Chinese cuisine is delicious as well as they are interested in chopsticks (A typical 

tableware in Asian).  Sometimes, she eats in the Asian restaurants with her colleagues. There are 

three Chinese in the company where Miss Li works. Also, the company has lots of business with 

Chinese companies. Therefore, her colleagues are fond of going to Asian restaurants with her so 

that they can know more about Chinese and the Chinese culture. 

Mr. Nordmark usually goes out eating with friends and classmates. However, sometimes he eats 

in an Asian restaurant alone. Moreover, before he came to Gavle, he sometimes goes to the 

Asian restaurant with family members once a month. 

Miss Boschetto would like to eat with two or three of her colleagues. Most of the times, she goes 

to Asian restaurants in workdays.  
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Mr. Harouche goes to Asian restaurants with several Chinese friends. He enjoys eating Chinese 

foods and learning Chinese culture in Chinese restaurants together.  

4.2.4 Factors affecting customers’ satisfaction 

According to Miss Li, the food quality and service quality can directly influence her attitude 

towards the Asian restaurants, especially the service quality. She had a bad experience in a 

Chinese restaurant in Stockholm before. This Chinese restaurant is popular due to the authentic 

taste. After she and her friend had ordered the food, they waited for the food almost two hours 

because the owner of this restaurant and the chef had a wrangle. There is no any service for them 

during that time. Although they ate the delicious cuisines, they were in the bad mood. 

Meanwhile, the restaurant did not make any apology for that. This restaurant left her an 

extremely bad impression so that she would not eat again though the food quality in there is 

excellent. However, she does not care too much the authenticity. She thinks that An Asian 

restaurant that wants to survive in the intense competition of restaurants industry has to change 

some taste to fulfill the local.   

Mr. Nordmark thinks the food-related is the most important factor. It seems like the comer stone 

of Asian restaurants’ better running. From his experience, he would like to choose a Japanese 

restaurant that has excellent quality of food material (like fresh salmon) no matter if it does not 

have good performance in another related area. Moreover, reliable service of Asian restaurants 

pleased him and enhanced his satisfaction level of the restaurant. As his suggests, the Asian 

restaurant would create a friendly and familiar service atmosphere to enhance customer 

satisfaction. Moreover, from his answers, the atmosphere would influence his impression of 

Asian restaurants while suitable lighting, aroma, and interior design would please him and make 

him feel comfortable. While asking if any other factor would affect his impression of Asian 

restaurants (like food authenticity and fair price), he expressed these factors do not really matter 

a lot. 

Miss Boschetto also thinks that the quality of food is the most important factor. However, she 

said that restaurant manager usually gives them good advice for other special foods. It gives her 

good impression and make her want to keep on coming back. However, if the staff is over 

enthusiasm (like always talk with her even if she was eating), she would feel embarrassed and 



35 
 

reduce the numbers of the visit. She always said that the good atmosphere gives her good mood 

that may promote her to come again.  

The same with other respondents, Mr. Harouche, thinks the taste of food is necessary. However, 

particularly, he is interested in the Chinese atmosphere. He would like to eat in a restaurant with 

Chinese design styles. 

From the respondents, the frequency of eating in Asian restaurants is mainly around three times 

a month.  The reason they are eating in Asian restaurants include: (1) they are influenced by 

Asian culture; (2) good taste of food; (3) good service and (4) suitable price. In general, they 

would like to go to Asian restaurants with colleagues and friends. Further, the main factors that 

affect their satisfaction of Asian restaurants are food quality and service quality. The main 

information of respondents is summarized below: 

Table 4.2.1 the main information of four respondents 

Name Li Nordmark Boschetto Harouche 

Gender Female Male Female Male 

Nationality Chinese Swedish Italian Swedish  

Frequency of 
eating in Asian 
restaurant 

Five times a month Three times a month Once a week Twice or three 
times a month 

Reason for 
eating in Asian 
restaurant 

Still be more 
accustomed with  
Asian foods 

Taste of food and 
menu variety 

Suitable price and 
fast offered 

Like Chinese 
culture and 
Chinese food 

Accompany Colleagues/Friends Friends/Alone/Famil
y 

Colleagues Friends 

The factors 
affecting 
satisfaction 

The food quality 
and service quality 

Food-related factors 
Friendly and familiar 
service 
Lighting, aroma and 
interior design 

Food quality 
Suggestion from  
staffs 
Suitable enthusiasm 

The taste of food 
Atmosphere 
including 
interior design 

Source: Own contribution 
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4.3 Results of our study 

From qualitative and quantitative surveys, we described what customers care more about of 

Asian restaurant. To showing the result in a more intuitive way, table 4.3 provides what the 

surveys got from both qualitative and quantitative ways. 

