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Abstract

This paper investigates the relationship between epidemic prevention service quality and customer
satisfaction as drivers of behavioral intentions in quick-service restaurants. A quantitative
methodology was used to collect data from a convenience sample of 400 customers of quick-
service restaurants in Egypt through a web-based survey. Out of the 450 responses received, 50
were excluded due to incompleteness or invalidity, resulting in 400 valid responses, with a
response rate of approximately 88.9%. The study examined how epidemic prevention service
quality influenced customer satisfaction and behavioral intentions, based on the stimulus-
organism-response (S-O-R) theory. Hypotheses were tested using partial least squares structural
equation modeling (PLS-SEM) with WarpPLS 8. The findings indicate that epidemic prevention
service quality positively affects both revisit and recommendation intentions, and that customer
satisfaction also positively influences these intentions. Furthermore, customer satisfaction partially
mediates the relationship between epidemic prevention service quality and revisit and
recommendation intentions. This research contributes to the literature by integrating epidemic
prevention service quality, customer satisfaction, and behavioral intentions within a single model.
It offers insights into the interaction between these factors, enhancing understanding of their role
in the quick-service restaurant industry, particularly during public health crises such as the
COVID-19 pandemic. The findings have practical implications for industry decision-makers,
highlighting how improving epidemic prevention measures can enhance customer satisfaction and
influence revisit and recommendation intentions.

Keywords: Epidemic Prevention Service Quality, Customer Satisfaction, Behavioral Intentions,
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1. Introduction

The restaurant sector constitutes a significant segment of the service industry (Cavusoglu, 2019).
It plays a significant role in both developed and developing countries, contributing considerably
to their economic value. Moreover, the restaurant sector is crucial for overall economic
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performance, serving as a key indicator of the growth of high-value, experience, and leisure-based
service industries that define 21st-century economies (Truong et al., 2017).

The restaurant industry has faced significant challenges due to the COVID-19 pandemic (Kim &
Lee, 2020; Wang et al., 2021; Xu et al., 2022). A sharp decline in restaurant sales has been observed
as a result of the pandemic's impact (Brewer & Sebby, 2021). Many establishments were forced to
shut down due to strict restrictions and increased public concern over infection risks (Dedeoglu &
Bogan, 2021). Consequently, restaurants have experienced lower customer turnout, financial
difficulties, and the need to adapt to social distancing protocols and pandemic-related prevention
measures (Lefrid, 2021; Ryu et al., 2023; Song et al., 2021).

Since the start of the pandemic, there has been a significant change in consumer attitudes and
behaviors due to COVID-19 concerns, the necessity of social separation, and growing health and
safety concerns (Prentice et al., 2021). As a result, at the start of the pandemic, customers'
frequency of dining out decreased dramatically, with restaurant visits dropping by almost 90%
(Wen & Liu-Lastres, 2022).

Wei et al. (2021a, 2021b) suggested that COVID-19 preventive measures rebuild customer trust
and, ultimately, their intention to revisit restaurants during the reopening period. In the context of
examining customer satisfaction and behavioral intentions in restaurants, According to Ababneh
et al. (2022), safety concerns and the altered service dynamics brought about by the pandemic may
make traditional factors like perceived value, food quality, and service quality that were once
thought to be important indicators of customer satisfaction and behavioral intentions less
significant. In a related context, Villanueva et al. (2023) observed that, while there have been
numerous studies on service quality, customer happiness, and loyalty, there has been a significant
absence of research undertaken during the remarkable transformation of the service landscape
induced by the COVID-19 pandemic. Furthermore, no research has been carried out to expand the
dimensions of service quality within the SERVQUAL framework. Finally, according to Chang and
Cheng's (2022) study, conventional service quality assessment systems, such as DINESERV and
its modifications, fail to account for consumer expectations and perceptions in the context of the
COVID-19 epidemic. These factors could include requirements related to pandemic prevention,
safety, and cleanliness.

This study investigated the interrelationships among epidemic prevention service quality, customer
satisfaction, and behavioral intentions in quick-service restaurants (QSRs).

2. Literature Review

2.1. Epidemic Prevention Service Quality

Initially, preventive measures refer to action’s organizations take to maintain safety during the
spread of an epidemic, such as implementing social distancing, mask usage, and sterilization
protocols (Kim et al., 2023). COVID-19 mitigation strategies include a wide range of methods and
processes targeted at controlling virus transmission and defending the community's health.

Chang and Cheng (2022) describe the quality of epidemic prevention service as the discrepancy
between what customers expect and what they perceive to be the services during an outbreak.
The malfunction to account for COVID-19 attributes in all the beforehand indicated service quality
structures unveils a theoretical gap in examining restaurant service quality during the infectious
disease even (Ha & Sorokina, 2023). Chang and Cheng (2022) constructed the REP-SERYV scale,
which is composed of 28 components in six dimensions, namely empathy, flexibility, hygiene,
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body temperature, seating arrangement, support service, and personnel management. This research
deployed IBDA to Recognize 16 key service aspects for restaurant outbreak control, encompassing
aspects such as business hours, meals, epidemic prevention measures, service personnel, and
cleanliness. These factors were incorporated into qualitative and quantitative approaches to build
the REP-SERYV scale, comprising 28 items Throughout six criteria. The dimensions were defined
based on literature on restaurant epidemic prevention measures and service quality.

(1) Hygiene: The restaurant's capability to maintain proper cleaning and disinfection procedures,
ensuring safety and protection during an epidemic.

(2) Empathy: The restaurant's ability to provide care and comfort to customers, offering
reassurance during an epidemic.

(3) Flexible service: The capacity of the eatery to modify its operations in response to the
development of an epidemic.

(4) Support service: the extra functions connected to infestation avoidance given by an eatery for
its patrons throughout an infection.

(5) Personnel management: the eatery's command of staff movement and distribution in the event
of an epidemic.

(6) Body temperature and seat arrangement: the capacity of a dining spot to oversee staff the
degrees and seating configurations throughout a health crisis.

2.2. Customer Satisfaction

The concept of customer satisfaction is intricate (Vo-Thanh et al., 2024). According to Shinde et
al. (2018), customer satisfaction is the measure by which consumers determine whether the
products or services they have received have fulfilled their needs and expectations. Shahzadi et al.
(2018) defined customer satisfaction as a later assessment of the purchasing choice. Customer
satisfaction stands as a crucial goal in marketing efforts (Han et al., 2009; Silaban et al., 2023),
with its significant positive effects on company performance noted (Kiibler & Seggie, 2024).
Across various industries, it plays a central role in driving business success and increasing market
worth. Contented customers profoundly impact profitability and serve as vital benchmarks for
performance and enduring customer allegiance (Cankiil et al., 2024). Assessing customer
satisfaction reveals whether a company's offerings align with customer needs, providing business
owners with valuable insights to enhance profitability and streamline marketing expenditures
(Zaghloul et al., 2024). Thus, customer satisfaction is essential for achieving key business
objectives (Hamzah & Shamsudin, 2020).

2.3. Behavioral Intentions

Behavioral intentions encompass various perspectives in literature. Ghosh et al. (2023) elaborate,
describing it as the propensity of an individual to buy a service or product from a particular seller
and tell friends and family about their experience. Similarly, Lianopoulos et al. (2024) characterize
it as the behavioral responses of customers to the company and/or its goods after consumption.
According to Ko et al. (2023), behavioral intents include favorable word of mouth, suggestions to
others, affection promotion, revisits with others, and willingness to pay a premium. As a result, in
this study, behavioral intentions are discussed in the context of returning to a restaurant and giving
recommendations in the future.

2.3.1. Revisit intention

Revisit intention is frequently viewed as an accumulation of satisfaction rather than a separate
choice (Bellamkonda et al., 2024). Moreover, revisit intention indicates the tendency or planning
to visit the same places (Sirimongkol, 2022). Similarly, Talukder et al. (2023) describe revisit
intention as the readiness or desire of an individual to return to the same place. Revisit intention is
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defined as the choice of a customer to buy a specific good or service from the same company again
(Chaturvedi et al., 2024 In general, revisit intention refers to a person's desire to return to a location
and express memorable moments with others, resulting in long-lasting recollections of their stay
(Yuliantoro et al., 2023).

2.3.2. Recommendation Intention

Han and Ryu (2007) clarify recommendation as verbal person-to-person communication pertaining
to a brand, product, or service. Similarly, Solunoglu (2020) defines recommendation as the level
of satisfaction that leads the new client to propose the goods or services to people. Furthermore,
Furner et al. (2022) describe recommendation intention as the extent to which a consumer is likely
to suggest that someone else use a product or service. Additionally, Richardson et al. (2019) define
recommendation intention as the willingness to promote positive word of mouth and share
experiences with potential consumers. Recommendation intention, put simply, is recommending
products or services to others (Jalilvand et al., 2017).

2.4. Theory and Hypotheses Development

This section presents the theoretical foundation and hypotheses based on the stimulus-organism-
response (SOR) theory. It explores how EPSQ (stimuli) affects CS (organism) and BI (response)
in QSRs, focusing on both direct effects (epidemic prevention service quality on satisfaction,
revisit, and recommendation intentions) and the mediating role of customer satisfaction. These
hypotheses aim to clarify the impact of service quality on customer behavior during epidemics, as
shown in Figure 1.

2.4.1 Stimulus-Organism-Response (SOR) Theory

Mehrabian and Russell (1974) proposed the SOR model, which pointed out that all individuals’
behavioral responses or psychological changes are stimulated by the external environment, and the
individual will inductively process the stimulus and adjust the psychological interaction to produce
an appropriate response (Zhang et al., 2021). The S-O-R model posits that environmental stimuli
impact individuals' emotional and cognitive reactions, which subsequently influence their behavior
(Lin et al., 2022). The S-O-R perspective describes how individuals develop behavioral responses
to stimuli from the external environment (Song et al., 2022). The S-O-R paradigm has been widely
used to explain human behaviors, particularly consumer behaviors, and was employed amid the
COVID-19 outbreak to study changes caused by environmental conditions (Soroya et al., 2021).
The SOR theory is highly relevant to current research for several reasons. In particular, in the
hospitality sector, the SOR model is valuable for examining the connection between service
delivery and guest behavior, emphasizing customer reactions to service quality, context, and
method (Khashan et al., 2024). Additionally, it has been used before in studies about behavioral
intentions in restaurants (Abdullah et al., 2018; Asghar Ali et al., 2021; Konuk, 2019; Rajput &
Gahfoor, 2020; Tastan & Soylu, 2023). Therefore, this study utilizes the SOR framework to explain
how the quality of epidemic prevention services influences behavioral intentions through customer
satisfaction. The following are the specific concepts from the SOR paradigm that we included in
this study's conceptual framework. Firstly, stimuli (S) are identified as epidemic prevention service
quality. Secondly, organism (O) is identified as customer satisfaction. Finally, responses (R) are
identified as recommendation intention and revisit intention.
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A second-order factor structure

Figure (1) Conceptual Frame Work of the Study

2.4.2.The Influence of Epidemic Prevention Service Quality on Revisit Intention

Consumers prefer restaurants that follow stringent health protocols and offer reassurance that
comply with COVID-19 during their initial visit (Fernandhytia et al., 2022). Moreover, consumer
behavior and preferences regarding dining out during a pandemic differ from those in normal
circumstances (Benaglia et al., 2023). Additionally, Guyo-Eusebio and Olazo. (2022) explored
how various factors affect restaurant visit intentions, including perceived COVID-19 risk, trust in
government pandemic management, and the preventive measures implemented by restaurants.
However, their findings revealed that these preventive measures did not significantly influence
restaurant visit intentions. Further supporting this, Zhong et al. (2021) found that consumers’
intentions to dine out were not significantly affected by restaurants’ precautionary measures.
Conversely, Fernandhytia et al. (2022) found that health precautions positively impact customers'
intentions to repurchase from fast-food establishments. Moreover, Abdou et al. (2022) discovered
that perceived service quality significantly and favorably influenced travelers' intents to behave.
As a result, the following hypothesis is proposed:

Hla: Epidemic prevention service quality has a significant direct impact on revisit intention.

2.4.3. The Impact of Epidemic Prevention Service Quality on Recommendation Intention
Positive recommendations occur when a highly satisfied consumer shares his/her positive
experience with others. This is considered one of the most crucial post-purchase consumer actions
(Bujisic et al., 2014). Evidence indicates a consistent relationship between service quality and
behavioral intentions, such as revisit and recommendation intentions, within the restaurant industry
(Abdullah et al., 2018; Buyjisic et al., 2014; Chun & Nyam-Ochir, 2020; Clemes et al., 2018; Jain,
2013; Olorunniwo et al., 2006; Qin & Prybutok, 2008; Richardson et al., 2019; Shahzadi et al.,
2018). Moreover, evidence suggests a relationship between service quality and word of mouth in
the restaurant context (Chowdhury, 2021; Laksana & Ekawati, 2020).

