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Understanding the process of consumers during key purchasing decision 

points is the margin between success and failure for any business. The cultural 

differences between the factors that affect consumers in their decision-making 

process is the motivation of this research. The purpose of this research is to extend 

the current body of knowledge about decision-making factors by developing and 

testing a new theoretical model to measure how culture may affect the attitudes and 

behaviors of consumers in restaurants. This study has its theoretical foundation in 

the theory of service quality, theory of planned behavior, and rational choice theory. 

To understand how culture affects the decision-making process and perceived 

satisfaction, it is necessary to analyze the relationships among the decision factors 

and attitudes. The findings of this study contribute by building theory and having 

practical implications for restaurant owners and managers. 

This study employs a mixed methodology of qualitative and quantitative 

research. More specifically, the methodologies employed include the development of 

a framework and testing of that framework via collection of data using semi-

structured interviews and a survey instrument. Considering this framework, we test 

culture as a moderating relationship by using respondents’ birth country, parents’ 

birth country and ethnic identity. The results of this study conclude, in the restaurant 

context, culture significantly moderates consumers’ perception of service quality, 

overall satisfaction, and behavior intention. 
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CHAPTER 1 

INTRODUCTION 

This chapter provides the general research focus of this dissertation, introduces 

the research problem, and discusses the contribution to theory.  The proposal has the 

following sections: (1) Research Background; (2) Statement of the Research Problem; 

(3) Identification of the Research Gaps; (4) Purpose of the Research;  (5) Significance 

of the Research; and (6) Organization of the Dissertation.

1.1  Research Background 

The process of consumers’ decision-making has been studied throughout time 

because it is one of the most important aspects of society and business. Understanding 

the process of consumers during key purchasing decision points is the margin between 

success and failure for any business. Academics and practitioners face problems when 

studying the consumers’ decision process due to the inability to see the inner-working of 

the consumers’ mind during the purchasing point. Researchers can only rely on astute 

observations and post-purchase testimonials from consumers in order to gain insight 

into decision models of the consumers. Researchers must then hypothesize the models 

based on their limited findings of their research. These models can incorporate the 

factors and processes the consumers employ when making purchase decisions. 

However, these models do not encompass the multitude of factors that affect the 

purchasers.  The difference between the actual factors that affect consumers and the 

hypothesized factors of researchers is a motivation of this research.  This dissertation 

examines the impact of service quality, price value, food quality, culture, health, and 
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sustainability factors in the decision-making process of consumers at restaurants. 

These factors are used to develop and validate a new model based on consumers of 

restaurants.  

It is understood that consumers are made up from different cultural 

backgrounds.  To maximize sales and profits, companies need to keep this key idea in 

mind when offering products and services to consumers.  Specifically, service oriented 

businesses must pay attention to customers’ cultural backgrounds as the nature of the 

industry requires greater consumer interaction than product based businesses. Service 

based businesses have a high degree of interpersonal interaction (Nikolich and Sparks, 

1995).  The success of a service based organization is dependent mainly upon their 

ability to manage interpersonal relations with the customer (Nikolich and Sparks, 

1995).   Based on the interaction points, consumers will determine their belief of value 

and quality of the product being sold.  Hofstede (1984) was one of the first researchers 

to explore the impact of culture and define cultural dimensions.  In his research, 

Hofstede discovered five cultural dimensions labeled as power distance index, 

uncertainty avoidance index, individualism-collectivism index, masculinity-femininity 

index and long-term orientation (G. H. Hofstede, 1984, 2001).  Identifying these cultural 

differences is important to practitioners, academic researchers, and business owners.  

As commerce becomes more global, the necessity of understanding different cultures 

becomes paramount to the increase of international business opportunities.  

This dissertation proposes that a consumer’s cultural upbringing impacts the 

consumer’s service experiences.  In the work of Zhang, Beatty, and Walsh (2008) 40 

studies were analyzed exploring cross-cultural consumer services research and 
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concluded that in relation to consumer service experience, national culture impacts 

service expectations, evaluation of service and reaction to service. Qin, Prybutok, and 

Peak (2009) concluded that the role of culture impacts the consumer’s evaluation of 

different service factors such as food quality, service quality, etc.   This dissertation 

seeks to outline the importance of how cross-cultural factors impact the consumer’s 

overall satisfaction and behavioral intention.  

 

1.2  Statement of the Research Problem 

Customers in different countries have an understandably varying perception of 

service due to cultural and environmental differences (Wen, Qin, Prybutok, and 

Blankson, 2012). Previous research has highlighted that cultural differences are a 

consideration when measuring service quality and satisfaction (Wen et al., 2012). This 

study seeks to test the cultural impact on the decision-making process and add 

emerging factors such as health concerns and environmentally sustainable practices 

that have not been previously studied. This dissertation examines the following research 

questions: (1) What factors influence a consumer’s perception of satisfaction?, (2) Do 

the emerging factors of environmental sustainability and health concerns affect a 

consumer’s perception of satisfaction in a restaurant?, (3) Does a consumer’s culture 

moderate the relationships between quality and value to satisfaction?, (4) Does a 

consumer’s culture moderate the emerging factors’ (environmental sustainability and 

health concerns) relationships to satisfaction?, (5) Does a consumer’s perception of 

satisfaction affect their behavioral intention. 
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1.3  Objectives of this Study 

This dissertation addresses the areas relevant to the above mentioned issues: 

(1) developing an instrument to measure consumer decision process within the 

restaurant industry; (2) identifying the determinants of customer satisfaction and 

behavioral intention; (3) empirically examining of the relationship among consumer 

decision-making, service quality, perceived value, food quality, environmental 

sustainability concerns, health concerns, perceived customer satisfaction, and behavior 

intentions. Concerns about environmental sustainability and personal health add new 

constructs that have not been evaluated within the context of this decision model. 

 

1.4  Contribution of this Study 

This dissertation fills a gap in the service industry literature by developing a new 

restaurant quality instrument and empirically validating that instrument. The current 

model examines the relationships among perceived service quality, satisfaction, and 

behavior intentions in the service industry. By adding the additional constructs of 

culture, health concerns and environmental sustainability to the current model, I gain 

new insights to the decision-making process of consumers.  The findings of this study 

contribute by building theory and having practical implications for restaurant owners. 

