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1. Introduction

Service quality is essential for the organizational success
due to its close connection with customers’ satisfaction and
loyalty, especially in the service industry. The excellent service
keeps the customers and leads toward greater satisfaction and
increased loyalty, which results in increased market share and
income for the companies (Parasuraman et al., 1985; Gilbert
and Veloutsou, 2006; Kandampully and Suhartanto, 2000).
Moreover, organizations are increasingly focused on the service
quality as a strategic tool for positioning as well as a way to
achieve operational efficacy and business performance impro-
vement (Gounaris et al., 2005; Mehta et al., 2000; Lai, 2005).

The literature identifies great number of models for
measuring the service quality and its impact on customers’
satisfaction and loyalty. In the contemporary study of the
hospitality industry development, restaurants are an important
segment with continuous growth. The accelerated pace of living
and less leisure time have led to a growing trend for visitors to
fast-food restaurants. Nowadays, fast-food restaurants are
under increased pressure from the growing competition and the
increasing customers’ demands regarding service quality. Given
that, it is important to monitor the service quality in the fast-food
restaurants from customers’ point of view, since providing the
required service quality and satisfaction leads towards long-term
financial results and stronger competitive position in today’s
dynamic environment. The crucial and constant market chan-
ges, as well as the changes in social, educational and cultural
aspect which affect the customers’ demands, require continuous
improvement of the service quality in fast-food restaurants.
Therefore, the service quality measurement must be done
frequently and in a timely manner to determine the level of

service quality provided by the hospitality facility, in order to
increase the customers’ satisfaction and maintain their visits.

2. Literature review and hypothesis
development
2.1. Service Quality

Assurance of excellent service quality in hospitality industry
and gaining customers’ satisfaction is an important issue in
order to maintain the existing capabilities to satisfy its customers
and the opportunity for its improvement. The service quality
generates an important volume of interest among researches
and practitioners (Marinković and Senic, 2012). When defining
the quality in a service context, it is important to exclude the
customer, that is, from its understanding of the quality. As a
result, the quality is everything that the customer considers to
be, meaning, the quality is the ability of a product or service to
meet or exceed the customers’ expectations.

Parasuraman et al., (1988) define the quality perception as
„global judgement or stance on the superiority of service“. Many
researchers in the literature use this definition to address the
service quality (Bolton et al., 1991; Cronin and Taylor, 1992;
Boulding, et al., 1993; Spreng and Mackoy, 1996).

Based on qualitative research conducted with the use of
focus group method on an employed customers and more or
less intangible types of services, Parasuraman et al., (1991) find
that customers expect from the service company to deliver the
service in a secured manner. Regarding this research, for any
type of service, the customers will judge the quality based on
five determinants such as reliability, responsiveness, empathy,
assurance and tangible elements of the service and service
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environment. Research by a large number of researchers
indicate the multidimensionality of service quality (Brady and
Cronin, 2001).

Still there isn’t general agreement for the number of
determinants and attributes that define the service quality.
According to more researchers, the main components of total
quality of restaurant service is the quality of food, physical envi-
ronment and employees (Dulen, 1999; Susskind, et al., 2000).

Moreover, according to the results of a research conducted
in Nigeria for the quality of fast-food restaurants, it is concluded
that the service quality, the quality of the atmosphere, environ-
ment, customers demographic characteristics and the moderni-
zation are important factor that affect customers’ behavior
regarding the support of fast-food restaurants (Olisе, 2015).

2.2. Customer Satisfaction and Service Quality

The advantages of customer satisfaction from fast-food
restaurant services are numerous. Satisfaction increases loyalty
and that depends from how the service is delivered. Satisfaction
is the complete attitude towards the service provider or
emotional reaction from the difference between what customers
expect and what they receive in terms of meeting their needs,
goals or wishes (Zineldin, 2000).

There is a general opinion among researchers that the con-
cept of customer satisfaction and service quality are extremely
interconnected. Even though, satisfaction and service quality
are close to its meaning, they are still different. The perceived
service quality is explained as a form of opinion and long-term
total evaluation of product or service, whereas customers’ sa-
tisfaction is considered as a specific manageable evaluation
(Oliver, 1981; Bitner, et al.1990).