Regarding the EPSQ, Quan et al. (2022) explored the relationships between precautions efforts
against viruses implemented by hotels and various factors such as financial risk perception,
customer attitude, satisfaction, and behavioral intention. They found that these precautions efforts
strongly affected behavioral intentions, such as intentions to return and promote the hotel. Thus,
the following hypothesis is put forth:

H1b: Epidemic prevention service quality has a significant direct impact on recommendation
intention.
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2.4.4. The Relation between Epidemic Prevention Service Quality and Customer Satisfaction
Service quality and customer satisfaction have long been prominent themes in service marketing
literature, as they are critical for establishing and maintaining long-term, value-laden client
relationships (Heung & Ngai, 2008). Pan and Ha (2021) expounded that, although previous
research on service quality, the COVID-19 pandemic has demanded a fresh comprehension of how
customers evaluate crucial elements of service quality in the midst of physical segregation and
lockdowns. Building on this foundation, Ong et al. (2022) highlighted that consumer tastes and
viewpoints have shifted due to the pandemic's impact on people's everyday activities. As a result,
in the contemporary context, it is important to understand these changing expectations to maintain
high standards of service quality and customer satisfaction. In line with this, Kayumov et al. (2024)
explained that by streamlining the service process and reducing the gap between the actual service
provided and customers' perceptions of service quality, a restaurant can enhance customer
satisfaction by understanding how its patrons rate the quality of the service they receive.

Furthermore, Rukuni and Maziriri (2020) investigated how COVID-19 protection influenced
customer satisfaction and discovered that it is a strong predictor of consumer satisfaction. Adding
to this perspective, Huete-Alcocer and Hernandez-Rojas (2022) also demonstrated that measures
adopted to prevent the transmission of the coronavirus increase customer satisfaction with the
dining establishment. In a similar vein, Villanueva et al. (2023) evaluated the level of service,
client fulfillment, and loyalty in fast-food restaurants during the COVID-19 virus and discovered
a positive link between these factors. Similarly, Ong et al. (2022) revealed that COVID-19
guidelines had a major effect on customer satisfaction in QSR establishments in the Philippines.
Nonetheless, Kayumov et al. (2024) showed that COVID-19 precaution was inversely correlated
with consumer satisfaction in halal ethnic eateries. In this regard, the following hypothesis is
posited:

H2: Epidemic prevention service quality has a significant positive effect on customer satisfaction.
2.4.5. The Relation between Customer Satisfaction and Revisit Intention

Anderson et al. (2004) noted that customer satisfaction is a key research focus because it shapes
the long-term relationship between customers and businesses, which is essential for sustainable
growth. Building on this, Ahmed et al. (2023) stressed that customer satisfaction is vital for
business growth, as satisfied customers tend to spread positive WOM, which further strengthens
their intention to revisit. In this context, Rajput and Gahfoor (2020) underscored the significance
of revisit intention as an essential behavioral response in fast-food restaurants. Furthermore, Chun
and Nyam-Ochir (2020) reported that many models of the elements influencing the desire to revisit
have been built using logistic regression or structural equation modeling. These models take a lot
of aspects into account, such as client value, cost, frequency of prior visits, and satisfaction.
Notably, consumer satisfaction is one of the elements affecting revisits. Furthermore, Han et al.
(2009) found a significant association between customer satisfaction and revisit intention in full-
service restaurants. Similarly, Kim et al. (2009) and Kim et al. (2013) highlighted a positive
relationship between satisfaction and revisit intention. Marinkovic et al. (2014) and Zuratulraha et
al. (2016) further confirmed this link. Mannan et al. (2019) and Richardson et al. (2019) also
reported that satisfaction influences revisit intention in dining and QSRs. Cakici et al. (2019) and
Rajput and Gahfoor (2020) supported this, with the latter focusing on fast food restaurants. Chun
and Nyam-Ochir (2020) and Khamis et al. (2022) found similar results in QSRs and student dining
contexts. Lastly, Khalil and Ali (2023) also affirmed the positive effect of CS on RI. Based on this,
the following hypothesis is presented:

H3a: Customer satisfaction has a significant positive effect on revisit intention.
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2.4.6. The Relation between Customer Satisfaction and Recommendation Intention
Solunoglu (2020) stated that the level of satisfaction significantly influences new customers'
decisions to either repurchase the service or recommend it to others. Moreover, Kaewmahaphinyo
et al. (2020) indicated that the outcomes of satisfaction may strengthen relationships with
customers, influencing their decisions to use products for various occasions. Additionally, Kim et
al. (2009) noticed that increased customer satisfaction increases the likelihood of returning and
generates reputation recommendations. Furthermore, in the restaurant industry, a number of
studies have demonstrated a favorable correlation between customer satisfaction and intentions to
suggest. For instance, Kim et al. (2009), Jalilvand et al. (2017), and Chun and Nyam-Ochir (2020)
found that satisfaction boosts recommendation and word-of-mouth intentions. Al-Ansi et al.
(2019) and Solunoglu (2020) also confirmed this effect. Additionally, Bayram et al. (2023) and
Konuk (2019) found environmental factors influence satisfaction, which enhances
recommendation intentions. Overall, research in hospitality supports that satisfaction impacts
behavioral intentions, including revisit and recommend intentions (Ababneh et al., 2022; Bufquin
et al., 2017; Clemes et al., 2018; Namin, 2017; Qin et al., 2010; Ryu & Han, 2010a; Ryu et al.,
2008; Shahzadi et al., 2018; Slack et al., 2021; Truong et al., 2017). In this context, the following
hypothesis is suggested:

H3b: Customer satisfaction has a significant positive effect on recommendation intention.

2.4.7. The Mediating Role of Customer Satisfaction between Epidemic Prevention Service
Quality, Revisit Intention and Recommendation Intention

Initially, previous research explored the role that customer satisfaction plays in the relationship
between service quality and behavioral intentions, including recommendation intention and revisit
intention. Specifically, findings generally supported the notion that service quality and customer
satisfaction are positively correlated. This relationship has been demonstrated by numerous studies
(Abdullah et al., 2018; Ahmed et al., 2023; Ali et al., 2021; Chun & Nyam-Ochir, 2020; Clemes et
al.,2018; Hidayat et al., 2020; Kencana, 2020; Kristiawan et al., 2021; Maisya et al., 2019; Mannan
et al., 2019; Mensah & Mensah, 2018; Namin, 2017; Qin & Prybutok, 2009; Rajput & Gahfoor,
2020; Richardson et al., 2019; Ryu & Han, 2010b; Saneva & Chortoseva, 2022; Shahzadi et al.,
2018; Surahman et al., 2020; Truong et al., 2017; Tuncer et al., 2021; Uslu, 2020). In a similar
vein, studies on epidemic prevention service quality have confirmed a positive relationship
between service quality and customer satisfaction, as evidenced by the work of (Ababneh et al.,
2022; Benaglia et al., 2023; Ong et al., 2022). Building on these findings, results have also
confirmed that customer satisfaction significantly influences revisit intention. This aligns with the
conclusions of previous studies (Cakici et al., 2019; Chun & Nyam-Ochir, 2020; Han et al., 2009;
Khalil & Ali, 2023; Khamis et al., 2022; Kim et al., 2013; Kim et al., 2009; Mannan et al., 2019;
Marinkovic et al., 2014; Rajput & Gahfoor, 2020; Richardson et al., 2019; Zuratulraha et al.,
2016). Moreover, previous research has demonstrated that customer satisfaction has a significant
impact on recommendation intention. This conclusion is supported by studies from (Ababneh et
al., 2022; Al-Ansi et al., 2019; Bayram et al., 2023; Bufquin et al., 2017; Chun and Nyam-Ochir
2020; Clemes et al., 2018; Jalilvand et al., 2017; Kim et al., 2009; Konuk 2019; Namin 2017; Qin
et al., 2010, Richardson et al., 2019; Ryu and Han 2010a; Ryu et al., 2008; Shahzadi et al., 2018;
Slack et al., 2021; Solunoglu 2020; Truong et al., 2017). Furthermore, the findings indicate that
epidemic prevention service quality significantly impacts revisit intention. This is supported by
research conducted by previous studies (e.g., Ababneh et al., 2022; Abdou et al., 2022;
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Fernandhytia et al., 2022; Wei et al., 2021a; Zhong et al., 2021). As a result, the following
hypotheses are proposed:

H4a: Customer satisfaction mediates the relationship between epidemic prevention service quality
and revisit intention.

H4b: Customer satisfaction mediates the relationship between epidemic prevention service quality
and recommendation intention.

3. Research Methodology

3.1. Measurement Items and Questionnaire Development

Using validated scores from earlier studies, an online questionnaire was created for this
investigation. With a total of 54 questions, the survey was divided into categories that addressed
demographics, customer satisfaction, revisit intention, recommendation intention, and epidemic
prevention service quality. The first section gathered demographic information, including gender,
age, marital status, dining frequency, educational level, and occupation. The second section
focused on customer perceptions of six REEPSERV dimensions: H, EM, FS, SS, PM, B&S, with
30 items adapted from Chang and Cheng (2022). The third section included five items on overall
satisfaction with epidemic prevention service, adapted from Ryu et al. (2012), Ryu et al. (2008),
and To and Leung (2023). The fourth section, measuring revisit intention, contained five items
adapted from Kim et al. (2013), Khamis et al. (2022), and Chaturvedi et al. (2024). The fifth
section, with three items, measured recommendation intention, adapted from Babin et al. (2005).
All statements used a five-point Likert scale. Reflective constructs’ high VIF values were observed
for certain indicators of customer satisfaction, revisit intention, and recommendation intention,
indicating multicollinearity issues. To resolve this, problematic indicators (CS2, CS4, CS5, RI2,
RI3, RI4, and Rel2) were removed, ensuring model validity.

According to Wu (2013), employing a formative method to assess service quality can be
advantageous since dimensions impact perceptions. Unlike the reflective approach, this method
posits that changes in indicators induce differences in the construct. Furthermore, a multi-level
hierarchical model helps highlight the dimensions' impact on the construct. In accordance with
this, epidemic prevention service quality was viewed as a second-order formative construct.
Additionally, customer satisfaction, revisit intention, and recommendation intention are reflective
constructs.

3.2. Research population and Data Analysis

The research population comprised QSRs in Egypt. Due to the absence of publicly available data,
a convenience sampling approach was employed. Web-based surveys were chosen for their cost-
effectiveness and efficiency, offering both methodological and economic advantages. The present
research collected data through a web-based survey. This questionnaire was distributed online
across various social media channels, including WhatsApp, Facebook, and Instagram.
Respondents were initially screened with the question, "Have you ever been to a quick-service
restaurant?", to ensure the relevance of their responses. Out of 450 responses received, 50 were
excluded, resulting in 400 valid responses. The data was analyzed using WarpPLS 8 software,
which assessed both the measurement and structural models.

4. Results

4.1. Respondents’ Demographic Profile Analysis and Interpretation

The demographic profile of the respondents (see Table 1) shows a higher proportion of males
(63.5%) compared to females (36.5%). The majority of respondents are young adults aged 18-29
(59%), with a predominance of singles (56%), and most dine out moderately, with 57.5% visiting
restaurants 1-2 times per week. In terms of education, the sample is well qualified, with 45.3%
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holding a graduate degree and 33.2% being undergraduates. Professionally, private sector
employees constitute the largest group (47%), followed by students (34%) and government staff
(19%). This varied demographic provides a well-rounded view of service quality experiences

within the sample.
Table (1) Profile of the Responders' Demographic.

Variables Category Frequency Percentage
Gender Male 254 63.5
Female 146 36.5
18 — 29 years old 236 59
Age 30 — 39 years old 95 23.7
40 — 49 years old 47 11.8
50 years old or above 22 5.5
Single 224 56
Marital Status Married 174 43.5
Divorced 2 .5
1-2 times 230 57.5
Dining Frequency 3-6 tlmes 128 32
7-10 times 8 2
11 or more times 34 8.5
Undergraduate 133 33.2
Educational Level Graduate 181 453
Postgraduate 86 21.5
Student 136 34
Occupation Private organization employees 188 47
Government staff 76 19

4.2. Assessing Measurement Model

This section focuses on evaluating the measurement model. Epidemic prevention service quality
is considered a second-order formative construct, so a disjoint two-stage approach will be applied.
This involves first assessing the first-order formative construct, followed by evaluating the second-
order formative construct. Meanwhile, customer satisfaction, revisit intention, and
recommendation intention are treated as reflective models and will be evaluated accordingly.
4.2.1. Evaluation of the First-Order Formative Model (H, EM, FS, SS, PM and B&S)
Formative measurement models are assessed using several criteria; convergent validity, indicator
collinearity, statistical significance, and the relevance of indicator weights. These criteria help
ensure that the model accurately represents the construct and that the indicators meaningfully
contribute to the formation of the construct (Ringle et al., 2020; Ringle et al., 2023: Rosli et al.,
2012; Sarstedt et al., 2019; Sharma & Sharma, 2023). During this step, the LOCs of HOC were
directly linked to other conceptual constructs in the model. The concept of utilization was
specifically tied to the LOCs hygiene (H), empathy (EM), flexible service (FS), support service
(SS), personnel management (PM), and body temperature & seat arrangement (B&S).