 

1.5 Organization of the Dissertation 

The organization of the dissertation is as follows: Chapter 2 reviews the existing 

literature on service quality, perceived value, food quality, culture, and behavior 

intention. The literature review builds the framework of the model in the dissertation. 
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Chapter 3 provides a detailed description of the methodology employed, how the survey 

instrument was developed, and detailed descriptions of the methodology. Chapter 4 is 

Essay 1 where culture, based on the respondent’s birth country, is examined within the 

proposed research framework. Chapter 5 is Essay 2 where I test for the influence of a 

parent’s birth country on the respondent’s evaluation of service within the proposed 

research framework. Chapter 6 is Essay 3 which examines how the respondent’s 

cultural identity moderates the evaluation of service within the proposed research 

framework.   Chapter 7 provides interpretation of the findings, conclusions and 

contributions and future research recommendation. 
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CHAPTER 2  

OVERALL LITERATURE REVIEW 

 

2.1  Theory of Decision-Making 

Decision-making has been defined as a cognitive process resulting in the 

selection of a belief and/or course of action among several alternative possibilities 

(Edwards, 1954). Decision-making research usually falls into one of three different 

perspectives: psychological, cognitive, or normative (Baron, 2005; Bell, Raiffa, & 

Tversky, 1988; Freeling, 1984). The psychological perspective examines individual’s 

decision-making in the context of a set of needs, preferences, and values the individual 

has or is seeking (Freeling, 1984; Hammond, 2000). The cognitive perspective defines 

decision-making as a continuous process integrated with the interaction with the 

environment (Bell et al., 1988). The normative perspective examines the logic of 

decision-making and seeks to identify the values and uncertainties that will lead to the 

optimal decision (Baron, 2005; Freeling, 1984).  

 

2.2 Quality 

Sower, Quarles, and Broussard  (2007) argue that people are confused by how 

quality is conceptualized and operationalized. A complete and definitive definition of 

quality does not exist because the definition is context specific (Garvin, 1984; Reeves 

and Bednar, 1994). The definition of quality changes over time and has a subjective 

component (Bergman and Klefsjo, 2002). Although there is not a single definition of 

quality, programs such as total quality management (TQM) and the Malcolm Baldridge 
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Award have helped create quality frameworks that companies can follow to incorporate 

quality into their business processes and services.   Key contributors to the current 

quality revolution, such as Juran (1988), Demming (1986), Crosby (1979), and Taguchi 

(1993), helped to define and create the current frameworks of quality.  These 

frameworks, along with Six Sigma, TQM, ISO 9000, Malcolm Baldridge, lean thinking, 

etc. have helped organizations to improve the quality of their products and services.  

For example, companies such as General Electric used Six Sigma to cut down on the 

defects and decrease variation in their manufacturing process (Evans & Lindsay, 2008). 

Additionally, Pal’s Sudden Service, a fast food restaurant, uses the Malcolm Baldridge 

Award framework to improve its customer service (Evans & Lindsay, 2008).  

Furthermore, Toyota’s implementation of lean thinking methodology allowed the 

company to reduce waste and improve productivity while becoming more flexible 

(Evans & Lindsay, 2008). Organizations that have implemented quality improvements 

have benefited by increased profitability, customer satisfaction, customer retention and 

reduced costs. 

  

2.3 Concept of Service Quality 

The increasing recognition of perceived service quality has been attributed to its 

positive effects on satisfaction and behavioral intentions which, in turn, affect the 

corporate business performances, such as profitability and market share (Rust and 

Zahorik, 1993; Zeithaml, 2000). The section below discusses the concept of perceived 

service quality, its measurement, and application in the restaurant industry. 
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2.4 Definition of Service Quality 

With the increase of the service industry in the global marketplace, service based 

companies seek profits and competitive advantages by focusing on improving service 

quality.  Service businesses incorporate how organizations deliver physical products 

and intangible products to customers. Normann (1984) has defined services as “social 

acts which take place in direct contact between the customer and representatives of the 

service company.” Increasingly, studies are focusing on the measurement of service 

quality and the impact of service quality on business success. Considerable progress 

has been made on how the service quality perceptions are measured (Cronin Jr and 

Taylor, 1992; Parasuraman, Zeithaml, and Berry, 1985, 1988; Teas, 1993). Practitioners 

and academics have researched perceived service quality over the past few decades, 

however a common definition is still debated by researchers. Grönroos (1982) first 

conceptualized service quality in two dimensions. The first dimension is functional 

quality, which is the process occurring prior to the service delivery phase. The second 

dimension is technical quality, which is the evaluation of quality during the service 

delivery phase. The model put forth by Lehtinen and Lehtinen (1991) consists of three 

dimensions: interaction, physical, and corporate quality. Parasuraman et al. (1988) 

theorized service quality is based on the evaluation of quality during the service 

encounter experienced by the customers. Parasuraman et al. (1988) defined the scale 

of service quality based on five dimensions which are responsiveness, reliability, 

empathy, assurance, and tangibles. The Parasuramann et al. (1988) service quality 

scale (SERVQUAL) consists of 22 items. SERVQUAL is based on actual or perceived 

gaps between customer expectations and perceptions of the service offered. The 
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theoretical conceptualization of perceived service quality indicates that it is a 

multidimensional, higher order construct and can’t be measured in a single dimension 

(Brady and Cronin Jr, 2001; Parasuraman et al., 1988).  Since its development, the 

SERVQUAL scale has been tested in multiple situations and industries. The model is 

not without a fair number of criticisms. Cronin Jr and Taylor (1992) and Boulding, Kalra, 

Staelin, and Zeithaml (1993) have questioned the development and usefulness of the 

model. Another criticism is the number of factors is not consistent when the SERVQUAL 

instrument is applied to different services and settings (Cronin Jr. and Taylor, 1992).   

The performance-based SERVPERF instrument (Cronin Jr and Taylor, 1992) 

incorporated the original five dimensions of SERVQUAL and an additional 22 items.  