Regarding the hospitality segment, the results from several
researchers prove that there is a strong relationship between
service quality and customers’ satisfaction from the service (Kim
and Moon 2009; Min and Min, 2011). Andaleeb and Conway
(2006) noticed that employees behaviour, price and food quality
have significant influence on the customers’ satisfaction. The
research conducted in USA in several service businesses such
as retail, fast-food restaurants, air traffic, health, etc., based on
a modified SERVQUAL scale indicates that there is a direct
impact of service quality on the customers’ loyalty and indirect
impact through perceived value and satisfaction (Brady, 2005;
Setó-Pamies, 2012).

In addition to the perception of service quality, research
shows that there is a positive impact on the service ambience
and the desire of customers to stay longer in the restaurant, as
well as to recommend it to other potential customers (Ryu and
Han, 2010; Lam et al, 2011). According to the above findings,
the following hypothesis is set:

Х1. The quality of service has significant impact on custo-
mers’ satisfaction in fast-food restaurants.

2.3. Customer Loyalty and Service Quality

Customer loyalty is a result from its continuous positive and
emotional experience, satisfaction based on physical attributes
and perceived value of product or service quality. Customers’
satisfaction has direct impact on their loyalty (Mittal and
Walfried, 1998).

For customers, loyalty is positive attitude and behaviour
associated with their return visit or future consumption (Chu,
2009). Customers’ loyalty usually can be said that it is con-
sequence of all experiences that they have with the service or
product provider. (Mascarenhas, et al, 2006). Customers’ loyalty
has positive impact on markets and economic performances of
the company. Actually, customers’ loyalty is link between their
attitude, service or product reuse and financial performances
(Camarero, et al., 2005; Heskett, et al., 2008).

Due to the increased competition in fast-food restaurants
and increased health awareness among customers, they start to

be picky regarding the aesthetics, product and service they re-
ceive in fast-food restaurants (Nezakati, et al., 2011; Tabassum
and Rahman, 2012). There are a lot of studies conducted in fast-
food restaurants from different points of view, profiling different
attitudes that influence customers’ intentions i.e. their loyalty
(Lowenstein, 1995; Park, 2004; Carew, 2010; Ahmad, et al.,
2013). The factors, such as food quality, service quality, en-
vironment, price, quick service, restaurant layout, impression of
fast-food facilities, are considered to influence the customer
support of restaurants in regions with different culture, envi-
ronment and socioeconomic specifics (Tat, et al., 2011; Akbar
and Alaudeen, 2012; Ahmad, et al., 2013). The findings of most
studies show different results and due to those differences it is
not yet clear what factors clearly influence customers’ behavior
towards fast-food restaurant support. Resulting is the second
hypothesis:

Х2. The service quality significantly influences the loyalty of
customers in fast-food restaurants

2.4. Customer Satisfaction and Customer Loyalty

Customers’ satisfaction is key when trying to keep the
existing and attract new customers (Kabu and Soniya, 2017).
The customer whose needs during the consumption are not met
is less satisfied and it is assumed that his/her (un) satisfaction
impacts the future decisions about where, what and how he/she
will buy, i.e. use the service. If the product or service meet the
needs and demand of the customer, he/she will be satisfied and
will become a loyal customer. Service customers are the driving
force for profitable growth, and a loyal customer leads to a
greater profitability (Hayes, 2008). Most researchers have
defined that service quality is very important for customers’
satisfaction, as well as for their loyalty. Some researchers have
established that the service quality determines customers’ satis-
faction and has impact on the loyalty through the satisfaction
(Rust and Oliver, 1994). Ahmed et al., (2010) indicate that
customers’ satisfaction has significant mediating effect on the
relationship between service quality and loyalty. According to the
research, a hypothesis has been set:

Х3. Satisfaction significantly impacts loyalty of fast-food res-
taurant customers

3. Methodology of research

The research was conducted in total of six fast-food
restaurants in R. Macedonia, and 148 questionnaires were ana-
lyzed. The service quality was measured through the customers’
perception based on 29 attributes divided into six determinants
according to the SERVQUAL, DINESERV and CFFRSERV
model (Stevens, et al., 1995; Parasuraman, et al., 1988; Tan, et
al., 2014; Saneva and Chortoseva, 2018). The customers’
satisfaction from the service as well as their loyalty towards the
restaurants, were measured as one-dimensional concepts re-
presented with five statements. Of these, three statements were
related to the satisfaction measurement and how satisfied they
were with the approach of the restaurant employees, the service
and the time spent in the restaurant. The remaining two sta-
tements were for loyalty measurement, that is, whether they
would recommend the restaurant to relatives and friends and if
they plan to visit it again. In order to evaluate of the statements
regarding the perception, satisfaction and loyalty, the Likert
scale of five values was used, with an interval from 1 to 5 (1 for
„strongly disagree“ to 5 for „strongly agree“). The reliability of the
questionnaire was confirmed with the Cronbach alfa coefficient.
The link between service quality, satisfaction, and loyalty of the
service customers and the validation of the specific hypothesis
set in this research, has been tested with the application of
structural equation modeling. Furthermore, the results were
statistically processed with SPSS version 19 and SPSS Amos
version 22 software package.
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4. Data analysis and results