4.2.1.1. Convergent Validity (Redundancy Analysis) Assessment for First-Order Construct
(H, EM, FS, SS, PM and B&S)

The degree to which a measure corresponds with other measures that evaluate the same construct
or phenomenon is known as convergent validity (Cheah et al., 2018). Hair et al. (2017) suggested
that the relation among a formatively measured construct and a global single-item construct
assessing the same concept should be 0.70 or higher. Table (2) demonstrates strong convergent
validity for the formative constructs, as indicated by high path coefficients (f values) ranging from
0.75 to 0.90, exceeding the proposed criterion of 0.70 (Hair et al., 2017). The high significance
levels (p < 0.01) confirm these correlations are statistically significant. Moreover, the R” values,
which measure the variance explained in the global single-item reflective constructs by their
corresponding formative constructs, range from 0.56 to 0.80, further reinforcing the strong
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relationships. These results collectively provide robust evidence that the formative constructs are

well-represented by their reflective global single-item, confirming convergent validity.
Table( 2) Constructs convergent validity (redundancy analysis) for LOCs)

Formative Constructs Global single-item p R? P
Hygiene (H) (H) Global Single-Item 0.75 0.56 <.01
Empathy (EM) (EM) Global Single-Item 0.83 0.68 <.01
Flexible Service (FS) (FS) Global Single-Item 0.88 0.77 <.01
Support Service (SS) (SS) Global Single-Item 0.90 0.80 <.01
Personnel Management (PM) (PM) Global Single-Item 0.89 0.79 <.01
Body temperature and seat arrangement (B&S) (B&S) Global Single-Item 0.85 0.72 <.01

4.2.1.2. Items Multicollinearity Assessment: Variance Inflation Factors (VIFs) for First-
Order Construct (H, EM, FS, SS, PM and B&S)

Multicollinearity refers to an approximately linear relationship between two or more independent
variables (Chan et al., 2022). The presence of multicollinearity among indicators can create issues
(Freeze & Raschke, 2007). In a formative measurement, collinearity occurs when two or more
indicators are highly connected. This high correlation can distort the standard error of the indicator
weights, potentially leading to Type II errors (false negatives). In more severe circumstances,
collinearity can create shifts in the direction of the indicator weights, resulting in interpretational
difficulties (Hair et al., 2021). Formative indicator collinearity is evaluated using the variance
inflation factor (VIF). According to a generally accepted generalization, VIF values greater than 5
signify significant multicollinearity (Hair et al., 2019; Hair et al., 2021; Sarstedt et al., 2022). But
according to Hanafiah (2020), multicollinearity needs to be treated seriously when the VIF number
increases above 10. We examined the VIF values for each item within its corresponding construct
to ensure that there were no significant multicollinearity problems, in accordance with accepted
practices for evaluating multicollinearity in formative assessment models. The VIF values for the
formative items ranged from a minimum of 1.247 (B&S4) to a maximum of 7.393 (B&S3), as
illustrated in Table 3. Although the VIF values for several items, especially those in the body
temperature & seat arrangement (B&S) construct, exceed 5, they still fall below the standard cut-
off point of 10. Overall, most item VIF values remain within acceptable bounds, indicating that

multicollinearity issues do not significantly impair the measurement model results.
Table ( 3 ) Items multicollinearity assessment: Variance Inflation Factors (VIFs) for LOCs and HOC

Formative Constructs Formative Items | Outer weights | p-values VIFs
H1 0.179 0.001"" 1.330

H?2 0.219 0.001"" 1.604

H3 0.259 0.001™* 2.793

Hygiene (H)

H4 0.255 0.001™* 2.808

HS5 0.191 0.001™* 1.399

H6 0.222 0.001** 1.722

EM1 0.208 0.001** 2.145

EM2 0.207 0.001** 2.387

Empathy (EM) EM3 0.228 0.001** 3.457
EM4 0.178 0.001** 1.678

EMS5 0.214 0.001** 2.407
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EM6 0.199 0.001"* 2.066

FS1 0.257 0.001™* 2.299

FS2 0.283 0.001"* 4.431

Flexible Service (FS)

FS3 0.277 0.001"* 3.938

FS 4 0.283 0.001"* 4.446

SS1 0.339 0.001** 3.626

SS2 0.333 0.001"* 3.324

Support Service (SS)

SS3 0.267 0.001"* 1.460

SS4 0.271 0.001"* 1.494

PM1 0.285 0.001"* 2.625

PM2 0.285 0.001"* 2.744

Personnel Management (PM)

PM3 0.277 0.001™* 2.283

PM4 0.291 0.001™* 3.070

Body temperature and seat arrangement (B&S) B&S1 0.288 0.001"* 1.607
B&S2 0.342 0.001™* 6.974

B&S3 0.347 0.001™* 7.393

B&S4 0.266 0.001™* 1.247

Note(s): *p < 0.05, **p <0.01, ***p <0.001, NS= non-Significant

4.2.1.3. Significance and Relevance of Items Weights (p Value and f) for First-Order
Construct (H, EM, FS, SS, PM and B&S)

In the third and final phase, researchers must evaluate the statistical significance and relevance
(i.e., size) of the indicator weights (Hair et al., 2019). This stage is essential for figuring out how
much the formative indicators add to the construct score (Hair et al., 2020). This step is crucial for
determining the extent to which the formative indicators contribute to the construct score (Hair et
al., 2020). To achieve this, PLS-SEM employs the bootstrapping technique, which involves
repeatedly resampling data to estimate model parameters without assuming a normal distribution
for indicators or error terms (Sarstedt et al., 2014). Sarstedt et al. (2021) suggest that if the weight
1s statistically significant, the indicator should be retained. If the weight is not significant but the
indicator’s loading is 0.50 or higher, it can still be kept, provided there is strong theoretical backing
and expert judgment. However, if the weight is not important and the loading is small (i.e., less
than0.50), the indicator should be removed from the measurement model.

Table 3 highlights the significance and relevance of outer weights for the latent constructs in the
study, with all weights showing statistical significance at p < 0.001. The results indicate that all
indicators significantly contribute to explaining the latent constructs, with slight variations in their
weights. Constructs such as "support service" and "body temperature and seat arrangement"
exhibit relatively higher weights, reflecting their stronger influence within the model. Overall, the
findings confirm the robustness of the measurement model.

4.2.2. Evaluation of the Second-Order Formative Model (EPSQ)

The higher order construct (HOC) was measured in this part using the latent variable scores (LVSs)
of the lower order constructs (LOCs) (H, EM, FS, SS, PM, and B&S). Specifically, we will evaluate
these relationships in terms of their weights and assess convergent validity, collinearity, and the
significance and relevance of the weights.
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4.2.2.1. Convergent Validity (Redundancy Analysis) Assessment for Second Order

The redundancy analysis results presented in Table (4) show that the formative construct epidemic
prevention service quality (EPSQ) has a high correlation (5= 0.78, p <0.01) with its global single-
item reflective construct (EPSQG), with an R value of 0.61. This high correlation (greater than
0.70) confirms convergent validity for the EPSQ construct, indicating that the formative and
reflective measures are aligned in representing the same concept.

Table (4) Constructs convergent validity (redundancy analysis) for HOC

Formative Construct Global single-item p R? P
Epidemic Prevention Service Quality
(EPSQ) Global Single-Item 0.78 1 0.61 | <.01
(EPSQ)

4.2.2.2. Items Multicollinearity Assessment: Variance Inflation Factors (VIFs) for Second
Order

The findings in table 5 indicate no significant multicollinearity among the formative indicators of
the EPSQ construct, with VIF values ranging from 1.948 to 2.561, all within acceptable limits.

This validates the inclusion of all six indicators as unique contributors to the EPSQ construct.
Table (5) Items multicollinearity assessment: Variance Inflation Factors (VIF;) for HOC

Constructs Type Items Outer weights p-values VIFs

Formative H 0.209 0.001** 2417

Formative EM 0.196 0.001** 1.948

Formative FS 0.204 0.001** 2.188

Epidemic Prevention Service Quality (EPSQ) Formative 3S 0206 0001 336
Formative PM 0.199 0.001™* 2.010

Formative B&S 0.210 0.001™" 2.561

Note(s): *p <0.05, **p <0.01, ***p <0.001, NS= non-Significant

4.2.2.3. Significance and Relevance of Items Weights (p Value and f) for Second Order
Table 5 highlights the outer weights and p-values for the six indicators of the epidemic prevention
service quality (EPSQ) construct. The outer weights, ranging from 0.196 to 0.210, show that all
indicators contribute almost equally to the EPSQ construct. Additionally, the p-values for all
indicators are highly significant (p < 0.001), confirming their strong and statistically significant
relationships with the construct.

4.2.3. Evaluation of Reflective Construct (CS, RI, and Rel)

After evaluating the formative construct and ensuring its validity, we will proceed in this section
to assess the reliability and validity of the reflective constructs, which include customer
satisfaction, revisit intention, and recommendation intention.

Hair et al. (2021) state that reliability assessment (which covers indicator reliability and internal
consistency reliability) and wvalidity assessment (which covers convergent validity and
discriminant validity) are the two primary components of the evaluation process for reflective
measurement models estimated using PLS-SEM.

4.2.3.1. Reliability Assessment (Indicator Reliability & Internal Consistency)

Reliability is a quality criterion for a construct that requires a high degree of correlation between
its metrics (Janadari et al., 2016). To evaluate a reflective measurement model, start by looking at
the indicator loadings, which should be more than 0.708. This threshold indicates that the concept
accounts for more than 50% of the indicator's variance, implying good item dependability (Hair et
al., 2019). Furthermore, both Cronbach's alpha and composite reliability (CR) must be over 0.7 to
demonstrate internal consistency reliability (Al et al., 2018).
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Table 6 highlights the strong reliability and internal consistency of the reflective constructs;
customer satisfaction (CS), revisit intention (RI), and recommendation intention (Rel). All
indicator loadings exceed the threshold of 0.708, ensuring excellent item reliability, with CS
ranging from 0.977 to 0.977, RI from 0.977 to 0.977, and Rel at 0.985. Cronbach’s Alpha (CA)
values are 0.953 (CS), 0.952 (RI), and 0.970 (Rel), while composite reliability (CR) values are
0.977 (CS), 0.977 (RI), and 0.985 (Rel), all above the 0.7 benchmark. These results validate the

constructs' measurement and confirm their high reliability and internal consistency.
Table (6) Indicator loadings and reliability of constructs

Reflective Constructs Indicators Loadings CA CR AVE R? Q?
CS1 0.977
Customer Satisfaction (CS) CS 3 0.977 0.953 0.977 0.955 0.63 0.629
®D RI 1 0.977 0.954 0719
Revisit Intention (RI 95 i
RIS 0977 0.952 0.977 0.72
. . Rel 1 0.985
Recommendation Intention (Rel) Rel 3 0.985 0.970 0.985 0.970 0.64 0.643

Note(s): CA= Cronbach’s Alpha, CR= Composite Reliability, AVE= Average Variance Extracted

4.2.3.2. Validity Assessment (Convergent Validity & Discriminant Validity)

In order to assess convergent validity, the average variance extracted (AVE) must be more than 0.5
(Rasoolimanesh & Ali, 2018). Discriminant validity, on the other hand, can be assessed using
cross-loadings, the Fornell-Larcker Criterion, and the Heterotrait-Monotrait Ratio (HTMT).
Specifically, all items should load higher on their intended construct than on any other construct.
Additionally, the AVE of each construct should exceed the squared correlation between that
construct and any other construct. To confirm discriminant validity, the 95% confidence intervals
for all HTMT ratios should be below one (Risher & Hair, 2017).

Table 6 demonstrates that the reflective constructs; customer satisfaction (CS), revisit intention
(RI), and recommendation intention (Rel) exhibit strong convergent validity, with average
variance extracted (AVE) values well above the 0.50 threshold. CS shows an AVE of 0.955, RI has
an AVE of 0.954, and Rel achieves the highest AVE at 0.970, confirming that each construct
explains a substantial portion of variance in its indicators. These findings validate the robustness
and reliability of the measurement model in capturing the intended constructs effectively.