Some studies have shown that SERVPERF is more valid, reliable, and powerful than 

SERVQUAL because SERVPERF incorporates the service performance in addition to 

service quality (Babakus and Boller, 1992; Cronin Jr and Taylor, 1992; Jain and Gupta, 

2004). The customer’s perception of service is dependent upon the service provider’s 

performance during service delivery (Nikolich and Sparks, 1995).  Reliable, prompt, and 

assured service can be considered intangible cues that influence satisfaction and post-

consumption behaviors (Brady and Robertson, 2001).  

Additionally, other service quality models have been proposed to expand on the 

ideas of SERVQUAL and SERVPERF.  A three-component model based on the 

Grönroos (1982, 1984) model was proposed by Rust and Oliver (1993). Their service 

quality conceptualization consists of service delivery, service product, and service 

environment. Their model is supported by empirical evidence in the context of the 

banking industry (Levesque and McDougall, 1996) and the healthcare industry 
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(McAlexander, Kaldenberg, and Koenig, 1994). Also, Dabholkar, Thorpe, and Rentz 

(1996) proposed a model based on retail service that has three levels: overall 

perception of service quality by customers, primary dimensions of service quality, and 

sub-dimensions of service quality. This model has been accepted as a suitable model 

for studying retail businesses that offer a mixture of services and goods (Siu and 

Cheung 2001).   

 

2.5 Food Quality 

Steenkamp (1986) found the consumer’s perception of food quality influences 

their decision process and is more important with branded food than unbranded food 

products. Cardello (1995) argues the consumer’s evaluation of food quality is based 

upon their perceptions. The focus to define food quality in terms of consumer perception 

is brought up by multiple researchers (Cardello and Maller, 1987; Civille, 1991; McNutt, 

1988). While there has been much research on food quality, the definition of food quality 

has been hard to define due to the complex nature of the construct.     

Despite the importance of food quality in the restaurant industry, there is no 

consensus on the individual attributes of food quality. Sulek and Hensley (2004) 

grouped all food attributes into only one variable called food quality. However, Kivela, 

Inbakaran, and Reece (1999) designed a model with food quality having many 

attributes: presentation, tastiness, menu item variety and temperature. Little else has 

been done to identify the main attributes of food quality. The literature identifies the 

main attributes of food quality among researchers are presentation, variety, healthy 

options, taste, freshness, and temperature. Presentation is a tangible cue that 
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customers use to evaluate the quality of the food. Food presentation and decoration can 

influence the customer’s perception of quality. Kivela et al. (1999) said that the 

presentation of food is a key attribute in modeling dining satisfaction and return 

patronage. Additionally, Raajpoot (2002) describes food presentation as one of the 

service and/or service factors in TANGSERV. Variety involves the number of or 

assortment of different menu items. Restaurants consistently develop new menu items 

in order to entice customers. Many restaurants strive to offer an assortment of food and 

beverage offerings. Previous research has shown that menu variety has a positive 

relationship with satisfaction (Kivela et al., 1999; Raajpoot, 2002). Taste is the key 

feature in food during the dining experience (Kivela et al., 1999). Consumers have 

become more discerning of food and, as a result, the taste of food in restaurants has 

become very important to customer satisfaction (Cortese, 2003). This is why relatively 

small restaurants with gourmet cooking are packed with customers (Namkung and 

Jang, 2007).  Taste is usually believed to influence both restaurant customer 

satisfaction and repeat patronage.  

 

2.6 Perceived Value 

Although perceived value has been considered a trade-off between price and 

quality, the construct is more multi-dimensional than a single viewpoint. Perceived value 

is an obscure and abstract construct. Variables such as price, quality, benefits, and 

sacrifice can be used to define the perception of value (Holbrook, 1994; Sinha and 

DeSarbo, 1998). Although multiple researchers have defined perceived value and 

applied it in multiple situations and areas, the commonly used definition for perceived 
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value is based upon Zeithaml's (1988) definition of “The consumer’s overall assessment 

of the utility of a product based on perception of what is received and what is given.” 

This definition underlines the concept of benefits and sacrifices that the consumer uses 

to define their perception of value. Perceived value not only includes the functional 

aspect of price and cost but also the social and emotional responses of the consumers 

(Petrick, 2004; Sheth, Newman, and Gross, 1991).  

Additionally, perceived value is subjective to the main consumer (Kortge and 

Okonkwo, 1993). A consumer’s valuation of a product can be different from other 

consumers (Eggert and Ulaga, 2002). The connection between perceived values, 

customer satisfaction, and future intentions have been debated in service literature. 

Petrick (2004) has shown in the leisure and tourism field that purchase intention is 

usually related to satisfaction and service quality.  Satisfaction and service quality can 

be misleading when evaluating value. A consumer can be satisfied with a product or 

service while, at the same time, feeling that the product or service is not a good value. 

Customer satisfaction is the reaction to the value received in the exchange process 

(Woodruff and Gardial, 1996). Managers and owners should consider what is valuable 

to the customer before attempting to measure satisfaction (Gill, Byslma, and Ouschan, 

2007). The main idea of perceived value is a cognitive evaluation, while satisfaction is 

an active response that leads to behavior (Gill et al., 2007).  

The measurement of perceived value has been applied to multiple situations and 

fields. Bolton and Drew (1991) assessed the perception of value in the telephone 

service setting.  Sirohi, McLaughlin, and Wittink (1998) examined the perceived value in 

relation to price and sales promotion perception in the supermarket retailer industry. 
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Sweeney and Soutar (2001) constructed a multi-dimension measure called PERVAL to 

measure perceived value of durable goods in a retail setting. Petrick (2004) measured 

perceived value in the service industry by using his SERV-PERVAL scale in the luxury 

cruise context.  

The positive and direct relationship between perceived value and customer 

satisfaction has been empirically validated. McDougall and Levesque (2000) report that 

perceived value and service quality are the two most important antecedents of 

satisfaction across four industries: dentistry, auto service, restaurant, and hairstyling.  

Eggert and Ulaga (2002) examined the relationship between perceived value and 

satisfaction. Several other studies also indicate that customers with higher evaluations 

of perceived value also experience higher satisfaction, meaning perceived value has a 

direct impact on satisfaction (Anderson, 1994; Lemmink, De Ruyter and Wetzels, 1998). 