Convergent Reliability and Internal Consistency of the model
was confirmed with the Average Variance Extracted (AVE) and
Composite Reliability (CR), and the reliability was confirmed
with the Cronbach alfa test. Given the values shown in Table 1
all regression coefficients (β) are statistically important
(p<0.0001) with a value greater than 0.7 (Hulland, 1999).
According to the values obtained for AVE the construct “Service

quality” is with value of 0.63, “Customer Satisfaction” with value
of 0.7, and the construct “Customer Loyalty” is with value of
0.79. The Average Variance Extracted (AVE) is acceptable when
the value is above 0.5 (Fornell and Larcker, 1981; Bagozzi and
Yi, 1988). Composite reliability (CR) for the three constructors
(“Service quality”, “Customer Satisfaction”, and “Customer
Loyalty”) has value above 0.8. Given the results obtained for β,
AVE and CR, the validity of the attributes and formed
constructors has been proven.
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Attributes Constructs p β CR AVE α
Tangibility <--

Service Quality

*** 0.75

0.91 0.63 0.905

Assurance <-- *** 0.84
Food quality <-- *** 0.75
Responsiveness <-- *** 0.77
Reliability <-- *** 0.78
Empathy <-- *** 0.85
Employees approach <--

Customer
Satisfaction

*** 0.81
0.87 0.7 0.87Service <-- *** 0.89

Time spent <-- *** 0.8
Recommendation to other
people <-- Customer

Loyalty
*** 0.91

0.88 0.79 0.872
Frequent visit <-- *** 0.86

Table 1. Standardized regression coefficients (β) for attribute impact, Cronbach’s alpha
coefficient (α), average variability (AVE) and composite reliability (CR)

X2 Χ2/df GFI AGFI SRMR RMSEA CFI NFI TLI
Obtained values 50.243 1.225 0.945 0.912 0.028 0.039 0.991 0.955 0.988
Recommended values p > .05 ≤3.00 ≥0.90 ≥0.80 ≤0.08 ≤0.08 ≥0.95 ≥0.90 ≥0.90

The reliability is confirmed by the Cronbach alfa test i.e. the
coefficient of internal consistency of grouping attributes in the
questionnaire in constructors such as service quality, satis-
faction and loyalty. According to this test the value of alfa
coefficient greater than 0.6 shows good opportunity to model the
survey results for the population under study (Cronbach, 1951).
Based on the values obtained for the Cronbach alfa coefficient
for internal consistency of data grouping from 0.905, 0.870 and
0.872 prove the questionnaire validity i.e. the correctness of the
constructs formed within it.

To determine the impact of the relationship between service
quality, satisfaction, and loyalty of fast-food restaurants cus-
tomers, the structural equation modeling was applied. Table 2
shows the fit statistics results. According to the results the small
value of Χ2/df (<2), great values of GFI, AGFI, CFI, NFI, TLI
(>0.9) and SRMR, RMSEA (<0.08) it can be concluded that the
model of structural equations shown on figure 1 is appropriate
and can be tested on the hypothesis (Bentler, 1990; Browne and
Cudeck, 1992; Hair et al., 2009; Noruzy et al., 2013).

Note: Chi-square test (X2), Goodness-of-fit Index (GFI), Adjusted Goodness-of-fit Index (AGFI),
Standardized Root Mean Square Residual (SRMR), Root Mean Square Error of Approximation
(RMSEA), Comparative Fit Index (CFI), Normed Fit Index (NFI), Tucker-Lewis Index (TLI)

Table 2. Fit Statistic Results of the quality model

Figure 1. Model of the impact on service quality, satisfaction
and loyalty
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The results shown in Table 3 indicate that the three
hypothesis H1 (service quality→satisfaction), H2 (service
quality→ loyalty) and H3 (satisfaction→ loyalty) are highly
supported by the statistically important regression coefficients β
with a level of importance p<0.00. Moreover, the service quality
has significant impact over the satisfaction (β – 0.66***) and
loyalty of service customers (β – 0.38***). The satisfaction has
significant impact over the loyalty of service customers in fast-
food restaurants (β – 0.55***).