Table 4.3 Empirical study results 

 

Factors influencing 
customer 
satisfaction 

Result from questionnaires Result from interviews 

Food and Service Customers care about Food-related 
factors and service-related factors. 

Food quality is the most 
important factor. 

Six attributes with a higher mean 
(The food taste, the food safety, 
and food freshness, the service-
related factors including serving 
food as ordered, the service in 
time). 

Service quality is the key factor 
that makes an Asian restaurant 
successful. 

Customers look forward more 
reliable service. 

Personalized service may get 
more customers. 

Environment The environmental cleanliness gets 
the highest mean in the atmosphere 
related factors. 

Environment-related factors 
influence customer satisfaction. 

Other elements in environmental-
related factors excluding the 
environmental cleanliness are with 
a lower mean. 

Price and 
authenticity 

The fair price gets the highest mean 
in the Price and Authenticity. 

Authenticity factors affected 
customer satisfaction. 

The authenticity factors get the 
lower mean. 

 

Source: Own contribution  
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5. Discussion 

In this section, quantitative and qualitative research result are combined to analyze deeply 

based on the theoretical framework of this study. 

5.1. Discussion from questionnaires  

5.1.1. Food quality and Service quality 

A brief description about food-related and service-related factors is shown in the Table 5.1.1 

Food quality and service quality to provide a clear summary. From the data of questionnaires are 

organized by SPSS, the food-related factors, and service-related factors are two crucial points 

that customers are serious about. Numerous extant empirical study verify a food plays a core 

role in the restaurant and have a positive impact on the customer satisfaction and loyalty (Liu 

and Jang, 2009; Sulek and Hensley, 2004; MacLaurin and Maclaurin, 2000; Ryu and Han, 2009; 

Mattila, 2001; Sussking and Chan, 2000; Namkung and Jang, 2007; Ha and Jang, 2010). 

Meanwhile, besides the food quality, customers judge the provided service as well during the 

dining. According to Ladhari, Brun and Morales (2008), the perceived service has an impact on 

customer satisfaction. Thus, the Asian restaurants should make efforts on food quality and 

service quality. According to the three-factor theory of satisfaction (Matzler and Sauerwein, 

2002; Füller and Matzler, 2008; Liu and Jang, 2009), the food-related factors and service-related 

factors may be as a role of basic factor in influencing customer satisfaction in Asian restaurants. 

The food-related factors and service-related factors as the role of basic factor imply that Asian 

restaurants need fulfill this minimum requirement for food and service otherwise the customers 

would be dissatisfied. According to expectancy-disconfirmation theory (Oliver, 1977, 1980), the 

judgments of customer satisfaction are the consequence of comparisons between the 

expectations and perceived performance. The customer would be satisfied when the perceived 

performance is over the expectation (Oliver, 1977, 1980). Thus, when Asian restaurants cannot 

fulfill the customers’ basic expectations for food and service, the customer dissatisfaction will 

occur immediately even the restaurants will lose the customers.  

The food taste and reliable service play a significant role in the success of the Asian restaurant. 

Among the Food Related Factors, the food taste, the food safety and food freshness take the 
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important situation. The service-related factors including serving food as ordered, the service in 

time, and the quickly check in for customers are seen as important elements.  The six attributes 

with a higher mean indicating that customers assess the performance of Asian restaurants highly 

on food quality and reliable service. According to Ariffin and Maghzi (2012), Berry, Carbone 

and Haeckel (2002), the basic factors of restaurants are food, service, and environment. The 

thoughtful service requires staff to be careful to individual needs of customers instead of only 

following fixed policies and procedures (Caruana, 2002). The staff need be trained to be 

thoughtful to service better and look after personal needs of customers. Thus, the owner or 

managers of Asian restaurants need to pay particular attention to keeping the good performance 

of food and service in order to maintain customers and competency.  