Studies also show a direct and positive relationship between perceived value and 

behavioral intentions (Sirohi et al., 1998; Sweeney and Soutar, 2001; Wang, 2008). 

However, some studies show that this relationship is partially or completely mediated by 

customer satisfaction (Bolton and Drew, 1991; Brady and Cronin Jr, 2001; Patterson 

and Spreng, 1997; Petrick, 2004).  For example, Gill et al. (2007) report a partial 

mediating role of customer satisfaction between the relationship of perceived value and 

behavioral intentions.  Zeithaml (1988) argued that customer perceptions of prices 

should be included when predicting value and satisfaction. McDougall and Levesque 

(2000) found that customer satisfaction should incorporate perceived value in order to 

effectively measure satisfaction.   
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2.7 Environmental Sustainability 

The interest of environmental concerns was started in the early 1970s and has 

continued to grow since then (Kilbourne and Beckmann, 1998).  The marketing 

literature has attempted to profile consumer segments using different variables to define 

environmentally conscientious consumers (Kilbourne and Beckmann, 1998). These 

include geographic measures as examined by Trembloy and Dunlap in 1978 and 

Samdahl and Robertson in 1989. Additionally, cultural factors have been examined to 

determine the affect the environmental concerns of consumers (Anderson and 

Cunningham, 1972; Webster Jr., 1975).  L. Crosby, Gill, and Taylor (1981) examined 

how consumers’ personality traits affected their concern for the environment. In general, 

products that are sustainable often have market shares of less than 1% (MacGillivray, 

2000). The attitude-behavior gap is a good reason for explaining why attitudes alone are 

often a poor predictor of behavior intention (Beck and Ajzen, 1991; Kraus, 1995). 

Potential explanations are that price, quality, convenience, and brand familiarity are still 

the most important decision criteria (Carrigan and Attalla, 2001).  Ethical factors are 

important to only a minority of consumers (Vermeir and Verbeke, 2006).  Although 

consumer interest in environmentally sustainable products may be growing, sustainable 

food remains a niche market. These markets attract consumers with a specific profile. 

The ethical consumer is a middle-aged person with a higher intelligence, above average 

income, with a prestigious occupation, and who is informed (Carrigan and Attalla, 2001; 

Maignan and Ferrell, 2001; Roberts, 1995).  Gender does not seem to influence ethical 

decision-making (Sikula and Costa, 1994; Tsalikis and Ortiz-Buonafina, 1990). Roberts 

(1995) and Diamantopoulos, Schlegelmilch, Sinkovics, and Bohlen (2003) concluded 
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that demographics are not very significant in defining the socially responsible consumer 

because ethical concern and awareness have become widespread. Roberts (1996) 

emphasizes the importance of variables such as relevant attitudes, behavioral traits, 

and personality characteristics to identify the possible ethical consumer.  A study on 

purchase intentions towards sustainable foods also showed that more than 

demographics, psychological variables like attitudes, beliefs, and subjective norms 

independently predict purchase intention for sustainable products (Robinson and Smith, 

2002). 

 

2.8 Satisfaction 

Howard and Seth (1969) defined customer satisfaction as “the buyer’s cognitive 

state of being adequately or inadequately rewarded for the sacrifice he or she has 

undergone”. Hunt (1977) defines satisfaction as an “evaluation rendered that the 

product experience was at least as good as it was supposed to be expected”. Customer 

satisfaction is defined as a post purchase evaluative judgment concerning the purchase 

decision (Day, 1977). Westbrook and Oliver (1981) summarized satisfaction as an 

evaluation of the surprise inherent in a product purchase and/or consumption 

experience. The widely accepted theory of customer satisfaction is the Expectancy-

Disconfirmation theory proposed by Lundberg and Lewin (1939). This approach to 

customer satisfaction is based on the cognitive process of confirmation of expectation 

(Oliver, 1980, 1989). The theory suggests three possible situations for customer 

evaluation: (1) confirmation occurs when the actual performance matches expectations; 

(2) positive disconfirmation occurs when actual performance exceeds expectation, 
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which leads to satisfaction; and (3) negative disconfirmation occurs when the actual 

performance is less than expected, which leads to dissatisfaction. The expectancy-

disconfirmation model affirms that customer satisfaction is a direct function of subjective 

disconfirmation (Oh, 1999). The level of satisfaction relates to the positive/negative 

disconfirmation the customer experience.  Barsky and Labagh (1992) applied the 

expectancy-disconfirmation model to both the hotel and restaurant industries.  

Considering only the cognitive aspect of satisfaction evaluation does not provide 

a complete understanding of a consumer’s satisfaction. Using a performance based 

approach, previous research believes that customer satisfaction includes cognitive 

judgments and affective reactions (Luarn and Lin, 2005; Mano and Oliver, 1993; R. A. 

Westbrook and Oliver, 1991).  Westbrook (1987) argued that satisfaction includes an 

evaluation of consumption emotions elicited by product usage. Yi (1990) suggested that 

satisfaction results from a consumer’s evaluation of the consumption experience. Oliver 

(1997) also considered customer satisfaction as the “consumer’s fulfillment response, 

the degree to which the level of fulfillment is pleasant or unpleasant,” suggesting that 

satisfaction reflects the impact of the performance of the service provider on a 

customer’s feeling state. It is important to consider customers’ affective response in 

restaurant settings due to the level of customer interaction with service providers 

(Namasivayam and Mattila, 2007). This dissertation views customer satisfaction as the 

cognitive evaluation of service, quality, and other attitudes as shaped by their service 

encounter.   
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2.9 Behavioral Intention 

Behavioral intention and customer satisfaction are closely related due to the fact 

that customer satisfaction can encourage or influence a customer’s intention (Cronin Jr 

and Taylor, 1992; Oliver, 1980). Specific indicators of favorable post purchase 

behavioral intentions include saying positive things about the company to others 

(Boulding et al., 1993), recommending the company or service to others (Reichheld and 

Sasser, 1990), and remaining loyal to the company (LaBarbera and Mazursky, 1983; 