5. Conclusion

The research results show significant impact of service
quality over satisfaction and loyalty of service customers, and
also there is a significant impact of satisfaction over the loyalty
of service customers in fast-food restaurants. The created struc-
tural model can be applied in different types of restaurants. The
results from this research give direction for the management of
service quality, satisfaction and loyalty of service customers in
fast-food restaurants. Measuring service quality enables ma-
nagers to perceive the service quality from customers’ point of
view, identify the location of quality issues and set clear stan-
dards for quality service delivery. Continuous measurement of
service quality, satisfaction and loyalty in fast-food restaurants
and taking corrective actions, contributes to continuous im-
provement of the quality of work, creating and promoting long-
term profitable relationships with service customers and
competitiveness.

References

[1] Ahmad, F., Ghazali, H. & Othman, M. (2013). Consumers
Preference Between Fast Food Restaurant and Casual Dining
Restaurant: A Conceptual Paper. 3rd International Conference on
Management, pp. 315-325.

[2] Ahmed, I., Nawaz, M. M., Usman, A., Shaukat, M. Z., Ahmad, N. &
Iqbal, H. (2010). Impact of service quality on customer satisfaction,
Empirical evidence from telecom sector of Pakistan.
Interdisciplinary J. C.R.B, 1(12), pp. 98-113.

[3] Akbar, Y. A. A. & Alaudeen, M. S. S. (2012). Determinant of Factors
that Influence Consumer in Choosing Normal Full-Service
Restaurant: Case in Seri Iskandar, Perak, Malasia. South East
Asian Journal of Contemporary Business, Economics and Law,
Vol. 1, pp. 137-145.

[4] Andaleeb, S. S. & Conway, C. (2006). Customer satisfaction in the
restaurant industry: an examination of the transaction – specific
model. Journal of Services Marketing, 20(1). pp. 3-11.

[5] Bagozzi, R. P. & Yi, Y. (1988). On the evaluation of
structuralequation models. Journal of the Academy of Marketing
Science, 16(1), pp. 74-94.

[6] Bentler, P. (1990). Comparative fit indexes in structural models.
Psychological Bulletin, 107(2), pp. 238-246.

[7] Bitner, Mary J., Booms, B. H. & Tetreault, M. S. (1990). The service
encounter: diagnosing favourable and unfavourable incidents.
Journal of Marketing, 54, pp. 71-84.

[8] Bolton, R. N., & James H. D. (1991). A Multi-Stage Model of
Customers' Assessments of Service Quality and Value. Journal of
Consumer Research, 17 (4), pp. 375-384.

[9] Boulding, W., Kalra, A., Staelin, R. & Zeithaml, V.A. (1993). A
Dynamic Process Model of Service Quality: From Expectations to
Behavioral Intentions. Journal of Marketing Research, 30, pp. 7-
27.

[10] Brady, M. K. & Cronin, J. (2001). Some thoughts on
conceptualizing perceived service quality: A hierarchical approach.
Journal of Marketing, 65(3), pp. 34-49.

[11] Brady, M. K., Knight, G. A., Cronin Jr. J. Toma, G., Hult, M. &
Keillor, B. D. (2005). Removing the Contextual Lens: A
Multinational, Mult-setting Comparison of Service Evaluation
Models. Journal of Retailing, 81(3), pp. 215-230.

[12] Browne, M. W. & Gudeck, R. (1992). Alternative ways of assessing
model fit. In: Bollen, K. A., Long, J. S. (Eds.), Testing Structural
Equation Models, Sage, Beverly Hills, CA.

[13] Camarero I., C., Gutiérrez C., J. & San Martín G., S. (2005). The
impact of customer relationship marketing on the firm
performance: A Spanish case. Journal of Services Marketing,
19(4), pp. 234-244.

[14] Carew F. (2010). The winning formula for Nigeria Fast Food
Players Consulting. CHSOI- 0810-FC.

[15] Chu, K. M. (2009). The Construction Model of Customer Trust,
Perceived Value and Customer Loyalty. Journal of American
Academy of Business, 14(2), pp. 98-103.

[16] Cronbach, L. J. (1951). Coefficient alpha and the internal structure
of tests. Psychometrika, 16 (3), pp. 297-334.