Table 5.1.1 Food quality and Service quality 

Empirical study result Relevant theories Analysis 

Customers care about Food-
related factors and service-
related factors 

Liu and Jang (2009); Sulek and 
Hensley (2004); MacLaurin and 
Maclaurin (2000); Ryu and Han 
(2009); Mattila (2001); Sussking and 
Chan, (2000); Namkung and Jang 
(2007); Ha and Jang (2010); Ladhari, 
Brun and Morales (2008) 

Restaurants should make 
efforts on both food quality and 
service quality 
 
 
 

Three-factor theory of satisfaction 
(Matzler and Sauerwein, 2002; Füller 
and Matzler, 2008; Liu and Jang, 
2009) 

Food-related factors and 
service-related factors may be 
as a role of basic factor 

Expectancy-disconfirmation theory 
(Oliver, 1977, 1980) 

When Asian restaurants cannot 
fulfill the customers’ 
expectations for food and 
service, the customer 
dissatisfaction will occur 

 Six attributes with a higher 
mean.(The food taste, the food 
safety, and food freshness, the 
service-related factors 
including serving food as 
ordered, the service in time) 

Ariffin and Maghzi (2012), Berry, 
Carbone and Haeckel (2002) 
 

The staff need be trained 
 
 
Restaurants need pay particular 
attention to keeping the good 
performance of food and 
service 

Caruana (2002) 

Source: Own contribution 
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5.1.2. Environmental factors 

A brief description about atmospherics is shown in the Table 5.1.2 Environmental factors to 

provide a clear summary. From the Atmosphere Related Factors, the environmental cleanliness 

gets the highest mean in the environmental-related factors and plays an important role in 

affecting customer satisfaction in Asian restaurants.  That the physical environment has an 

impact on emotional reactions of people has been verified by extant research (Mehrabian and 

Russell, 1974; Chebat and Michon, 2003; Liu and Jang, 2009; Ryu and Jang, 2007). Meanwhile, 

the environmental elements affect the pre-consumption emotion of customers besides the dining 

experience (Namasivayam and Mattila, 2007; Ha and Jang, 2010; Mattila and Wirtz, 2001; Wall 

and Berry, 2007).Thus, the owner or managers of Asian restaurants should attach importance to 

the restaurants’ sanitation conditions that not only include the dining areas but also the toilet and 

waiting areas.  

It is worth mentioning that the other elements in environmental-related factors excluding the 

environmental cleanliness get a lower mean. This result is not same as the extant research, which 

state that the environmental factors strongly influence customers’ emotions, attitude as well as 

behavior (Ariffin et al., 2012; Liu and Jang, 2009). Moreover, this result implies that customers 

do not attach importance to the dining environment when they choose Asian restaurants. 

However, the lower mean does not necessarily mean these elements are not important. 

According to the three-factor theory of satisfaction (Matzler and Sauerwein, 2002; Füller and 

Matzler, 2008; Liu and Jang, 2009), environmental-related factors may be as the role of 

excitement factors in Asian restaurants. Because excitement factors usually are not expected by 

customers, the excitement factors can more readily produce customer satisfaction than other 

factors including basic factor and performance factor. Thus, it is better for Asian restaurants to 

improve the internal environment of restaurants as well as create more comfortable dining 

environment when Asian restaurants have plenty of financial resources.  
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Table 5.1.2. Environmental factors 

 

Empirical study result Relevant theories Analysis 

The environmental 
cleanliness gets the highest 
mean in the environmental-
related factors 

Mehrabian and Russell 
(1974) Chebat and Michon 
(2003); Liu and Jang (2009); 
Ryu and Jang 
(2007);Namasivayam and 
Mattila (2007); Ha and Jang 
(2010); Mattila and Wirtz 
(2001); Wall and Berry 
(2007) 

Restaurants should attach 
importance to the restaurants’ 
sanitation conditions 

Other elements in 
environmental-related factors 
excluding the environmental 
cleanliness are with a lower 
mean 

Ariffin et al.(2012); Liu and 
Jang (2009) 
 

The lower mean does not 
necessarily mean these 
elements are not important 
 
Environmental-related factors 
may be like the role of 
excitement factors 

Three-factor theory of 
satisfaction (Matzler and 
Sauerwein, 2002; Füller and 
Matzler, 2008; Liu and Jang, 
2009) 

 

Source: Own contribution 

5.1.3. Price and Authenticity 

A brief description about other factors (price and authenticity) is shown in the Table 5.1.3 Price 

and Authenticity to provide a clear summary. Empirical study show that the fair price get the 

highest mean in the other factors (Price and Authenticity). From the outcome of the 

questionnaire, it can be seen that most customers pay attention to the price fairness. According to 