Rust and Zahorik, 1993).  When customers express a preference of one company over 

another and continue patronage with the business it shows customer loyalty (Zeithaml, 

Berry, and Parasuraman, 1996). Exit (1970) identified different conditions in which a 

dissatisfied customer will complain or change patronage. Different aspects of 

unfavorable behaviors consist of different types of complaining behaviors, 

contemplating switching to competitors, and decreasing the amount of business with a 

company (Fornell and Wernerfelt, 1987; Zeithaml et al., 1996). Lee, Khong, and Ghista, 

(2006) showed that customers are more willing to engage in negative word-of-mouth 

rather than positive word-of-mouth.  A dissatisfied customer will tell more people about 

their negative service experience than a satisfied customer ( Lee et al., 2006). Fishbein 

and Ajzen (1975) first conceptualized behavioral intention as a substitute of actual 

behavior.  According to Ajzen and Fishbein (1980) theory of reasoned action, the 

behavioral intention to perform an action correlates highly with the action itself. 

Behavioral intention refers to the consumer’s belief about what they expect to do in a 

certain situation (Ajzen and Fishbein, 1980). Fishbein and Ajzen’s definition of behavior 

intention is used within the context of this study.  
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2.10 The Relationship between Service Quality, Customer Satisfaction, and Behavior 

Intention 

Interest in the conceptualization and measurement of service quality and 

customer satisfaction has increased in the service industry’s marketing literature. It is 

understood that service quality and customer satisfaction are major factors of success 

in the service industry (Rust and Oliver, 1993). Although these two constructs seem 

similar, researchers have questioned whether service quality and customer satisfaction 

are equal (Dabholkar, 1993; Iacobucci, Grayson, and Ostrom, 1994). Spreng and Singh 

(1993) failed to find discriminate validity between service quality and customer 

satisfaction.  Literature has shown that service quality and customer satisfaction are 

distinct, theoretical, and the order of occurrence is empirically proven (Biter and 

Hubbert, 1994; Cronin Jr, Brady, and Hult, 2000; Taylor and Baker, 1994).  Certain 

research suggests that there is a direct link between service quality and behavior 

intention (Bitner, 1990; Bolton and Drew, 1991; Boulding et al., 1993; Mohr and Bitner, 

1995) and maintain that customer satisfaction is an antecedent to service quality. 

  However, other literature argues that service quality is an antecedent to customer 

satisfaction (E. Anderson, 1994; Cronin Jr and Taylor, 1992; Gotlieb, Grewal, and 

Brown, 1994; Rust and Oliver, 1993). These studies give theoretical justification and 

empirical evidence for this relationship. The argument follows the framework of 

appraisal-emotional response-coping framework developed by Lazarus (1991) and 

Bagozzi (1992).  Anderson and Sullivan (1993) and Spreng and Mackoy (1996) have 

provided evidence for Rust and Oliver’s (1993) argument that service quality leads to 

customer satisfaction. The framework conveys that service quality would lead to 
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satisfaction which further leads to a behavioral response such as intention (Bagozzi, 

1992; Brady and Robertson, 1999; Gotlieb et al., 1994; Oliver, 1997; Parasuraman et 

al., 1988).   

Researchers in marketing have agreed that perceived service quality is one of 

the core determinates of satisfaction (Dabholkar, Shepherd, and Thorpe, 2000; Fornell, 

Johnson, and Anderson, 1996; Oliver, 1997).  The consensus is service quality and 

customer satisfaction leads to customer behavior intentions. Based on these 

discussions, the following hypothesis are postulated:  

 Hypothesis 1: Service quality and customer satisfaction are positively correlated. 

Hypothesis 9: Customer satisfaction has a positive relationship to behavioral 

intentions.   

 

2.11 The Relationship between Food Quality and Customer Satisfaction 

Food quality is one of the most critical factors of a dining experience (Kivela et 

al., 1999; Namkung and Jang, 2007; Raajpoot, 2002; Sulek and Hensley, 2004). 

Restaurants must satisfy the need and expectations of customers (Peri, 2006).  Sulek 

and Hensley (2004) investigated the importance of food quality, physical setting, and 

customer service in a full service restaurant.  It was reported that food quality appeared 

to be the most significant predictor of customer satisfaction. A positive relationship has 

been found between food quality and customer satisfaction (Baker and Crompton, 2000; 

Namkung and Jang, 2007). Clark and Wood (1999) confirmed that food quality is the 

main influencer on customer loyalty in restaurant choice. Susskind and Chan (2000) 

found that food quality is the main determinant of customer assessment in the Canadian 
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restaurant market. Mattila (2001) showed that food quality is the main reason for 

patronage at casual-dining restaurants. Based on these discussions, the following 

hypothesis is postulated:  

Hypothesis 2: Food quality and customer satisfaction are positively correlated.   

 

2.12 The Relationship between Perceived Value and Customer Satisfaction 

The relationship between perceived value and customer satisfaction has been 

justified by past research. Ajzen and Fishbein (1980) framework suggests that cognition 

links to attitude that leads to behavior. Studies have examined perceived value and 

customer satisfaction on behavioral intention (Cronin Jr. et al., 2000; A. Eggert and 

Ulaga, 2002; Sweeney and Soutar, 2001). Research has shown a direct positive 

relationship between customer satisfaction and behavioral intention as well as 

perceived value and behavioral intentions (Sirohi et al., 1998; Sweeney, Soutar, and 

Johnson, 1999; Wakefield and Barnes, 1997).  These studies have confirmed 

satisfaction’s mediating role between perceived value and behavioral intention.  

Researchers do not agree upon the effect of mediation between these two constructs. 

Cronin et al. (2000) found that satisfaction only partially mediates the relationship 

between perceived value and intention. Other researchers found similar mediating 

relationship with satisfaction (Durvasula, Lysonski, and Mehta, 1999; Petrick, 2004). 

However, some researchers agree that customer satisfaction fully mediated the 

relationship between perceived value and behavioral intention. Patterson and Spreng 

(1997), Eggert and Ulaga (2002), and Gill et al. (2007) found that satisfaction fully 

mediates the relationship between perceived value and behavioral intention.  Based 
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upon the presented literature, I propose the following hypothesis:  

 H3: Perceived value and customer satisfaction are positively correlated. 