Table 7 assesses the discriminant validity of the reflective constructs; customer satisfaction (CS),
revisit intention (RI), and recommendation intention (Rel) using cross-loadings. The results show
that each indicator has the highest loading on its respective construct, confirming discriminant
validity. For CS, indicators CS1 (0.977), and CS3 (0.977) have higher loadings on CS compared
to RI and Rel. Similarly, RI indicators RI1 (0.977) and RI5 (0.977) load higher on RI than on CS
or Rel, and Rel indicators Rell (0.985) and Rel3 (0.985) show stronger loadings on Rel.

Table (7) Discriminant validity: cross-loadings

Customer Satisfaction (CS) Revisit Intention (RI) Recommendation Intention (Rel)
CS1 0.977 0.813 0.768
CS3 0.977 0.794 0.724
RI1 0.815 0.977 0.838
RI5 0.791 0.977 0.815
Rell 0.752 0.830 0.985
Rel3 0.753 0.837 0.985
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Table 8 confirms good discriminant validity among the constructs; customer satisfaction (CS),
revisit intention (RI), and recommendation intention (Rel), as all HTMT values are less than 0.90.
Specifically, the HTMT values are 0.884 between CS and RI, 0.807 between CS and Rel, and
0.881 between RI and Rel, indicating that the constructs are distinct. These results align with the

guidelines by Risher and Hair (2017), confirming that each construct measures a unique concept.
Table (8) Discriminant validity: Heterotrait-Monotrait Ratio (HTMT)

CS RI
Customer Satisfaction (CS)
Revisit Intention (RI) 0.884
Recommendation Intention (Rel) 0.807 0.881

Table 9 confirms discriminant validity for the constructs; customer satisfaction (CS), revisit
intention (RI), and recommendation intention (Rel) using the Fornell-Larcker Criterion. The
square roots of the average variance extracted (AVE) for each construct are greater than their
correlations with other constructs, validating discriminant validity. Specifically, CS (0.951), RI
(0.977), and Rel (0.985) all show higher AVE values compared to their correlations with other

constructs, further supporting the distinctiveness of these constructs.
Table (9) Discriminant validity: Fornell-Larcker Criterion

Customer Satisfaction (CS) Revisit Intention (RI) Recommendation Intention (Rel)
CS 0.951 0.815 0.751
RI 0.815 0.977 0.846
Rel 0.751 0.846 0.985

4.2.4. Assessment of the Structural Model

After confirming that the measurement of constructs is reliable and valid, the next step involves
assessing the results of the structural model. First, the structural model is checked for any potential
collinearity problems. Once determined that collinearity is not an issue, the importance and
relevance of the structural model linkages are assessed, specifically the path coefficients.

4.2.4.1. Assessment of Collinearity Issues of the Structural Model

Before evaluating structural relationships in a Partial Least Squares Structural Equation Modeling
(PLS-SEM) framework, multicollinearity must be evaluated to ensure that the regression results
are not affected. Multicollinearity happens when two or more predictive constructs are strongly
linked, leading to skewed estimates and inaccurate conclusions (Russo & Stol, 2021). The method
for assessing multicollinearity in structural models is similar to that used in formative measurement
models, with a single significant distinction: the scores of external latent variables are used to
determine the variance inflation factor (VIF) values (Hair et al., 2021). VIF values can help identify
whether variables in the structural model represent overlapping notions. A VIF score larger than a
certain threshold, often 5, reveals potential multicollinearity problems that must be addressed (Hair
et al., 2017). As a result, researchers must examine VIF values to ensure that problems with
collinearity do not influence computed route coefficients that are determined through a series of
regression experiments (Sarstedt et al., 2021).

The assessment of multicollinearity in the PLS-SEM model, as presented in Table (10), shows that
the variance inflation factor (VIF) values for all predictor constructs are below the threshold of 10,
indicating no significant multicollinearity issues. Specifically, the VIF values for revisit intention
(4.971), recommendation intention (3.877), epidemic prevention service quality (3.309), and
customer satisfaction (3.832) are within acceptable limits. These results confirm that the predictor
constructs do not suffer from excessive collinearity, ensuring reliable and stable estimates in the
structural model.
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Table (4) Predictor Constructs Multicollinearity Assessment: Variance Inflation Factors (VIFs)

Target Constructs Full collinearity VIFs
Revisit Intention (RI) 4.971
Recommendation Intention (Rel) 3.877
Customer Satisfaction (CS) 3.832
Epidemic Prevention Service Quality (EPSQ) 3.309

4.2.4.2. Assess the Significance and Relevance of the Structural Model Relationships

When assessing a structural model in PLS-SEM, it is critical to consider both the significance and
relevance of links between constructs. This is accomplished by examining the path coefficients,
which represent the intensity and direction of these interactions. A significant route coefficient
indicates a substantial association between constructs, which can be evaluated using bootstrapping,
a nonparametric resampling method. Bootstrapping enables the estimation of standard errors, and
confidence ranges for route coefficients without relying on normal data distribution assumptions
(Hair et al., 2021; Rasoolimanesh & Ali, 2018). A route coefficient is usually considered significant
at the 5% level if zero is not within the 95% confidence interval calculated from bootstrapping
(Hair et al., 2021). To improve the robustness of significance testing, current research recommends
utilizing a large number of resamples, such as 10,000, to assure reliable estimations. Aside from
statistical significance, it is critical to assess the relevance or effect size of the correlations. Cohen's

f evaluates the change in R’ when removing a certain path from the model. To provide more insight

into the strength of the correlations, effect sizes are categorized as tiny (0.02), medium (0.15), or
big (0.35) (Cohen, 1992).

Table 11 presents the results of the significance testing for the structural model's path coefficients,
showing all relationships are statistically significant with p-values less than 0.001. Epidemic
prevention service quality (EPSQ) significantly impacts customer satisfaction (CS) with a strong
path coefficient of 0.80 and a large effect size of 0.634. EPSQ also positively influences revisit
intention (0.35) and recommendation intention (0.40), both with medium effect sizes. However,
the relationships between customer satisfaction (CS) and both revisit intention (0.54), with large
effect and recommendation intention (0.44), with medium effect are significant

Furthermore, table (6) presents the coefficient of determination (R") values for the target constructs,
which measure the model's explanatory power. The R’ value for customer satisfaction (CS)is 0.63,
indicating that the model explains 63% of the variance in CS. For revisit intention (RI), the R’
value is 0.72, suggesting a strong explanatory power of the model for this construct. Similarly, the
R’ value for recommendation intention (Rel) is 0.64, showing good explanatory power for Rel as
well. Additionally, the Stone-Geisser Q” values are 0.629 for CS, 0.719 for RI, and 0.643 for Rel,
all exceeding the 0.50 threshold, indicating strong predictive relevance of the model.

Moreover, table (11) presents the significance testing results of the total effects for the relationships
between (EPSQ) and the BIj, revisit intention (RI) and recommendation intention (Rel). Both path
coefficients are statistically significant, with p-values less than 0.001, supporting the relationships.
The path from EPSQ to RI has a path coefficient of 0.782 and an effect size of 0.614, indicating a
large effect. Similarly, the total effect from EPSQ to Rel is 0.752 with an effect size of 0.571, also
a large effect, highlighting EPSQ's significant influence on both RI and Rel. Additionally, table
(11) presents the mediation effect testing results for the relationships between (EPSQ) and the
behavioral intentions of revisit intention (RI) and recommendation intention (Rel), with customer
satisfaction (CS) as the mediator. The results show that customer satisfaction partially mediates
both relationships. For EPSQ and revisit intention, the direct effect is significant (f = 0.35, p <
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0.001), and the indirect effect through CS is also significant (f = 0.432, p < 0.001). Similarly, for
EPSQ and recommendation intention, the direct effect is significant (f = 0.44, p <0.001), with the
indirect effect through CS also significant (5 = 0.352, p <0.001).

4.2.5. Hypotheses Testing

The study tested its hypotheses based on the results of the proposed structural model, as shown in
Table 11 figure 2. The results demonstrate that EPSQ (f = 0.35, p < 0.01; #=0.40, p <0.01) has
a significant direct impact on both RI and Rel, supporting H1. and H1,. Additionally, EPSQ (8 =
0.80, p < 0.01) significantly affects CS, supporting H2. Furthermore, CS (= 0.54, p < 0.01; f =
0.44, p < 0.01) has a significant impact on both RI and Rel, supporting H3. and H3p. To test the
indirect effects (mediation relationships), the SEM results show that EPSQ influences RI and Rel
through CS. Additionally, the SEM results confirm that EPSQ directly impacts RI and Rel.

Figure 2) Results of the Hypothesis Testing for the Structural Model.

Therefore, customer satisfaction partially mediates the effect of EPSQ on both RI and Rel,

supporting H4, and H4y.
Table (5) Structural model findings

Relationship Path Effect B StE:f:rrd Effect Size P values | Conclusion
EPSQ > CS Direct effect 0.80 0.045 0.634 Large <0.01 Support
CS >RI Direct effect 0.54 0.046 0.449 Large <0.01 Support
CS > Rel Direct effect 0.44 0.047 0.339 Medium | <0.01 Support
EPSQ > RI Direct effect 0.35 0.048 0.273 Medium | <0.01 Support
EPSQ -> Rel Direct effect 0.40 0.047 0.304 Medium | <0.01 Support
EPSQ > CS ->RI Indirect effect | 0.43 0.033 0.341 Medium | <0.001 Support
EPSQ -> CS -> Rel Indirect effect | 0.35 0.034 0.267 Medium | <0.001 Support
EPSQ -> RI (Total & Direct) Total Effect 0.78 0.045 0.614 Large <0.001 Support
EPSQ -> Rel (Total & Direct) Total Effect 0.75 0.045 0.571 Large <0.001 Support

Note: EPSQ= Epidemic Prevention Service Quality, RI= Revisit Intention, Rel= Recommendation Intention, CS= Customer
Satisfaction

5. Discussions

In order to examine the relationship between epidemic prevention service quality and behavioral
intentions (revisit intention and recommendation intention), the study found that revisit intention
is significantly impacted directly by epidemic prevention service quality (H1a). This result is in
line with research by Abdou et al. (2022) and Fernandhytia et al. (2022), which showed that
behavioral intentions like repurchase and revisit intentions are positively influenced by health
protocols and perceived service quality. This bolsters the current study's result, which highlights
how excellent preventive measures can greatly increase patrons' intentions to return to restaurants.
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However, the finding contrast with those of Wei et al. (2021), Zhong et al. (2021), Ababneh et al.
(2022), and Guyo-Eusebio and Olazo (2022), who found that COVID-19 preventive measures did
not significantly affect dining or behavioral intentions during restaurant visits.

Furthermore, the study indicated that epidemic preventive service quality has a strong direct
impact on recommendation intention (H1b). This finding is consistent with previous studies
indicating that protective measures have a favorable effect on behavioral intentions. For example,
Quan et al. (2022) discovered that virus protection methods had a beneficial impact on behavioral
intentions, such as the intention to return and suggest hotels. This is consistent with the current
study's findings, which show that high-quality epidemic prevention strategies can improve
recommendation intentions. This study, however, contradicts with that of Ababneh et al. (2022),
who discovered that COVID-19 safety measures had no significant direct effect on behavioral
intentions, including recommendations in fast food restaurants.

Regarding identifying the effects of the epidemic prevention service quality on customer
satisfaction, the study found that epidemic prevention service quality has a significant positive
effect on customer satisfaction (H2). This finding aligns with the studies of Rukuni and Maziriri
(2020), who found that COVID-19 safety precautions were essential for raising customer
satisfaction. Their study, which looked at how COVID-19 readiness tactics affected consumer
behavior in South African retail establishments, showed that procedures including cleaning
shelves, counters, and entryways greatly raised customer satisfaction, and Huete-Alcocer and
Hernandez-Rojas (2022) discovered that COVID-19 safety measures improve restaurant customer
satisfaction and loyalty. Their study, which examined city loyalty based on tourists' perceptions of
COVID safety measures in traditional restaurants in Cérdoba, Spain, on a sample of 154 tourists,
found that perceptions of restaurant COVID safety significantly influenced satisfaction with the
restaurant, local cuisine, and the overall image of the city, thereby increasing loyalty. Similarly,
Ababneh et al. (2022) investigated the impact of a novel concept, COVID-19 safety, on customer
satisfaction and behavioral intentions in the UAE fast-food restaurants, taking into account the
effects of service quality, perceived value, and food quality. Adherence to COVID-19 safety
procedures was found to be a significant factor in consumer satisfaction during the pandemic.
Nevertheless, this result contrasts with Kayumov et al. (2024), who examined the relationship
between service quality factors and COVID-19 safety with overall satisfaction and customer
loyalty toward halal ethnic restaurants during the pandemic. Their data revealed five dimensions
of service quality: COVID-19 safety, employee service, ambiance, cleanliness, and food quality.
While cleanliness and food quality positively influenced overall satisfaction, COVID-19 safety
had a negative impact. This disparity can be attributed to the differing importance of halal values
compared to COVID-19 safety values. Halal values are deeply intertwined with the religious and
cultural beliefs of Muslim consumers, reflecting a vital aspect of their religious identity and daily
needs, thus making their influence on satisfaction more pronounced (Osman et al., 2024).