[17] Cronin, J. J. & Taylor, S. A. (1992). Measuring service quality: A
reexamination and extension. Journal of Marketing, 56(3), pp. 55-
68.

[18] Dulen, J. (1999). Quality control. Restaurants and institutions,
109(5), pp. 38-41.

[19] Fornell, C. & Larcker, D. F. (1981) Evaluating Structural Equation
Models with Unobservable Variables and Measurement Error.
Journal of Marketing Research, 18, pp. 39-50.

[20] Gilbert, G. R. & Veloutsou C. (2006). A cross-industry comparison
of customer satisfaction. Journal of Services Marketing, 20(5), pp.
298-308.

[21] Gounaris, S., Dimitriadis, S. & Stathakopoulos, V. (2005).
Antecedents of perceived quality in the context of Internet retail
stores. Journal of Marketing Management, 21(7), pp. 669-682.

[22] Hair, J., Black, W., Babin, B. & Anderson, R. (2009). Multivariate
data analysis. Prentice Hall. London.

[23] Hayes, E.B. (2008). Measuring Customer Satisfaction and Loyalty:
Survey Design, Use, and Statistical Analysis Methods, ASQ
Quality Press, USA.

[24] Heskett, J. L., Jones, T. O., Loveman, G. W., Sasser Jr., W. E. &
Schlesinger, L. A. (2008). Putting the service-profit chain to work.
Harvard Business Review, 86(7-8), pp. 164-174.

[25] Hulland, J. (1999). Use of partial least squares (PLS) in
strategicmanagement research: a review of four recent studies.
Strategic Management Journal, 20(2), pp. 195-204.

[26] Kabu K. & Soniya M. (2017). Customer Satisfaction and Customer
Loyalty: Case Trivsel Städtjänster (Trivsel siivouspalvelut). Thesis.
Business Management. Centria University of Applied Sciences.

[27] Kandampully, J. & Suhartanto, D. (2000). Customer loyalty in the
hotel industry: the role of customer satisfaction and image.
International Journal of Contemporary Hospitality Management,
12(6), pp. 46-351.

[28] Kim, W. G. & Moon, Y. J. (2009). Customers‘ cognitive, emotional,
and actionable response to the servicescape: A test of the
moderating effect of the restaurant type. International Journal of
Hospitality Management, 28, pp. 144-156.

[29] Lai, K., Cheng,T. & Sdwin., C. (2005). Effects of Quality
Management and Marketing on Organisational Performance.
Journal of Business Research, 57, pp. 446-456.

[30] Lam, L. W., Chan K. W., Fong, D. & Lo, F. (2011). Does the look
matter? The impact of casino servicescape on gaming customer
satisfaction, intention to revisit, and desire to stay. International
Journal of Hospitality Management, 30 (3), pp. 558-567.

[31] Lowenstein M.W. (1995). Customer Retention. ASQC Quality
Press, Milwaukee, WI.

[32] Marinković, V. & Senic, V. (2012). Analiza elemenata kvaliteta
usluga u korporativnom bankarstvu. Ekonomski horizonti, 4(1), pp.
13-22.

QUALITY
Access to Success Vol . 21, No. 179/ December 2020

β P Results
H1: Customer
Satisfaction <--- Service Quality 0.66 *** Supported

H2: Customer
Loyalty <--- Service Quality 0.38 *** Supported

H3: Customer
Loyalty <--- Customer

Satisfaction 0.55 *** Supported

Note: Significance level *** p<0.0001

Table 3. Standardized regression coefficient (β) for the
dependability of service quality, satisfaction and loyalty



128

QUALITY MANAGEMENT
[33] Mascarenhas, O. A., Kesavan, R. & Bernacchi, M. (2006). Lasting customer loyalty: A total customer experience approach. Journal of

Consumer Marketing, 23(7), pp. 397-405.
[34] Mehta, S.C., Lalwani, A.K. & Li Han, S. (2000). Service quality in retailing: relative efficiency of alternative measurement scales for different

product-service environments. International Journal of Retail and Distribution Management, 28 (2), pp. 62-72.
[35] Min, H. & Min, H. (2011). Benchmarking the service quality of fast-food restaurant franchises in the USA. Benchmarking: An International

Journal, 18(2), pp. 282-300.
[36] Mittal, B. & Walfried M. L. (1998). Why do customers switch? The dynamics of satisfaction versus loyalty. Journal of Services Marketing, 12(3),

pp. 177-194.
[37] Nezakati, H., Kuan, Y. L. & Asgari, O. (2011). Factors influencing customer loyalty towards fast food restaurants. International Conference on

Sociality and Economics Development, IPEDR, Singapore.
[38] Noruzy, A., Dalfard, V.M. & Azhdari, B. (2013). Relations between transformational leadership, organizational learning, knowledge

management, organizational innovation, and organizational performance: an empirical investigation of manufacturing firms. Int J Adv Manuf
Technol, 64, pp. 1073-1085.