 

2.13 The Relationship between Environmental Sustainability and Satisfaction 

Researchers have started to investigate the relationship between environmental 

sustainability and consumer behavior intentions. There is great interest in sustainable 

consumerism, especially in the food service industry.  There are studies that investigate 

how environmental concerns are a factor in consumer decision making (Hackett, 1993; 

Kilbourne and Beckmann, 1998; Zimmer, Stafford, and Stafford, 1994).  Schwepker Jr 

and Cornwell (1991) showed that consumers concerned with sustainability had a 

positive correlation to intention to purchase environmentally sustainable products. 

Consumers have a positive attitude with sustainable products and consumption 

(Vermeir and Verbeke, 2006). These consumers pay attention to ecological packaging, 

the origins of the food products, or the absence of genetically modified organisms. They 

perceived sustainable products to be better of higher quality.  Based upon the 

presented literature, I propose the following hypothesis: 

H4: Sustainability concerns have a positive relationship with behavioral intention. 

 

2.14 The Relationship between Health Concerns and Customer Satisfaction 

Consumers are becoming increasingly more aware of the benefits provided by 

healthy eating and are paying more attention to nutrition than they have in the past 

(Thomas and Mills 2006). Restaurant customers have shown an increasing interest in 

the availability of healthy food items on the menu (Sulek and Hensley, 2004). Healthy 
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options involve offering nutritious and/or healthy foods. Johns and Tyas (1996) stated 

that health food could have a significant effect on customer perceived evaluation of the 

restaurant. Kivela et al. (1999) demonstrated the importance of the availability of healthy 

and nutritious food items in restaurants had a positive relationship with customer 

satisfaction and return patronage. Based upon the presented literature, I propose the 

following hypothesis: 

 H5: Customer’s weight control has a positive relationship with satisfaction. 

 

2.15 Culture 

Culture can be defined as the sum of learned beliefs, values, and customs that 

make up behavioral norms for a society which can influence their purchase behavior 

and intentions (Yau, 1994).  Hofstede (1991) defines culture as “the collective 

programming of the mind.” Culture is the people’s needs, actions, and thoughts in their 

society (Ferraro, 2002). Cultural values relate to the motivation and consumer behavior 

(Rokeach, 1973). Culture has been defined as a “pattern of thinking, feeling, and acting 

that are rooted in common values and societal conventions” (Laroche, Ueltschy, Abe, 

Cleveland, and Yannopoulos, 2004). These multiple definitions in the literature creates 

a lack of a universally agreed upon culture definition (Kale, 1991).  However, each 

definition is based around the belief systems and perceptions of consumers and their 

behavior. In the marketing realm, cultural values affect the consumer expectations and 

perceptions of products or services, which in turn affects consumers purchasing 

decision and buying behavior. To be successful, companies must take their customers’ 

culture under consideration. There is an increasing trend of cultural influence on 
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marketing activities on the global scale (Peñaloza and Gilly, 1999).  Research has 

shown that culture impacts many aspects in business including advertisements (Bang,  

Raymond, Taylor, and  Moon, 2005; Cho, Kwon, Gentry, Jun, and Kropp, 1999), web 

sites (Robbins and Stylianou, 2003; N. Singh and Boughton, 2005; N. Singh and 

Matsuo, 2004), new product acceptance (Singh, 2006; Yeniyurt and Townsend, 2003), 

consumer complaints (Liu and McClure, 2001), and service encounters (Mattila, 1999; 

Stauss and Mang, 1999; Winsted, 1997).  

Culture frameworks are developed in order to explain the systematic differences 

between the cultures of different societies (Singh and Boughton, 2005; Steenkamp, 

2001). The first cultural research was completed by Hall which examined cultural 

difference in terms of time, space, communication context, and friendships (Hall, 1960; 

Schneider and Barsoux, 2003). Trompenaars and Hampden-Turner (1988) examined 

culture in the context of relationship, people, and time. Hofstede’s research comprises 

of studying the work values of IBM employees across multiple nations. From 1967 to 

1973 he collected responses to over 116,000 questionnaires distributed to IBM 

employees in 20 languages and 72 countries. Hofstede’s cultural dimension research 

has been the main framework adopted by researchers and resulted in Hofstede’s four 

cultural dimensions of individualism, power distance, uncertainty avoidance, and 

masculinity. He added an additional dimension, long-term orientation, based on findings 

from Bond Chinese Value Survey (G. H. Hofstede, 2001).   

Many studies have incorporated Hofstede’s framework of cultural dimension. 

Kanousi (2005) found that individualism, masculinity, and long-term orientation had an 

effect on perception of service recovery by using Hofstede’s framework. Malhotra, 
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Ulgado, Agarwal, and Baalbaki (1994) stated that customers from developing countries 

have different service expectations than customers from developed countries. Malhotra, 

Ulgado, Agarwal, Shainesh, and Wu (2005) found that communication, credibility, and 

courtesy are important to service quality evaluation in collectivism cultures. Donthu and 

Yoo (1998) tested the effect of SERVQUAL dimensions to the Hofstede’s cultural 

dimensions. The results showed short-term orientation, low-power distance, 

individualism, and high uncertainty avoidance consumers expect higher service quality 

than their counterparts. Furrer, Liu, and Sudharshan (2000) further investigated the 

relationship between Hofstede’s cultural dimensions and SERVQUAL dimensions in 

financial services. Their findings identify segmented customer groups in relation to 

Hofstede’s cultural dimensions and service expectations.  Customers from high-power 

distance cultures put less importance on empathy, reliability, and responsiveness from 

their service encounters. Individualism customers put more importance on reliability, 

tangibles, and responsiveness than assurance and empathy. All service quality 

dimensions are important to these customers with high uncertainty avoidance with the 

exception of tangibles in order to minimize service failures. In long-term oriented 

customers, reliability and responsiveness is important to the service encounter because 

they expect to have a relationship with the service providers. Tsoukatos and Rand 