This research provides empirical evidence that the diverse preventive measures and strategies
adopted by restaurants to mitigate virus transmission (i.e., cleaning, disinfecting, and safeguarding
its environment during an outbreak; the ability to care for and reassure customers; the adaptability
of services in response to the changing epidemic landscape; the provision of additional epidemic
prevention services; the management of staff mobility and deployment; and the capacity to monitor
staff temperatures and arrange seating effectively) are critical to improving customer satisfaction.

In examining the impact of customer satisfaction on behavioral intentions, particularly revisit
intention and recommendation intention, the study found that customer satisfaction significantly
enhances revisit intention (H3.), which is consistent with the majority of previous studies. For
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example, Han et al. (2009) developed and validated a theoretical framework to explore the
relationships between consumption emotions, customer satisfaction, switching barriers, and revisit
intention in full-service restaurants in the USA, highlighting a strong link between satisfaction and
revisit intention. This pattern is evident in other studies as well, such as Kim et al. (2013), who
investigated the connections between perceived food healthiness, value, satisfaction, and
patronage intentions in mid-to-upscale restaurants in South Korea, finding that customer
satisfaction plays a key role in driving revisit intention. Likewise, Marinkovic et al. (2014)
identified satisfaction as a significant factor influencing revisit intention in full-service restaurants.
Zuratulraha et al. (2016) also supported this by finding a substantial relationship between customer
satisfaction and revisit intention in restaurants. Mannan et al. (2019) confirmed that customer
satisfaction positively influences revisit intention in dining restaurants, while Richardson et al.
(2019) examined various elements of the dining experience in quick-service restaurants in the
USA, concluding that overall satisfaction positively affects the intention to return. Furthermore,
Cakici et al. (2019) found a positive correlation between customer satisfaction and revisit intention
in restaurants, particularly in relation to perceived price fairness. Rajput and Gahfoor (2020)
highlighted that food quality, service quality, and physical environment quality significantly affect
revisit intention in fast-food restaurants, while word of mouth moderated this relationship to a
lesser extent. Chun and Nyam-Ochir (2020) similarly found that customer satisfaction positively
influenced revisit intention, and Khamis et al. (2022) confirmed this relationship in quick-service
restaurants among higher education students. The results of this study, therefore, align with the
body of research consistently demonstrating a strong positive relationship between customer
satisfaction and revisit intention across different restaurant settings.

This study also revealed that customer satisfaction has a notable positive effect on recommendation
intention (H3p), which is in line with most prior research. Numerous studies consistently report a
strong and significant link between customer satisfaction and the intention to recommend. For
instance, Kim et al. (2009), Jalilvand et al. (2017), Konuk (2019), Al-Ansi et al. (2019), Richardson
et al. (2019), Chun and Nyam-Ochir (2020), Solunoglu (2020), and Bayram et al. (2023) found
that higher levels of customer satisfaction led to increased recommendation intentions in diverse
contexts, including fast-food chains, traditional restaurants, and organic eateries. These findings
are also reflected in broader hospitality industry research, where customer satisfaction typically
fosters positive behavioral intentions like revisiting and recommending (Ababneh et al., 2022;
Bufquin et al., 2017; Clemes et al., 2018; Namin, 2017; Qin et al., 2010; Ryu & Han, 2010b; Ryu
et al., 2008; Shahzadi et al., 2018; Slack et al., 2021; Truong et al., 2017). This suggests that
customers who are satisfied with epidemic prevention service quality in quick-service restaurants
(QSR) are more likely to revisit or recommend the place to others. Additionally, the results indicate
that customer satisfaction has a more substantial influence on return intention (RI) than on
recommendation intention (Rel). This suggests that while satisfied customers are more inclined to
return, the effect of satisfaction on recommendation intention is relatively less pronounced,
implying that other factors may have a stronger influence on a customer's decision to recommend.

Regarding identifying the role of customer satisfaction as a mediator between behavioral intentions
(revisit and suggestion) and the quality of epidemic prevention service. The study demonstrated
that the link between the epidemic prevention service quality and the intention to revisit (H4a) or
recommend (H4y) is considerably mediated by customer satisfaction. This aligns with previous
research that identified significant mediating roles for customer satisfaction, such as in studies by
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Konuk (2019) and Chun and Nyam-Ochir (2020). Notably, Ababneh et al. (2022) came to the
conclusion that the association between COVID-19 precautions and behavioral intentions, such as
intents to revisit and recommend, is totally mediated by customer satisfaction. Thus, while the
direct effects are confirmed, the hypothesized mediating effects of customer satisfaction in this
study were supported by the data. This indicates that customers likely assess their dining
experiences based on the perceived effectiveness of safety protocols, which influences their
decisions to return or recommend.

6. Theoretical Implications

This study makes significant additions to our understanding of the significance of epidemic
prevention service quality in the restaurant industry, specifically in terms of customer satisfaction
and behavioral intentions in the quick-service restaurant sector. This study advances the theoretical
framework for analyzing how external health-focused stimuli (such as epidemic prevention service
quality) influence internal customer response (satisfaction) and subsequent behaviors (revisit and
recommendation intentions). The study's findings highlight various theoretical implications that
improve existing knowledge in the service quality and consumer behavior literature in hospitality.

This study extends the use of the Stimulus-Organism-Response (SOR) framework in the restaurant
business amid emergencies such as the COVID-19 epidemic. It shows that external stimuli, such
as epidemic prevention measures, not only affect customer satisfaction (the internal organism) but
also significantly influence customers' behavioral responses, including revisit and
recommendation intentions. While SOR has been widely used in other contexts, its application to
safety measures in the restaurant industry, especially during a global health crisis, is a novel
contribution. The study underscores that customer behavior is strongly influenced by perceptions
of safety, positioning the SOR theory as a valuable tool for understanding customer reactions to
health-related stimuli. Also, this study underlines the importance of epidemic prevention service
quality in molding customer satisfaction and affecting behavioral intentions. Unlike previous
research that has focused on traditional service quality dimensions like food quality, service speed,
and ambiance, this study introduces epidemic prevention service quality as a key factor affecting
customer behavior. Finally, the large direct benefits of epidemic prevention service quality on
revisit and recommendation intentions emphasize the need of including health and safety aspects
into future service quality models in the hospitality sector.

7. Practical Implications

The study's conclusions have important real-world ramifications for the quick-service restaurant
sector, especially in light of the COVID-19 pandemic's continued difficulties. First and foremost,
restaurant managers and operators should prioritize the implementation of high-quality epidemic
prevention measures, as these directly enhance customers’ revisit and recommendation intentions.
Given that the perceived quality of health and safety protocols significantly influences customer
behavior, it is crucial for restaurants to invest in cleaning, disinfecting, and safeguarding their
environments. This includes visible sanitization practices, proper staff training in health protocols,
and transparent communication about the measures being taken to ensure customer safety.

Furthermore, recognizing that customers value safety during a pandemic underscores the need for
businesses to adapt their service delivery models accordingly. Marketing strategies should
highlight the effectiveness and quality of epidemic prevention measures, positioning these
protocols as key differentiators in a competitive market. By demonstrating a strong commitment
to safety, restaurateurs can build trust and encourage repeat visits, even during uncertain times.
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Finally, restaurant managers must regularly monitor consumer input on safety measures and
change their policies accordingly. Engaging consumers via surveys or feedback forms gives
significant insights into their opinions of service quality and safety, allowing restaurants to adjust
and grow in response to changing customer expectations.

8. Conclusion

This study advances our knowledge of how customer satisfaction and behavioral intentions in the
hospitality sector particularly in quick-service restaurants are impacted by the quality of epidemic
prevention service. The results highlight how important the quality of epidemic prevention service
is in influencing consumer choices in times of crisis, such as the COVID-19 pandemic. Revisit and
recommendation intentions are positively impacted by high-quality epidemic prevention service,
which also increase customer satisfaction. While the study aligns with previous research, it
provides new insights by highlighting the direct/indirect impact of epidemic prevention measures
on customer behavior, a factor that was largely underexplored in traditional service quality studies.
9. Limitations and Future Research Directions

Limitations of the study include the use of self-reported data, which might introduce bias, the small
sample size (400), and the demographic makeup (Egypt), which can limit generalizability.
Additionally, the cross-sectional design makes it more difficult to identify causal links or track
changes over time. Larger, more varied samples and longitudinal designs should be used in future
studies to monitor changes over time. Furthermore, a more thorough understanding might be
obtained by employing a mixed-methods approach. Investigating cutting-edge technologies for the
prevention of epidemics may also provide insightful information on consumer behavior.
Investigating similar constructs in other areas of hospitality and foodservice could provide a
broader perspective on how epidemic prevention measures influence customer satisfaction and
customer behavior across various contexts.

10. List of Reference

Ababneh, K. I., Ponnaiyan, S., EIMelegy, A. R., & Prybutok, V. (2022). Determinants of customer
satisfaction and behavioral intentions in fast-food restaurants among undergraduate students
during the COVID-19 pandemic. Quality Management Journal, 29(2), 104-124.
https://doi.org/10.1080/10686967.2022.2034491

Abdou, A. H., Mohamed, S. A. K., Khalil, A. A. F., Albakhit, A. 1., & Alarjani, A. J. N. (2022).
Modeling the relationship between perceived service quality, tourist satisfaction, and tourists’
behavioral intentions amid COVID-19 pandemic: Evidence of yoga tourists’ perspectives.
Frontiers in Psychology, 13, 1003650. https://doi.org/10.3389/fpsyg.2022.1003650

Abdullah, D., Hamir, N., Nor, N. M., Krishnaswamy, J., & Rostum, A. M. M. (2018). Food quality,
service quality, price fairness and restaurant re-patronage intention: The mediating role of
customer satisfaction. International Journal of Academic Research in Business and Social
Sciences, 8(17), 211-226. DOI: 10.6007/IJARBSS/v8-117/5226

Ahmed, S., Al Asheq, A., Ahmed, E., Chowdhury, U. Y., Sufi, T., & Mostofa, M. G. (2023). The
intricate relationships of consumers’ loyalty and their perceptions of service quality, price and
satisfaction in restaurant service. The TQM Journal, 35(2), 519-539. https://doi.org/10.1108/TQM-
06-2021-0158

Al-Adwan, A. S., Al-Debei, M. M., & Dwivedi, Y. K. (2022). E-commerce in high uncertainty
avoidance cultures: The driving forces of repurchase and word-of-mouth intentions. Technology
in Society, 71, 102083.

39


https://doi.org/10.1080/10686967.2022.2034491
https://doi.org/10.3389/fpsyg.2022.1003650
https://doi.org/10.1108/TQM-06-2021-0158
https://doi.org/10.1108/TQM-06-2021-0158

International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Al-Ansi, A., Olya, H. G., & Han, H. (2019). Effect of general risk on trust, satisfaction, and
recommendation intention for halal food. International Journal of Hospitality Management, 83,
210-219.

Al-dweeri, R. M., Obeidat, Z. M., Al-dwiry, M. A., Alshurideh, M. T., & Alhorani, A. M. (2017).
The impact of e-service quality and e-loyalty on online shopping: moderating effect of e-
satisfaction and e-trust. International Journal of Marketing Studies, 9(2), 92-103.

Ali, D., Alam, M., & Bilal, H. (2021). The influence of service quality, price, and environ ment on
customer loyalty in the restaurant's industry: The mediating role of customer satisfaction. Journal
of Accounting and Finance in Emerging Economies, 7(1), 143-154.

Ali, F., Rasoolimanesh, S. M., Sarstedt, M., Ringle, C. M., & Ryu, K. (2018). An assessment of
the use of partial least squares structural equation modeling (PLS-SEM) in hospitality research.