Saad Andaleeb and Conway (2006), Bolton, Warlop and Alba (2003), Bei and Chiao (2001) the 

perceived price fairness has been considered as the element that can impact customer satisfaction 

and loyalty. Moreover, customers might deem the price is unfair if the price is not reasonable 

according to the current market conditions (Kimes and Wirtz, 2002). In addition, when the 
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perceived price is considered as unfair, the negative impact might occur to customer satisfaction 

even generating the complaint of customers. Thus, the Asian restaurant should formulate a 

reasonable price for food based on the current market conditions in order to maintain existing 

customers and attract new customers. 

From the Other Related Factors, the authenticity factors get the lower mean. On the surface, 

customers do not care much in this area. However, Asian restaurants should attach the 

importance of environmental authenticity when they design an Asian restaurant. Numerous 

customers regard the dining experience in Asian restaurants as a good chance to understand the 

different cultures and customs. Asian restaurants can use various unique Asian-style elements. 

For example, the Japanese restaurants can use the tatami (a traditional Japanese floor covering) 

or decorate with kimono (a traditional Japanese clothes). The Chinese restaurants can use the 

Chinese brush and drawing or Chinese knot to decorate the restaurants. These unique Asian-

style elements can produce the customers’ interest to observe the internal environment of 

restaurants so that the customers ‘perceptions to overall dining experience can be improved. 

Even though the healthy options and authenticity factors are with a lower mean, they can be seen 

as the potential sources for Asian restaurants to produce new market share. According to the 

three-factor theory (Matzler and Sauerwein, 2002; Füller and Matzler, 2008), the customer 

would be satisfied when the excitement factor was fulfilled. Thus, the healthy options and 

authenticity factors may act as the excitement factors to improve the dining experience of 

customers. 

According to the Analysis of Variance (ANOVA), we made the comparison between different 

ethnic, genders, companions to explore whether the four factors (food-related factors, service-

related factors, environmental-related factors, and other factors) are different. The outcome of 

ANOVA indicates that there is no obvious difference in the comparison. In other words, 

regardless of the customers with different ethnic, gender, companions, their views towards Asian 

restaurants are not obviously different.  
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Table 5.1.3 Price and Authenticity 

 

Empirical study result Relevant theories Analysis 

The fair price gets the 
highest mean in the other 
factors (Price and 
Authenticity) 

Saad Andaleeb and Conway (2006), 
Bolton, Warlop and Alba(2003), Bei 
and Chiao (2001) 

Restaurant should 
formulate a reasonable 
price for food based on the 
current market conditions 

Kimes and Wirtz (2002) 

the authenticity factors get 
the lower mean 

Three-factor theory (Matzler and 
Sauerwein, 2002; Füller and Matzler, 
2008) 

The healthy options and 
authenticity factors may 
act as the excitement 
factors 

 

Source: Own contribution 

 

5.2 Discussion from interviews 

A brief description about four interviews is shown in the Table 5.2.1 Interviews to provide a 

clear summary. The result of subsequent interviews is generally consistent with the main 

findings of the questionnaire. Food related-factors, service related-factors, environmental factors 

and other factors (price and authenticity) are considered as the important attribute that can affect 

the customer satisfaction. Specifically, all of the four respondents think the food quality is 

necessary for Asian restaurants. Moreover, three of them deem the realised service is important 

for Asian restaurants as well. The interview confirms the significant role of food quality and 

service quality for the success of Asian restaurants again. Among the four interviews, the food-

related factors are the important predictors of customer satisfaction, which is consistent with 

existing literature (Liu and Jang, 2009; Sulek and Hensley, 2004; MacLaurin and MacLaurin, 

2000; Ryu and Han, 2009; Mattila, 2001, Namkung and Jang, 2007).Thus, Asian restaurants 

should develop food-related factors, such as designing the various menu as well as offering tasty 
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cuisine. Moreover, the exquisite food is presented at the appropriate temperature is better in 

order to make the customer satisfied as much as possible. 