(2007) did a similar study to Furrer et al. (2000) in retail insurance. They found 

masculinity, power distance, and uncertainty avoidance to be negatively related to 

reliability, responsiveness, and assurance. Long-term orientation was only significantly 

related to reliability while uncertainty avoidance had no significant correlation with any 

dimension of service quality.  
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Multiple studies have examined the effect of cultural differences in consumers’ 

perception of services. Lee and Ulgado (1997) compared samples from the United 

States and South Korea using the regression model and found that food prices and 

assurance were important for American customers, while reliability, empathy, and lower 

prices were significant factors in determining overall service value for South Korean 

consumers. Mattila (1999) found that Asian travelers have higher service expectations 

and expect greater personalization from their service providers compared to Western 

travelers. Winsted (1997) found that there is also a difference between American and 

Japanese consumers when evaluating service encounters. During service encounters, 

American consumers rated friendliness and being personal and authentic as high 

importance. Japanese consumers rated caring, kindness, and formality as high 

importance in these service encounters.  Additionally, American fast food consumers 

emphasized the importance of service value compared to Ecuadorian consumers’ 

emphasis on satisfaction for their behavioral intention (Brady, Robertson, and Cronin 

Jr., 2001).  Qin, Prybutok, and Peak (2009) proposed a hypothesis that Chinese 

customers put greater emphasis on food quality, reliability, empathy, and trust, while 

American customers stress service quality, recoverability, and responsiveness. These 

studies show that different cultures evaluate service in different ways and therefore, 

measures and scales may not be generalizable between different cultures.  

For example, individualism compared to collectivism is an idea generally 

considered as the summary of the major cultural difference between the United States 

and China (G. H. Hofstede, 1991). Research shows that people within individualism 

cultures discover and express themselves based on internal feelings instead of the 
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feelings of others (Kim, Wen, and Doh, 2010). However, the collectivism cultures in 

China and Japan put emphasis on group conformity and the concept of face (Laroche et 

al., 2004). Liu and McClure (2001) examined the cross-culture difference between the 

United States’ individualism culture compared to South’s Korea’s collectivism culture 

based on customer complaints. The findings from this study showed that consumers 

from the collectivism culture were less likely than those from the individualism culture to 

voice their complaints and problems with the service provider. However, they are more 

likely to convey their dissatisfaction in private to their family and friends. Poon, Hui, and 

Au (2004) compared the characteristics of negative service encounters between 

Canadian and Chinese consumers. It was found that Chinese consumers expect 

assurances when they encounter a service error. Ueltschy, Laroche, Tamilia, and 

Yannopoulos (2004) did a cross-culture study comparing the consumer perception of 

satisfaction and service quality between consumers of Canada, Japan, and the United 

States. They found that Japanese consumers were the least likely to complain when 

they receive inferior service. This characteristic can be explained by the collectivism 

culture of the Japanese consumers. 

 

2.15.1 Individualism and Collectivism 

Individualism cultures are characterized by the needs of an individual prevailing 

over the needs of the group (Hoftstede and Hoftstede, 2005). This society is 

characterized by self-orientation, low-context communication, independence, high 

achievement, and privacy. In collectivism cultures, members value being in a group 

higher than being on their own. The group’s goals and needs precedes the individual’s 
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goals and needs (Hoftstede and Hoftstede, 2005). Liu and McClure (2001) state 

customers of a collectivism culture put great importance on relationships. They are likely 

to overlook mistakes and errors of the service provide in order to maintain harmony in 

these relationships. These customers expect the strong ties from these relationships to 

provide empathy, assurance, and responsiveness from providers. These consumers will 

rely on tangibles to make their perceptions of the service quality (G. H. Hofstede, 1991). 

Based upon the presented literature, I propose the following hypothesis:  

H6a: Customers born in a country characterized by a collectivism culture 

positively moderates the relationship between service quality and satisfaction. 

H6b: Customers born in a country characterized by a collectivism culture 

positively moderates the relationship between food quality and satisfaction. 

H6c: Customers born in a country characterized by a collectivism culture 

positively moderates the relationship between perceived value and satisfaction. 

H6d: Customers born in a country characterized by a collectivism culture 

positively moderates the relationship between environmental sustainability and 

satisfaction. 

H6e: Customers born in a country characterized by a collectivism culture 

positively moderates the relationship between health concerns and satisfaction.   

These hypotheses are shown in Figure 2.1. 
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Figure 2.1 Proposed research model 
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CHAPTER 3 

 OVERALL RESEARCH METHODOLOGY 

This chapter outlines the research methodology used to investigate the proposed 

hypothesis. The processes for developing the measurement scales for the constructs, 

the research population sample frames and sample are discussed.  

 

3.1 Overview 

One objective of this dissertation is to develop a comprehensive model related to 

factors of service quality, food quality, and perceived value to consumer satisfaction and 

behavioral intentions. In order to illustrate the importance of culture in relation to the 

food service industry and consumer’s decision-making, culture constructs are added to 

the model. The cultural indicators used in this study are birth country, parents’ birth 

country and the cultural identity most closely recognized by the respondent. These new 

models are later tested and validated in the following chapters. Listed in Table 3.1 is the 

definition and measurement of each construct. 

Table 3.1  

Construct Definition and Measurement 

Customer 
Perceived Value 

Dimensions 
Item Wording Definition Sources 

Reliability 

The restaurant delivered the 
food promptly 

The ability to 
perform the 
promised service 
dependably and 
accurately   

Adapted from: 
(Parasuraman 
et al., 1988) I felt the restaurant was 

trustworthy 
 

(table continues) 
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Table 3.1 (continued) 

Customer 
Perceived Value 

Dimensions 
Item Wording Definition Sources 

Reliability 

The restaurant provided the 
food and service as 
promised The ability to 

perform the 
promised service 
dependably and 
accurately   

Adapted from: 
(Parasuraman 
et al., 1988) 

The restaurant provided the 
food and service without any 
problems 
The food I ordered is almost 
always correct and complete 

Tangibles 

The restaurant is well 
maintained 

The physical 
facilitates, 
equipment and 
appearance of 
personnel  

Adapted from: 
(Parasuraman 
et al., 1988) 