International ~ journal of contemporary hospitality —management, 30(1), 514-538.
https://doi.org/10.1108/IJCHM-10-2016-0568

Amani, D. (2024). How do COVID-19 preventive measures build corporate reputation: Focus on
the hospitality industry in Tanzania. International Hospitality Review, 38(1), 182-200.
https://doi.org/10.1108/THR-05-2022-0027

Anderson, E. W., Fornell, C., & Mazvancheryl, S. K. (2004). Customer satisfaction and
shareholder value. Journal of marketing, 68(4), 172-185.
https://doi.org/10.1509/jmkg.68.4.172.427

Asghar, A., Asif, R., & Akhtar, N. (2024). Servicescapes and social servicescapes: impact on
perceived usefulness, choice satisfaction and behavior at fast-food restaurants. Journal of
Hospitality and Tourism Insights, 7(4), 2121-2143. https://doi.org/10.1108/JHTI-03-2023-0125

Asghar Ali, M., Ting, D. H., Salim, L., & Ahmad-Ur-Rehman, M. (2021). Influence of
servicescape on behavioural intentions through mediation and moderation effects: A study on
Malaysia’s full-service restaurants. Cogent Business & Management, 8(1), 1924923.
https://doi.org/10.1080/23311975.2021.1924923

Babin, B. J., Lee, Y. K., Kim, E. J., & Griffin, M. (2005). Modeling consumer satisfaction and
word-of-mouth: restaurant patronage in Korea. Journal of Services Marketing, 19(3), 133-139.
https://doi.org/10.1108/08876040510596803

Basiddiq, H. A. (2019). The Roles of Boards of Directors in Omani Companies: A Study of Board
Processes. Nottingham Trent University (United Kingdom).

Bayram, H. B., Aydin, U., Giizel, G., Sezgin, H., Demir, E. K., & Kirmizilaroglu, D. (2023). An
Investigation of the Effect of in-Plane Atmospheric Elements on Customer Satisfaction and the

Effect of Customer Satisfaction on Behavioral Intention. Transnational Business and Management,
1(1), 19-33. https://doi.org/10.33182/tbm.v111.3040

Bellamkonda, R., Rongala, S., & Ali, A. (2024). Understanding the Determinants of Customer
Satisfaction and Revisit Intentions in Theme  Restaurants-Case of  Steam.
http://dr.lib.sjp.ac.lk/handle/123456789/13011

Benaglia, M. F., Ho, M. H., & Tsai, T. (2023). Drivers of customer satisfaction with restaurants
during COVID-19. A survey of young adults in Taiwan and Indonesia. Asia Pacific Management
Review.

40


https://doi.org/10.1108/IJCHM-10-2016-0568
https://doi.org/10.1108/IHR-05-2022-0027
https://doi.org/10.1509/jmkg.68.4.172.42723
https://doi.org/10.1108/JHTI-03-2023-0125
https://doi.org/10.1080/23311975.2021.1924923
https://doi.org/10.1108/08876040510596803
https://doi.org/10.33182/tbm.v1i1.3040
http://dr.lib.sjp.ac.lk/handle/123456789/13011

International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Brewer, P., & Sebby, A. G. (2021). The effect of online restaurant menus on consumers’ purchase
intentions during the COVID-19 pandemic. International Journal of Hospitality Management, 94,
102777. https://doi.org/10.1016/j.ijhm.2020.102777. https://doi.org/10.1016/j.ijhm.2020.102777

Bufquin, D., DiPietro, R., & Partlow, C. (2017). The influence of the DinEX service quality
dimensions on casual-dining restaurant customers’ satisfaction and behavioral intentions. Journal
of Foodservice Business Research, 20(5), 542-556.
https://doi.org/10.1080/15378020.2016.1222744

Buyjisic, M., Hutchinson, J., & Parsa, H. (2014). The effects of restaurant quality attributes on
customer behavioral intentions. International journal of contemporary hospitality management,
26(8), 1270-1291. https://doi.org/10.1108/IJCHM-04-2013-0162

Cakici, A. C., Akgunduz, Y., & Yildirim, O. (2019). The impact of perceived price justice and
satisfaction on loyalty: the mediating effect of revisit intention. Tourism Review, 74(3), 443-462.
https://doi.org/10.1108/TR-02-2018-0025

Cankiil, D., Kaya, S., & Kiziltag, M. C. (2024). The effect of gastronomic experience on restaurant
image, customer perceived value, customer satisfaction and customer loyalty. International Journal
of Gastronomy and Food Science, 36, 100908. https://doi.org/10.1016/1.1jgfs.2024.100908

Cavusoglu, M. (2019). An analysis of technology applications in the restaurant industry. Journal
of Hospitality and Tourism Technology, 10(1), 45-72. https://doi.org/10.1108/JHTT-12-2017-0141

Chan, J. Y.-L., Leow, S. M. H., Bea, K. T., Cheng, W. K., Phoong, S. W., Hong, Z.-W., & Chen,
Y.-L. (2022). Mitigating the multicollinearity problem and its machine learning approach: a review.
Mathematics, 10(8), 1283. https://doi.org/10.3390/math 10081283

Chang, Y.-Y., & Cheng, C.-C. (2022). New insights into the measurement model of a new scale
for evaluating restaurant service quality during major infectious disease outbreaks. International
Journal of Contemporary Hospitality Management, 34(5), 1629-1648.
https://doi.org/10.1108/IJICHM-06-2021-0772

Chaturvedi, P., Kulshreshtha, K., Tripathi, V., & Agnihotri, D. (2024). Investigating the impact of
restaurants' sustainable practices on consumers' satisfaction and revisit intentions: a study on

leading green restaurants. Asia-Pacific Journal of Business Administration, 16(1), 41-62.
https://doi.org/10.1108/APJBA-09-2021-0456

Cheah, J.-H., Sarstedt, M., Ringle, C. M., Ramayah, T., & Ting, H. (2018). Convergent validity
assessment of formatively measured constructs in PLS-SEM: On using single-item versus multi-

item measures in redundancy analyses. International journal of contemporary hospitality
management, 30(11), 3192-3210. https://doi.org/10.1108/IJCHM-10-2017-0649

Chowdhury, F. (2021). Service quality and word of mouth in quick service restaurants-considering
the mediating effect of customer satisfaction. Journal of Business Administration, 42(1), 39-58.
Chun, S.-H., & Nyam-Ochir, A. (2020). The effects of fast food restaurant attributes on customer
satisfaction, revisit intention, and recommendation using DINESERYV scale. Sustainability, 12(18),
7435. https://doi.org/10.3390/sul2187435

Clemes, M. D., Mohi, Z., Li, X., & Hu, B. (2018). Synthesizing moderate upscale restaurant
patrons’ dining experiences. Asia Pacific Journal of Marketing and Logistics, 30(3), 627-651.
https://doi.org/10.1108/APJML-06-2017-0115

41


https://doi.org/10.1016/j.ijhm.2020.102777
https://doi.org/10.1080/15378020.2016.1222744
https://doi.org/10.1108/IJCHM-04-2013-0162
https://doi.org/10.1108/TR-02-2018-0025
https://doi.org/10.1016/j.ijgfs.2024.100908
https://doi.org/10.1108/JHTT-12-2017-0141
https://doi.org/10.3390/math10081283
https://doi.org/10.1108/IJCHM-06-2021-0772
https://doi.org/10.1108/APJBA-09-2021-0456
https://doi.org/10.1108/IJCHM-10-2017-0649
https://doi.org/10.3390/su12187435
https://doi.org/10.1108/APJML-06-2017-0115

International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Cohen, J. (1992). Statistical power analysis. Current directions in psychological science, 1(3), 98-
101. https://doi.org/10.1111/1467-8721.ep10768783

Dedeoglu, B. B., & Bogan, E. (2021). The motivations of visiting upscale restaurants during the
COVID-19 pandemic: The role of risk perception and trust in government. International Journal
of Hospitality Management, 95, 102905. https://doi.org/10.1016/1.ijhm.2021.102905

Fernandhytia, F., Hadi, M. W. P., Sari, D. V. S., & Heriyati, P. (2022). The Effect of Crisis
Management and Implementation of Health Protocols During the Covid-19 Pandemic On
Repurchase Intention With Consumer Safety As Mediation. Journal of Business and Management
Review, 3(2), 158-173. https://doi.org/10.47153/jbmr32.3042022

Fornell, C., & Larcker, D. F. (1981). Evaluating structural equation models with unobservable
variables and measurement error. Journal of marketing research, 18(1), 39-50.
https://doi.org/10.1177/002224378101800104

Freeze, R., & Raschke, R. L. (2007). An assessment of formative and reflective constructs in IS
research. http://aisel.aisnet.org/ecis2007/171

Furner, C. P., Drake, J. R., Zinko, R., & Kisling, E. (2022). Online review antecedents of trust,
purchase, and recommendation intention: A simulation-based experiment for hotels and AirBnBs.
Journal of Internet Commerce, 21(1), 79-103. https://doi.org/10.1080/15332861.2020.1870342

Ghosh, P., Jhamb, D., & Dhiman, R. (2023). Measuring QSR service quality on behavioral
intentions of gen Z customers using QUICKSERV-mediating effect of service value and
satisfaction. International Journal of Quality & Reliability Management, 40(10), 2351-2370.
https://doi.org/10.1108/IJQRM-06-2022-0183

Ghotbabadi, A. R., Feiz, S., & Baharun, R. (2015). Service quality measurements: a review.
International Journal of Academic Research in Business and Social Sciences, 5(2), 267-286.
http://dx.doi.org/10.6007/IJARBSS/v5-12/1484

Guyo-Eusebio, E. J., & Olazo, D.(2022). The Effects of COVID-19 Perceived Risk, Trust in
Government, and Preventive Measures on Restaurant Visit Intention among Business Students in
Tablas, Romblon.

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

Ha, T., & Sorokina, N. (2023). Restaurant Service Quality Dimensions And Measurement: A
Systematic Literature Review.

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the
results of PLS-SEM. European business review, 31(1), 2-24. https://doi.org/10.1108/EBR-11-
2018-0203

Hair Jr, J. F., Howard, M. C., & Nitzl, C. (2020). Assessing measurement model quality in PLS-
SEM using confirmatory composite analysis. Journal of Business Research, 109, 101-110.
https://doi.org/10.1016/j.jbusres.2019.11.069

Hair Jr, J. F., Hult, G. T. M., Ringle, C. M., Sarstedt, M., Danks, N. P., & Ray, S. (2021). Partial
least squares structural equation modeling (PLS-SEM) using R: A workbook. Springer Nature.

42


https://doi.org/10.1111/1467-8721.ep10768783
https://doi.org/10.1016/j.ijhm.2021.102905
https://doi.org/10.47153/jbmr32.3042022
https://doi.org/10.1177/002224378101800104
http://aisel.aisnet.org/ecis2007/171
https://doi.org/10.1080/15332861.2020.1870342
https://doi.org/10.1108/IJQRM-06-2022-0183
http://dx.doi.org/10.6007/IJARBSS/v5-i2/1484
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1108/EBR-11-2018-0203
https://doi.org/10.1016/j.jbusres.2019.11.069

International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Hair Jr, J. F., Matthews, L. M., Matthews, R. L., & Sarstedt, M. (2017). PLS-SEM or CB-SEM:
updated guidelines on which method to use. International Journal of Multivariate Data Analysis,
1(2), 107-123.

Hamzah, A. A., & Shamsudin, M. F. (2020). Why customer satisfaction is important to business?
Journal of Undergraduate Social Science and Technology, 1(1).

Han, H., Back, K.-J., & Barrett, B. (2009). Influencing factors on restaurant customers’ revisit
intention: The roles of emotions and switching barriers. International Journal of Hospitality
Management, 28(4), 563-572.

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

Hanafiah, M. H. (2020). Formative vs. reflective measurement model: Guidelines for structural
equation modeling research. International Journal of Analysis and Applications, 18(5), 876-889.

Heung, V. C., & Ngai, E. W. (2008). The mediating effects of perceived value and customer
satisfaction on customer loyalty in the Chinese restaurant setting. Journal of Quality Assurance in
Hospitality & Tourism, 9(2), 85-107.

Hidayat, D., Bismo, A., & Basri, A. R. (2020). The effect of food quality and service quality
towards customer satisfaction and repurchase intention (case study of hot plate restaurants). Jurnal
Manajemen Bisnis, 10(01), 01-09.

Huete-Alcocer, N., & Hernandez-Rojas, R. D. (2022). Do SARS-CoV-2 safety measures affect
visitors experience of traditional gastronomy, destination image and loyalty to a World Heritage
City? Journal of Retailing and Consumer Services, 69, 103095.

Jain, S. K. (2013). Searching for Critical Success Factors: A Dimension-Specific Assessment of
Service Quality and Its Relationship with Customer Satisfaction and Behavioral Intentions in Fast-
Food Restaurants. In Global cases on hospitality industry (pp. 79-116). Routledge.

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

Janadari, M., Sri Ramalu, S., Wei, C., & Abdullah, O. (2016). Evaluation of measurment and
structural model of the reflective model constructs in PLS—SEM. Proceedings of the 6th
International Symposium—2016 South Eastern University of Sri Lanka (SEUSL), Oluvil, Sri
Lanka.