[39] Olise, M.C., Okoli, M.I. & Ekeke, J.N. (2015). Factors influencing customers patronage of fast food restaurants. International Journal of
Economics, Commerce and Management, 3(11), pp. 686-701.

[40] Oliver, R.L. (1981). Measurement and Evaluation of Satisfaction Processes in retail Settings. Journal of Retailing, 57, pp. 25-48.
[41] Parasuraman, A., Berry, L. L. & Zeithaml, V. A. (1991). Refinement and Reassessment of the SERVQUAL Scale. Journal of Retailing, 67(4),

pp. 420-450.
[42] Parasuraman, A., Zeithaml, V. A. & Berry, L. L.(1988). SERVQUAL: A multiple-item scale for measuring consumer perceptions of service

quality. Journal of Retailing, 64(1), pp. 12-40.
[43] Parasuraman, A., Zeithaml, V.A. & Berry, L.L. (1985). A conceptual model of service quality and implications for future research. Journal of

Marketing, 49, pp. 41-50.
[44] Park, C. (2004). Efficient or enjoyable? Consumer values of eating-out and fast restaurant consumption in Korea. International Journal of

Hospitality Management, 23, pp. 87-94.
[45] Rust, R.T. & Oliver, R.L. (1994). Service quality: insights and managerial implications from the frontier. In Rust, R.T. and Oliver, R.L. (Eds),

Service Quality: New Directions in Theory and Practice, Sage, London, pp.1-19.
[46] Ryu, K. & Han, H. (2010). Influence of the quality of food, service, and physical environment on customer satisfaction and behavioral intentions

in quick-casual restaurants: moderating role of perceived price. Journal of Hospitality & Tourism, 34(3), pp. 310-329.
[47] Saneva, D. & Chortoseva, S. (2018). Service quality in restaurants: customers’ expectation and customers’ perception. SAR Journal, Volume

1, Issue 2, pp. 47-52.
[48] Setó-Pamies, D. (2012). Customer Loyalty to Service Providers: Examining the Role of Service Quality, Customer Satisfaction and Trust. Total

Quality Management & Business Excellence, 23(11-12), pp. 1257-1271.
[49] Spreng, R. A., Mackoy, R. D. (1996). An empirical examination of a model of perceived service quality and satisfaction. Journal of Retailing,

72(2), pp. 201-214.
[50] Stevens, P., Knutson, B. & Patton, M. (1995). DINESERV: A tool for measuring service quality in restaurants. Cornell hotel and restaurant

administration quarterly, 36(2), pp. 56-60.
[51] Susskind, A.M., Borchgrevink, C.P., Kacmar, K.M. & Brymer, R.A. (2000). Customer service employees’ behavioral intentions and attitudes:

An examination of construct validity and a path model [Electronic version]. Retrieved [28.05.2020], from Cornell University, SHA School site:
http://scholarship.sha.cornell.edu/articles/1074

[52] Tabassum, A. & Rahman, T. (2012). Differences in Consumer Attitude towards Selective Fast Food Restaurants in Bangladesh: An Implication
of Multiattribute Attitude Model. World Revie of Business Research, 2(3), pp. 12-27.

[53] Tan, Q., Oriade, A. & Fallon, P. (2014). Service quality and customer satisfaction in chinese fast food sector: a proposal for CFFRSERV.
Advances in Hospitality and Tourism Research, 2(1), pp. 30-53.

[54] Tat, H. H., Sook-Min, S., Ai-Chin, T., Rasli, A. & Hamid, A. B. A. (2011). Consumers’ Purchase Intentions in Fast Food Restaurants: An Empirical
Study on Undergraduate Students. The Special Issue on Contemporary Issues in Business and Economics, 2(5), pp. 214-221.

[55] Zineldin, M. (2000). TRM Total Relationship Management, Student litteratur, Lund.

QUALITY
Access to SuccessVol . 21, No. 179/ December 2020