About the service-related factors, respondents look forward more reliable service, such as, 

friendly and familiar service and the staffs with appropriate passions. These results indicate that 

reliable service directly influence the customer satisfaction. Additional, the four interviews also 

show that the significance of service reliability, responsiveness, assurance and empathy, which is 

similar with Caruana’s finding (2002) and Kivela et al.’s finding (2000). Moreover, the friendly 

and helpful staff that knows the menu well can improve the customer satisfaction. For Asian 

restaurants, it is important to maintain a long-term relationship with customers to survive in the 

intense competition in the restaurant industries. According to Kivela, Inbakaran and Reece 

(2000), the service quality, environment quality, food quality, impressions and whether 

customers feel comfortable for the dining experience influence the customer satisfaction and 

repeat patronage. Thus, it is necessary for Asian restaurants to provide individual attention and 

careful service to customers. Additional, the owners or managers of Asian restaurant should try 

their best to supply the commitments the restaurants have promised to customers exactly, 

reliably and friendly. At the same time, Asian restaurant need attach importance to personal 

requirements of customers as well as generate a friendly and familiar service atmosphere as 

mentioned by one of the respondents, Mr. Nordmark. Additional, it is necessary for Asian 

restaurants to offer the personalized service to customers, which can improve the customer 

satisfaction and stimulate the repeat visit. 

The other elements in environmental factors excluding the environmental cleanliness are with a 

lower mean in the result of the questionnaire, which is consistent with the interviews. Only one 

of the respondents mentions that environmental-related factors are important. Even though the 

environment-related factors are less important than other factors when customers choose an 

Asian restaurant, they do influence the customer satisfaction in some extent. As Mr.Harouche 

mentioned, he would like to have dinner in the restaurant with the design of Chinese style. Also, 

Mr. Nordmark, one of the respondents, thinks the appropriate lighting, aroma, and interior 

design can make him comfortable. Thus, we can see that these attributes (internal design, aroma, 

and lighting) also can influence the customer satisfaction. Moreover, the different customers 

might have different requirements for the atmospheres-related factors. Simultaneously, different 
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atmospheres-related factors have the different impact on different customers. Generally, the 

enticing aromas can inspire appetite of customers so that a pleasant emotions of customers 

would be generated (Ariffin et al., 2012; Liu and Jang, 2009; Chebat and Michon, 2003; Ha and 

Jang, 2010). Therefore, environmental factors have a significant impact on the customer 

satisfaction. It is necessary for Asian restaurants to attach importance to environmental factors. 

However, the attractive of aroma might not be for a long time (Liu and Jang, 2009). On the other 

hand, the interior design might not inspire appetite of customers like the aroma, but they have a 

lasting impact on the customers, which can continuously influence customer satisfaction. 

About the other factors (Price and authenticity), a reasonable price is necessary according to the 

interview. Based on the result of interviews, although the authenticity does not influence the 

customer satisfaction and it is not a necessary reason to choose an Asian restaurant, it might be 

significance for customers who seek for Asian culture, such as Mr. Harouche, which is 

consistent with Ebster and Guist’s (2005) finding. According to Wood and Lego Muñoz (2007), 

ethnic restaurants often take advantage of national art to attract customers. Thus, it is better for 

Asian restaurants pay attention to cultural authenticity.  In additional, it might attract real Asian 

to evaluate whether the cuisine is typical, such as Miss Li. Thus, the owners or managers of 

Asian restaurants can adjust the food authenticity based on their target customers. 
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Table 5.2.1 Interviews 

 

Empirical study result Relevant theories Analysis 

All of the four 
respondents think the 
food quality is 
necessary 

Liu and Jang (2009); 
Sulek and Hensley 
(2004); MacLaurin and 
MacLaurin (2000); Ryu 
and Han (2009); Mattila 
(2001); Namkung and 
Jang (2007) 

Asian restaurants should develop 
food-related factors 

Respondents look 
forward more reliable 
service 

Caruana(2002); Kivela et 
al.(2000) 

It is necessary for Asian 
restaurants to provide individual 
attention and careful service to 
customers 

One of the respondents 
thinks the appropriate 
lighting, aroma, and 
interior design can 
make him comfortable 

Ariffin et al.(2012); Liu 
and Jang (2009); Chebat 
and Michon (2003); Ha 
and Jang, 2010) 

Asian restaurants need to attach 
importance to environmental 
factors 

One of the respondents 
likes to seek for Asian 
culture. One of the 
respondents likes to 
evaluate whether the 
cuisine is typical. 