Kaewmahaphinyo, T., Nuangjamnong, C., & Dowpiset, K. (2020). Factors influencing customer
satisfaction and behavioral intention for fast-casual restaurants (a case study in a shopping center,
Bangkok). Available at SSRN 3787925.

Kayumov, A., Ahn, Y.-j., Kiatkawsin, K., Sutherland, 1., & Zielinski, S. (2024). Service quality
and customer loyalty in halal ethnic restaurants amid the COVID-19 pandemic: a study of halal
Uzbekistan restaurants in South Korea. Cogent Social Sciences, 10(1), 2301814.

Kencana, P. N. (2020). The effect of price and service quality on customer satisfaction of PT Huda
Express courier services at Mcdonald’s Bintaro Restaurant. Jurnal Administrare: Jurnal Pemikiran
Ilmiah dan Pendidikan Administrasi Perkantoran, 7(1), 29-38.

43



International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Khalil, G. G. A., & Ali, A. M. M. (2023). Examining the Impact of Fast Food Restaurants Service
Quality on Perceived Value and Revisit Intention by the Mediating Role of Customer Satisfaction.
Journal of the Faculty of Tourism and Hotels-University of Sadat City, 7(2/2).

Khamis, W. N. F. M., Jalis, M. H., Azmi, A., & Abd Rahman, A. E. (2022). Attributes Affecting
Quick Service Restaurants Revisit Intention among Student of Higher Learning Institutions.

Khashan, M. A., Elsotouhy, M. M., Ashraf Aziz, M., Alasker, T. H., & Ghonim, M. A. (2024).
Mediating customer engagement in the relationship between fast-food restaurants' innovativeness
and brand evangelism during COVID-19: evidence from emergent markets. International journal
of contemporary hospitality management, 36(4), 1353-1374.

Kim, H., Jang, S., & Gim, J. (2023). To whom do restaurants’ preventive measures matter more
during a pandemic? The moderating effects of need-for-cognition and relationship strength.
International journal of contemporary hospitality management, 35(9), 3360-3386.

Kim, H. J., Park, J., Kim, M.-J., & Ryu, K. (2013). Does perceived restaurant food healthiness
matter? Its influence on value, satisfaction and revisit intentions in restaurant operations in South
Korea. International Journal of Hospitality Management, 33, 397-405.

Kim, J., & Lee, J. C. (2020). Effects of COVID-19 on preferences for private dining facilities in
restaurants. Journal of Hospitality and Tourism Management, 45, 67-70.

Kim, W. G, Ng, C. Y. N., & Kim, Y.-s. (2009). Influence of institutional DINESERV on customer
satisfaction, return intention, and word-of-mouth. International Journal of Hospitality
Management, 28(1), 10-17.

Ko, J.-H., Kang, H.-S., & Seo, J.-W. (2023). Experiential Value, Overall Image, Revisit Intention,
and Willingness to Pay a Premium in the Context of Environmentally Certified Hotel Restaurants:
The Moderating Effect of Environmental Consciousness. Sustainability, 15(17), 12913.

Konuk, F. A. (2019). The influence of perceived food quality, price fairness, perceived value and
satisfaction on customers’ revisit and word-of-mouth intentions towards organic food restaurants.
Journal of Retailing and Consumer Services, 50, 103-110.

Kristiawan, Y., Hartoyo, H., & Suharjo, B. (2021). Customer satisfaction: Service quality or
product quality (case study at fast food restaurant in Jabodetabek). Binus Business Review, 12(2),
165-176.

Kiibler, R. V., & Seggie, S. H. (2024). The impact of Covid-19 on how core and peripheral service
satisfaction impacts customer satisfaction. Journal of Business Research, 182, 114784.

Laksana, I., & Ekawati, N. W. (2020). Word of mouth and customer satisfaction in mediating the
relationship between service quality and revisit intention. American Journal of Humanities and
Social Sciences Research (AJHSSR), 4(9), 19-28.

Lefrid, M. (2021). Dining at gas stations: an analysis of nonconventional fast-food outlets from a
consumer behavior perspective. British Food Journal, 123(12), 4347-4366.

Lianopoulos, Y., Kotsi, N., Karagiorgos, T., & Theodorakis, N. D. (2024). Experiential effects on
mass sport participants’ event satisfaction and behavioral intentions: examining sensory, affective,

behavioral, intellectual and relational dimensions. International Journal of Event and Festival
Management, 15(2), 270-292.

44



International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Lin, S.-C., Tseng, H.-T., Shirazi, F., Hajli, N., & Tsai, P.-T. (2022). Exploring factors influencing
impulse buying in live streaming shopping: a stimulus-organism-response (SOR) perspective. Asia
Pacific Journal of Marketing and Logistics, 35(6), 1383-1403.

Lo, S.-K. J., Tavitiyaman, P., & Tsang, W.-S. L. (2024). Impact of customers' needs on online
information search of upscale restaurant attributes and customer satisfaction. British Food Journal,
126(3), 941-964.

Maisya, K. L., Rahmat, S. T. Y., & Rina, A. (2019). Influence of service quality and customer
satisfaction on customer loyalty in restaurants of the Tangerang area. Russian Journal of
Agricultural and Socio-Economic Sciences, 92(8), 142-147.

Mannan, M., Chowdhury, N., Sarker, P., & Amir, R. (2019). Modeling customer satisfaction and
revisit intention in Bangladeshi dining restaurants. Journal of Modelling in Management, 14(4),
922-947.

Marinkovic, V., Senic, V., Ivkov, D., Dimitrovski, D., & Bjelic, M. (2014). The antecedents of
satisfaction and revisit intentions for full-service restaurants. Marketing Intelligence & Planning,
32(3), 311-327.

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology Cambridge.
MA: Massachusetts Institute of Technology, 8.

Mensah, 1., & Mensah, R. D. (2018). Effects of service quality and customer satisfaction on
repurchase intention in restaurants on University of Cape Coast campus. Journal of Tourism,
Heritage & Services Marketing, 4(2), 27-36.

Namin, A. (2017). Revisiting customers' perception of service quality in fast food restaurants.
Journal of Retailing and Consumer Services, 34, 70-81.

Olorunniwo, F., Hsu, M. K., & Udo, G. J. (2006). Service quality, customer satisfaction, and
behavioral intentions in the service factory. Journal of Services Marketing, 20(1), 59-72.

Ong, A. K. S., Prasetyo, Y. T., Marinas, K. A., Perez, J. P. A., Persada, S. F., Nadlifatin, R.,
Chuenyindee, T., & Buaphiban, T. (2022). Factors affecting customer satisfaction in fast food
restaurant “Jollibee” during the COVID-19 pandemic. Sustainability, 14(22), 15477.

Osman, I., Omar, E. N., Ratnasari, R. T., Furqon, C., & Sultan, M. A. (2024). Perceived service
quality and risks towards satisfaction of online halal food delivery system: from the Malaysian
perspectives. Journal of Islamic Marketing, 15(9), 2198-2228.

Pan, H., & Ha, H.-Y. (2021). Service quality and satisfaction in the context of varying levels of
restaurant image and customer orientation during the covid-19 pandemic. Sustainability, 13(17),
9694.

Prentice, C., Altinay, L., & Woodside, A. G. (2021). Transformative service research and COVID-
19. In (Vol. 41, pp. 1-8): Taylor & Francis.

Qin, G., & Prybutok, V. R. (2008). Determinants of customer-perceived service quality in fast-
food restaurants and their relationship to customer satisfaction and behavioral intentions. Quality
Management Journal, 15(2), 35-50.

Qin, H., & Prybutok, V. R. (2009). Service quality, customer satisfaction, and behavioral intentions
in fast-food restaurants. International journal of quality and service sciences, 1(1), 78-95.

45



International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Qin, H., Prybutok, V. R., & Zhao, Q. (2010). Perceived service quality in fast-food restaurants:
Empirical evidence from China. International Journal of Quality & Reliability Management, 27(4),
424-437.

Quan, L., Al-Ansi, A., & Han, H. (2022). Assessing customer financial risk perception and attitude
in the hotel industry: Exploring the role of protective measures against COVID-19. International
Journal of Hospitality Management, 101, 103123.

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

Rasoolimanesh, S. M., & Ali, F. (2018). Partial least squares-structural equation modeling in
hospitality and tourism. Journal of Hospitality and Tourism Technology, 9(3), 238-248.

Richardson, S., Lefrid, M., Jahani, S., Munyon, M. D., & Rasoolimanesh, S. M. (2019). Effect of
dining experience on future intention in quick service restaurants. British Food Journal, 121(11),
2620-2636.

Ringle, C. M., Sarstedt, M., Mitchell, R., & Gudergan, S. P. (2020). Partial least squares structural
equation modeling in HRM research. The international journal of human resource management,
31(12), 1617-1643.

Ringle, C. M., Sarstedt, M., Sinkovics, N., & Sinkovics, R. R. (2023). A perspective on using
partial least squares structural equation modelling in data articles. Data in Brief, 48, 109074.
Risher, J., & Hair Jr, J. F. (2017). The robustness of PLS across disciplines. Academy of Business
Journal, 1, 47-55.

Rosli, N. F., Abdullah, N., & Sondoh Jr, S. L. (2012). Higher Order Construct Using Formative-
Formative Measurement Model in Partial Least Square Structural Equation Modelling (PLS-
SEM).

Rukuni, T. F., & Maziriri, E. T. (2020). Data on corona-virus readiness strategies influencing
customer satisfaction and customer behavioural intentions in South African retail stores. Data in
Brief, 31, 105818.

Russo, D., & Stol, K.-J. (2021). PLS-SEM for software engineering research: An introduction and
survey. ACM Computing Surveys (CSUR), 54(4), 1-38.

Ryu, K., & Han, H. (2010a). Influence of physical environment on disconfirmation, customer
satisfaction, and customer loyalty for first-time and repeat customers in upscale restaurants.

Ryu, K., & Han, H. (2010b). Influence of the quality of food, service, and physical environment
on customer satisfaction and behavioral intention in quick-casual restaurants: Moderating role of
perceived price. Journal of Hospitality & Tourism Research, 34(3), 310-329.

Ryu, K., Han, H., & Kim, T.-H. (2008). The relationships among overall quick-casual restaurant
image, perceived value, customer satisfaction, and behavioral intentions. International journal of
hospitality management, 27(3), 459-469.

Ryu, K., Jarumaneerat, T., Promsivapallop, P., & Kim, M. (2023). What influences restaurant
dining out and diners’ self-protective intention during the COVID-19 pandemic: Applying the
Protection Motivation Theory. International journal of hospitality management, 109, 103400.

46



International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Ryu, K., Lee, H. R., & Kim, W. G. (2012). The influence of the quality of the physical environment,
food, and service on restaurant image, customer perceived value, customer satisfaction, and

behavioral intentions. International journal of contemporary hospitality management, 24(2), 200-
223.

Saneva, D., & Chortoseva, S. (2022). Service quality, customer satisfaction and customer loyalty:
Testing a structural equation model. Quality-Access to Success, 21(179), 124-128.

Sarstedt, M., Hair, J. F., Pick, M., Liengaard, B. D., Radomir, L., & Ringle, C. M. (2022). Progress
in partial least squares structural equation modeling use in marketing research in the last decade.
Psychology & Marketing, 39(5), 1035-1064. https://doi.org/10.1002/mar.21640

Sarstedt, M., Hair Jr, J. F., Cheah, J.-H., Becker, J.-M., & Ringle, C. M. (2019). How to specify,
estimate, and validate higher-order constructs in PLS-SEM. Australasian marketing journal, 27(3),
197-211. https://doi.org/10.1016/j.ausm;j.2019.05.003

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2021). Partial least squares structural equation modeling.
In Handbook of market research (pp. 587-632). Springer. https://doi.org/10.1007/978-3-319-
05542-8 15-2

Sarstedt, M., Ringle, C. M., Smith, D., Reams, R., & Hair Jr, J. F. (2014). Partial least squares
structural equation modeling (PLS-SEM): A useful tool for family business researchers. Journal of
family business strategy, 5(1), 105-115. https://doi.org/10.1016/j.jfbs.2014.01.002

Shahzadi, M., Malik, S. A., Ahmad, M., & Shabbir, A. (2018). Perceptions of fine dining
restaurants in Pakistan: What influences customer satisfaction and behavioral intentions?
International  Journal of Quality & Reliability Management, 35(3), 635-655.
https://doi.org/10.1108/IJQRM-07-2016-0113

Sharma, A., & Sharma, S. (2023). Digital marketing adoption by small travel agencies: a
comprehensive PLS-SEM model using reflective and higher-order formative constructs. European
Journal of Innovation Management. https://doi.org/10.1108/EJIM-09-2022-0532

Shinde, R., Chavan, P., & Ali, M. (2018). Assessing the role of customer satisfaction in attaining
customer loyalty: A study of fast food restaurant in Kolhapur city. International Journal of
Multidisciplinary Research, 8(4), 30-40. http://www.researchjournals.in Quality Impact Factor:
5.93 (CARS)

Silaban, P. H., Chen, W.-K., Eunike, 1. J., & Silalahi, A. D. K. (2023). Traditional restaurant
managers’ use of sensory marketing to maintain customer satisfaction: Findings from PLS-SEM
and fsQCA. Cogent Business & Management, 10(1), 2196788.
https://doi.org/10.1080/23311975.2023.2196788

Sirimongkol, T. (2022). The effects of restaurant service quality on revisit intention in pandemic
conditions: an empirical study from Khonkaen, Thailand. Journal of Foodservice Business
Research, 25(2), 233-251. https://doi.org/10.1080/15378020.2021.1941560

Slack, N. J., Singh, G., Ali, J., Lata, R., Mudaliar, K., & Swamy, Y. (2021). Influence of fast-food
restaurant service quality and its dimensions on customer perceived value, satisfaction and
behavioural intentions. British Food Journal, 123(4), 1324-1344. https://doi.org/10.1108/BFJ-09-
2020-0771

47


https://doi.org/10.1002/mar.21640
https://doi.org/10.1016/j.ausmj.2019.05.003
https://doi.org/10.1007/978-3-319-05542-8_15-2
https://doi.org/10.1007/978-3-319-05542-8_15-2
https://doi.org/10.1016/j.jfbs.2014.01.002
https://doi.org/10.1108/IJQRM-07-2016-0113
https://doi.org/10.1108/EJIM-09-2022-0532
https://doi.org/10.1080/23311975.2023.2196788
https://doi.org/10.1080/15378020.2021.1941560
https://doi.org/10.1108/BFJ-09-2020-0771
https://doi.org/10.1108/BFJ-09-2020-0771

International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Solunoglu, A. (2020). Perceived food quality, satisfaction, brand image in restaurants and
recommendation intention relation. Yasar Universitesi E-Dergisi, 15(60), 833-849.
https://doi.org/10.19168/jyasar.716064

Song, H.J., Yeon, J., & Lee, S. (2021). Impact of the COVID-19 pandemic: Evidence from the US
restaurant industry. International Journal of Hospitality Management, 92, 102702.
https://doi.org/10.1016/1.ijhm.2020.102702

Song, Y., Zhang, L., & Zhang, M. (2022). Research on the impact of public climate policy
cognition on low-carbon travel based on SOR theory—evidence from China. Energy, 261, 125192.
https://doi.org/10.1016/j.energy.2022.125192

Soroya, S. H., Farooq, A., Mahmood, K., Isoaho, J., & Zara, S.-e. (2021). From information
seeking to information avoidance: Understanding the health information behavior during a global
health crisis. Information processing & management, 58(2), 102440.
https://doi.org/10.1016/5.1pm.2020.102440

Surahman, I. G. N., Yasa, P. N. S., & Wahyuni, N. M. (2020). The effect of service quality on
customer loyalty mediated by customer satisfaction in tourism villages in Badung Regency. Jurnal
Ekonomi dan Bisnis Jagaditha, 7(1), 46-52. https://doi.org/10.22225/13.7.1.1626.46-52

Talukder, M. B., Kumar, S., Sood, K., & Grima, S. (2023). Information technology, food service
quality and restaurant revisit intention. https://doi.org/10.18280/ijsdp.180131

Tastan, H., & Soylu, A. G. (2023). The impact of perceived cleanliness on customer satisfaction,
revisiting intention and complaining behaviors: The case of restaurants by SOR Model. Journal of
multidisciplinary academic tourism, 8(1), 27-38. https://doi.org/10.31822/jomat.2023-8-1-27

To, W. M., & Leung, V. W. (2023). The effects of diningscape on customer satisfaction and word
of mouth. British Food Journal. https://doi.org/10.1108/BFJ-11-2022-0985

Truong, N., Nisar, T., Knox, D., & Prabhakar, G. (2017). The influences of cleanliness and
employee attributes on perceived service quality in restaurants in a developing country.
International Journal of Culture, Tourism and Hospitality Research, 11(4), 608-627.
https://doi.org/10.1108/IJCTHR-11-2016-0111

Tuncer, 1., Unusan, C., & Cobanoglu, C. (2021). Service quality, perceived value and customer
satisfaction on behavioral intention in restaurants: An integrated structural model. Journal of
Quality Assurance in Hospitality & Tourism. https://doi.org/10.1080/1528008X.2020.1802390

Uslu, A. (2020). The relationship of service quality dimensions of restaurant enterprises with
satisfaction, behavioral intention, eWOM and the moderator effect of atmosphere. Tourism &
Management Studies, 16(3), 23-35. https://doi.org/10.18089/tms.2020.160303

Villanueva, M. C. C., Alejandro, A. F., & Ga-an, M. L. L. P. (2023). Measuring the service quality,
customer satisfaction, and customer loyalty of selected fast-food restaurants during the COVID-

19 pandemic. Open Journal of Business and Management, 11(3), 1181-1207. doi:
10.4236/0jbm.2023.113066. https://doi.org/10.4236/0jbm.2023.113066

Vo-Thanh, T., Zaman, M., Thai, T. D.-H., Hasan, R., & Senbeto, D. L. (2024). Perceived customer
journey innovativeness and customer satisfaction: a mixed-method approach. Annals of
Operations Research, 333(2), 1019-1044. https://doi.org/10.1007/s10479-022-05079-3

48


https://doi.org/10.19168/jyasar.716064
https://doi.org/10.1016/j.ijhm.2020.102702
https://doi.org/10.1016/j.energy.2022.125192
https://doi.org/10.1016/j.ipm.2020.102440
https://doi.org/10.22225/jj.7.1.1626.46-52
https://doi.org/10.18280/ijsdp.180131
https://doi.org/10.31822/jomat.2023-8-1-27
https://doi.org/10.1108/BFJ-11-2022-0985
https://doi.org/10.1108/IJCTHR-11-2016-0111
https://doi.org/10.1080/1528008X.2020.1802390
https://doi.org/10.18089/tms.2020.160303
https://doi.org/10.4236/ojbm.2023.113066
https://doi.org/10.1007/s10479-022-05079-3

International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

Wang, D., Yao, J., & Martin, B. A. (2021). The effects of crowdedness and safety measures on
restaurant patronage choices and perceptions in the COVID-19 pandemic. International Journal of
Hospitality Management, 95, 102910. https://doi.org/10.1016/1.ijhm.2021.102910

Wei, C., Chen, H., & Lee, Y. M. (2021b). COVID-19 preventive measures and restaurant
customers’ intention to dine out: The role of brand trust and perceived risk. Service Business, 1-
20. https://doi.org/10.1007/s11628-021-00462-9

Wei, C. V., Chen, H., & Lee, Y. M. (2021a). Factors influencing customers’ dine out intention
during COVID-19 reopening period: The moderating role of country-of-origin effect. International
Journal of Hospitality Management, 95, 102894. https://doi.org/10.1016/1.ijhm.2021.102894

Wen, H., & Liu-Lastres, B. (2022). Consumers' dining behaviors during the COVID-19 pandemic:
An Application of the Protection Motivation Theory and the Safety Signal Framework. Journal of
Hospitality and Tourism Management, 51, 187-195. https://doi.org/10.1016/j.jhtm.2022.03.009

Wu, H.-C. (2013). An empirical study of the effects of service quality, perceived value, corporate
image, and customer satisfaction on behavioral intentions in the Taiwan quick service restaurant
industry. Journal of Quality Assurance in Hospitality & Tourism, 14(4), 364-390.
https://doi.org/10.1080/1528008X.2013.802581

Xu, Y., Singh, S., Olson, E. D., & Jeong, E. L. (2022). Consumers’ perceived effectiveness of
COVID-19 mitigation strategies in restaurants: What went well and what could we do better?
International Journal of Hospitality Management, 103, 103206.
https://doi.org/10.1016/5.ijhm.2022.103206

Yuliantoro, N., Juliana, J., Laurenzia, S., & Tanzil, S. T. (2023). Antecedents of revisit intention
with mediated customer satisfaction a study on millennial consumer behaviour at theme restaurant
in jakarta. Jurnal [lmiah Global Education, 4(4), 2163-2173. https://doi.org/10.6007/IJARBSS/v8-
117/5226

Zaghloul, M., Barakat, S., & Rezk, A. (2024). Predicting E-commerce customer satisfaction:
Traditional machine learning vs. deep learning approaches. Journal of Retailing and Consumer
Services, 79, 103865. https://doi.org/10.1016/j.jretconser.2024.103865

Zhang, G., Yue, X., Ye, Y., & Peng, M. Y.-P. (2021). Understanding the impact of the psychological
cognitive process on student learning satisfaction: combination of the social cognitive career
theory and SOR model. Frontiers in Psychology, 12, 712323.
https://doi.org/10.3389/fpsyg.2021.712323

Zhong, Y., Oh, S., & Moon, H. C. (2021). What can drive consumers’ dining-out behavior in China
and Korea during the COVID-19 pandemic? Sustainability, 13(4), 1724.
https://doi.org/10.3390/su13041724 https://doi.org/10.3390/sul3041724

Zuratulraha, J., Ibrahim, H. M., Massyittah, O., & Gopinath, S. (2016). Restaurant quality attribute
on revisit intention: the mediating effect of customer satisfaction. Science International (Lahore),
30(5), 735-739. Sci.Int.(Lahore),30(5),735-739, 2016 Sci.Int.(Lahore),30(5),735-739, 2016

49


https://doi.org/10.1016/j.ijhm.2021.102910
https://doi.org/10.1007/s11628-021-00462-9
https://doi.org/10.1016/j.ijhm.2021.102894
https://doi.org/10.1016/j.jhtm.2022.03.009
https://doi.org/10.1080/1528008X.2013.802581
https://doi.org/10.1016/j.ijhm.2022.103206
https://doi.org/10.6007/IJARBSS/v8-i17/5226
https://doi.org/10.6007/IJARBSS/v8-i17/5226
https://doi.org/10.1016/j.jretconser.2024.103865
https://doi.org/10.3389/fpsyg.2021.712323
https://doi.org/10.3390/su13041724

International Journal of Tourism, Archaeology, and Hospitality (IJTAH), January(2025),Vol.5, Issue 1

?M,,I\J:IJ c?hh'a\)‘sa.uﬁﬂ‘a.ddﬁ\ ?DLEA ;MZSJ.\AJ‘ ;\-\gJY‘ y%@ﬁ\ha&iaﬁgﬁﬁw\
48 gleall
oalddiall

aa o day puall aadl) peUae L Jee 400 (o ULl pand iaS Fyngio Fusl all 038 Cradiiind day pual) adil) aeUas
pie sl JWISY) ade Capmsy il 50 Al @3 clgdlinel o5 Aol 450 O e B AS o e JUA (00
A Ak 53 sa il 3 AW all iy 9488.9 (ss il Alaind Jaray dalla 1aind 400 oo il Laa cdaadlall
Sl Jlal & (S-0-R) Al (ASI- iaall 4y ks e slaie YU S sLdl Ll sill 5 o3leall Lia e 45591
Gl i & s¥) e 485l daxs 335a o ) i) udi | WarpPL8gebin e 4ddSiell ci¥alad) daias aladiuly
Jamy ey e s dle Ll ol e alag) J<50 Kadl i eDaall Lia ) o WS cdpa ill 45 5L 3 sale) 4 e
il 8 Al all o3 aalasi Aea sill 5 531 ale) A s A gW) (e Al 4edd B3 ga (3 dar S e Danll Lia
On delll Jon (55 st a5 23 sai 84S oLl Ll il 5 ceDlandl Lia )5 6B s9) (e 448 ) 4003 B3 53 e JDA (10
daila Jie dalall dmall cla HY) OMA Lags Y éirg ol adad) acUas deliva 8 la sl agdll ) ey Laa ¢(Jal sall 022
e Al i st 3K e o gual) Jalud s g Ul 8 ) jal) glial ddee YYD i) Jus3COVID-19.
Apasill 5550 sale) 4 e i) 5 o Daall Lay il A Y1
an ‘3)\:!)'5‘ sale a ‘:bg)uﬂ\ il ru:U:m A gLl Ll gl ¢ Dlaall elia ) ‘33.35‘\1\ Cro A8 gl Aaak B2 g :a.“.ﬂ\ Gilalsl)
dpa il

r

50