Ebster and Guist (2005); 
Wood and Lego 
Muñoz(2007); 
Expectancy-
disconfirmation 
theory(Reisig and 
Stroshine 
Chandek,2001;Oliver ,19
77, 1980) 

It is better for Asian restaurants 
pay attention to cultural 
authenticity. The owners or 
managers of Asian restaurants can 
adjust the food authenticity based 
on their target customers. 
 

 

Source: Own contribution 
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 6. Conclusion 

In this final chapter, the research questions are answered. Then, theoretical and managerial 

implication are presented. Moreover, further studies are suggested. 

6.1 Discussion of research questions 

The main goal of this study is to find out factors that affect the customers’ satisfaction towards 

Asian restaurants. In this study, there are 109 respondents from questionnaires and four 

interviewees from interviews. 

This study shows that the general perception of Swedish customers regarding Asian restaurants 

are that Asian restaurants need to have good performance in food quality and reliable service. 

Extensive menu and qualified food would attract customers. Moreover, friendly and helpful 

service helps Asian restaurants to get a good impression from customers. Customers do not 

attach importance to the dining environment when they choose Asian restaurants. However, the 

better internal environment can more readily produce customer satisfaction towards Asian 

restaurants. Furthermore, the reasonable price of Asian restaurants attract customers.  Moreover, 

it is worth to mention that cultural atmosphere would attract particular customers who are 

interested in Asian culture or deeply impacted by the Asian culture.  

Our study also indicates that towards Asian restaurants in Gävle, customer satisfaction is 

affected by four types of factors. They are, food-related factors, service-related factors, and 

environmental-related factors, other factors (price and authenticity). Especially, Food quality and 

service quality are primary factors that affect the impression of the Asian restaurants. Customers 

of Asian restaurants in Gävle value the performance of Asian restaurants highly on food quality 

and reliable service. Furthermore, the impression of the atmosphere is also regarded as one of 

the major factors that affect customer satisfaction of an Asian restaurant. Managers of Asian 

restaurants also should build comfortable environment in case of negative views from customers. 

In this study, it is shown that the price of food and the authenticity of food affect the customer 

satisfaction of an Asian restaurant. Our study reveals that no matter the difference nationalities, 

gender and dining companions, the importance of these factors are almost the same according to 

affecting customer satisfaction. 
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6.2 Implications 

From the academic perspective, this study has identified the factors that would affect customer 

satisfaction of an Asian restaurant in Gävle based on the expectancy-disconfirmation theory and 

the three-factor theory. Based on these theories, we develop the following model. The new 

structure is more specific to analyze customer satisfaction that showed four factors affecting 

customer satisfaction (See Figure 6.2.1). It links food quality, service quality, environmental 

factors, price and authenticity together to analyze customer satisfaction in the restaurant industry. 

From our model, food quality and service quality are the basic factors, then the atmosphere, 

price, and authenticity are also significant factors. Compared with Figure 2.2.2 which showed in 

the theoretical framework, we developed that not all of these four factors are important in the 

same level. We divided these four factors into two groups according to the importance degree. It 

is clearly to see from Figure 6.2.1 that food quality and service quality are important factors to 

achieve customer expectation. Environmental factors and price and authenticity help to improve 

the favorable impression of customers. 

Figure 6.2.1 Factors influencing customer satisfaction 

 

 

 

Source: Own contribution 
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Also, during the survey, authors lock an important fact that customers may not pay much 

attention to the environment, price and authenticity. These factors can be taken as potential 

critical factors, and they would affect the positive and negative impression of the restaurant also. 

This study deals with how to get customer satisfaction in Asian restaurants in Gävle. To sustain 

more customers in the restaurant, the Asian restaurant should first be aware keeping their own 

characteristic. At the same time, most of the customers would be satisfied with the good quality 

of the food and service. So the manager of an Asian restaurant needs to be careful about the food 

and service. It is necessary to provide good quality of food and service to gain competitive 

advantage. Also, managers of an Asian restaurant need to consider the importance of atmosphere 

and the rationality of the price. These would help restaurants gain positive impressions from 

customers. 

This study gives a further explanation and understanding of how customers describe a 

satisfactory restaurant. After investigating the importance of factors that may affect customer 

satisfaction in an Asian restaurant, it is shown that qualitative food and service is necessary for 

the restaurant industry. Also another factor like environment, authenticity and price could affect 

customer satisfaction. 

 

6.3 Limitations and future researches 

From this research, we have learned more about customer satisfaction. Moreover, from our 

aspect, we found that to understand better customer’s needs is the best way of running restaurant. 

Meeting customer satisfaction is the key to manage restaurant successfully. Even though some 

of the capabilities of customer consumption in restaurants were saturated in many existed 

markets (Jang et al. 2009), to follow customer wishes and to fulfill customer satisfaction could 

stimulate consuming intention.   

After several months of study, we have found this research has some limitations. Five Asian 

restaurants in Gävle are chosen, but the category of restaurants only includes Japanese, Chinese 

and Thai. Kebab, a kind of Indian food, is also very popular in Sweden. The result of the 

research may be different according to other different ethnic restaurant cultures. 
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The target respondents of this study are customers. This study only considered customer aspects 

but ignore managers aspects. If the study can explore the question not only from customer 

perspectives, it will be better understanding and better compelling. Furthermore, open-ended 

questions are not designed in questionnaires that the research may miss some specific answers. 

However, there may be other important factors, according to the real situation. Additionally, the 

mother language of authors are Chinese, using English to finish the study also limited this 

research. 

This study only includes Asian restaurants in Gävle that cannot represent all Asian restaurants. 

Thus, the results of this research cannot be generalized. Future research could expand the 

diversity of samples to get a broader perspective on this topic. However, in other words, this 

study includes three different types of Asian restaurant which could be narrowed to have an 

accurate perspective of only one type of restaurant, for example, Japanese could be investigated. 

This study uses two methods to get data. One is the questionnaire, the other one is the interview. 

Due to this research focused on questionnaires, method of interviews has a great space for 

getting more information. Before designing questionnaires, this research did not use interviews 

to test the feasibility of questionnaires; this is the limitation that needs to be developed in the 

future.  

Further, in this study, authors discussed four kinds of important factors. Therefore, we suggest 

further research to gain more useful information about related factors, like food safety, quality of 

staff, lighting, etc.   

From this study, we know there are four factors affecting customer satisfaction towards Asian 

restaurants in Gävle. Future research direction would focus on how to improve customer 

satisfaction and how to keep customer loyalty in Asian restaurants. In addition, the future study 

would compare Swedish restaurants and Asian restaurants together to get more details of 

customer satisfaction. Overall, there are less mentioned strategies to guide and suggest restaurant 

running in this research, researchers could focus on improving restaurant marketing strategy to 

fulfill customer expectation and satisfaction in the field of the ethnic restaurant. 
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Appendices  

Appendix I : Questionnaire for the Asian restaurants’ customers 

A survey about dining experience in Asian restaurant 
Hello, we are students at the University of Gävle. We made this questionnaire in order to 
complete our master thesis, which is aim to investigate the customer perceptions towards Asian 
restaurants. Thank you for your help. 
What is your gender?  

o  Male 
o  Female 

What is your ethnicity?  
o  Native Swedish 
o  Other regions of European 
o  Asian 
o  Others 

Who is your dining companion?  
o  Alone 
o  Family 
o  Friends 
o  Business colleagues 
o  Other 

Do you think whether the food taste is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the food safety is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the food freshness is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the environmental cleanliness is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the appropriate food temperature is important in an Asian 
restaurant?  

 1 2 3 4 5 6 7  
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Not important        Extremely important 

Do you think whether the served food as your ordered is important in an Asian 
restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the quickly check in for customers is important in an Asian 
restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the reliable and consistent service is important in an Asian 
restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the service in time is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the fair price is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether friendly and the helpful staff is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the thoughtful and careful staff is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether staff knows the menu well is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the food authenticity is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the variety of menu items is important in an Asian restaurant?  
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 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the neat and well-dressed staff is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the fragrance is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the suitable room temperature is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the food introduction is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the healthy option is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the atmosphere authenticity is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the lighting is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the internal design is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 

Do you think whether the music is important in an Asian restaurant?  

 1 2 3 4 5 6 7  
Not important        Extremely important 
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Appendix II : Interview questions 

General questions 

1. Name 

2. Gender 

3. Nationality 

4. A simple introduction 

 

Specific questions 

1. How often do you eat at an Asian restaurant? 

2. Why do you like to eat at an Asian restaurant? 

3. Who accompany with you eating at an Asian restaurant? 

4. Which factors are affecting the customers’ satisfaction towards Asian restaurant? 

5. Which one of the following factors is the most important, food-related, service-related, 

environmental-related, others (price and authenticity)?   
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