The restaurant’s employees 
are well groomed and have a 
neat-appearance 

The restaurant is clean and 
attractive 

The restaurant has adequate 
seating and tables 

Responsiveness 

The waiting time at the 
restaurant was short 

The willingness to 
provide prompt 
service  

Adapted from: 
(Parasuraman 
et al., 1988) 

When you had a problem the 
restaurant was able to 
quickly resolve it 

It was easy to find an 
employee or manager to 
handle my complaint or 
problem 

I was quickly greeted by a 
restaurant employee upon 
entering 

 

(table continues)  
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Table 3.1 (continued) 

Customer 
Perceived Value 

Dimensions 
Item Wording Definition Sources 

Assurance 

The restaurant employees 
Were quick and efficient in 
delivering my food and 
service The courtesy and 

knowledge of staff 
and their ability to 
inspire trust and 
confidence 

Adapted from: 
(Parasuraman 
et al., 1988) 

The employees were 
courteous to you  

The employees had strong 
knowledge of the food and 
service being offered by the 
restaurant  

Empathy 

The restaurant maintains a 
strong customer relationship  

The organization’s 
care provided to 
the customers  

Adapted from: 
(Parasuraman 
et al., 1988) 

The restaurant is informing 
me with new attractive 
offerings  
The restaurant seems to have 
my best interest in mind  

Convenience 

The restaurant is easy to 
access  

Customer’s 
access to the 
business, 
operation hours, 
and location  

Adapted from: 
(Johns and 
Howard, 
1998; Kivela 
et al., 1999) 

The restaurant is open during 
hours that are convenient for 
me  

The restaurant has 
convenient locations  

The availability of free 
sauces, utensils, and other 
essentials is good  

 

(table continues) 
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Table 3.1 (continued) 

Customer 
Perceived Value 

Dimensions 
Item Wording Definition Sources 

Food Quality 

The food tasted good to me 
The consumers 
evaluation of food 
based on taste, 
presentation, 
menu variety, 
healthy food 
options, freshness,  
temperature, and 
safety 

Adapted 
from: (Kivela 
et al., 1999)  

The food smelled good to me 

The food was visually 
appealing on the plate  

The food portion was enough 
to satisfy my hunger  

Environmental 
Concerns 

I give a lot of thought to 
whether foods and beverages 
are produced in a sustainable 
way  

Environmental 
concerns about 
food and methods 
of production  

Adapted 
from: (Cody, 
Gravani, 
Edge, 
Dooher, and 
White, 2012) 

I always buy food and 
beverages that are advertised 
as “local” 
I buy food and beverages at a 
farmers market  

I buy foods and beverages in 
recycled packaging  

I buy food and beverages with 
the word “natural’ on the label 

I buy food and beverages 
packed using reduced 
materials (e.g., less plastics) 

I buy food and beverages that 
have “organic” on the label  

 

(table continues) 
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Table 3.1 (continued) 

Customer 
Perceived Value 

Dimensions 
Item Wording Definition Sources 

Environmental 
Concerns 

I purchase products from 
companies that are ranked 
high in sustainability rating 
programs  

Environmental 
concerns about 
food and methods 
of production  

Adapted from: 
(Cody, 
Gravani, 
Edge, Dooher, 
and White, 
2012) 

I purchase products that 
employ cost/energy-efficient 
production/distribution 
methods 

Diet and Weight 
Control 

The food here helps me 
control my weight  

The effect of the 
food on a person’s 
weight control 

Adapted from: 
(Steptoe et al., 
1995)  

The food that I purchase from 
this restaurant is usually low in 
calories  

The food that I purchase from 
this restaurant is usually low in 
fat  

Perceived Value 

The food prices were 
competitive  The tradeoff 

between multiple 
perceived benefits 
and costs  

Adapted 
from:(Sweene
y and Soutar, 
2001)  

The beverage prices were 
competitive  

I received a good value for my 
money  

Satisfaction 

I am satisfied with my decision 
to dine at this restaurant  An evaluation of 

emotions which 
reflects the degree 
to which a 
customer believes 
that the 
possession and 
use of the service 
evokes positive 
feelings  

Adapted from 
(Olorunniwo, 
Hsu, and Udo, 
2006) 

Your choice to dine at this 
restaurant was wise 

You think you did the right 
thing when you chose to dine 
at this restaurant  

You feel that your experience 
with this restaurant has been 
enjoyable  

 

(table continues) 
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Table 3.1 (continued) 

Customer 
Perceived Value 

Dimensions 
Item Wording Definition Sources 

Behavioral 
Intention 

You will recommend this 
restaurant to others  

The intention to a 
future behavior 

Adapted from 
(Boulding et 
al., 1993; 
Keillor, Hult, 
and Kandemir, 
2004; 
Zeithaml et al., 
1996) 

You intend to dine in this 
restaurant in the future  

If asked, you will say good 
things about this restaurant 

 

3.2 Key Informant Interviews to Develop Survey Instrument  

Key informant interviews were conducted to develop the measurement scales for 

the newly added constructs of the proposed model.  A total of 12 interviews were 

chosen based upon their extensive knowledge and first-hand experience in the 

restaurant industry. Key informants in this study consisted of three restaurant owners, 

three managers, four cooks, and two servers who have been in the industry for a 

minimum of 10 years. Respondents were informed that these interviews would take 

approximately 30 minutes. Additionally, respondents were asked to be available to meet 

again if another interview was necessary. All agreed to do an additional interview.  For 

convenience purposes, the interviewer met with the interviewees at their business 

locations. The interviews were conducted as casual conversations during which the 

interviewer kept general notes of the interviewees’ responses. All interviews consisted 

of open-ended questions relating to each informant’s opinions in relation to the 

proposed constructs. An example of some interview questions include “What is the 

customer demand for fresh ingredients and specific food items (e.g. shrimp)?”, “Do you 
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believe that it would be harder to get locally sourced ingredients than ingredients that 

are not locally sourced?” An additional interview time was scheduled with the key 

informants to discuss the perception of quality and the perceived effect on customer 

satisfaction. The insight provided by these key informant interviews added validity to the 

proposed research model.  

 

3.2.1 Content Validity 

Survey questions were developed for all constructs based on previous literature 

and insight provided by the key informant interviews. The survey questions were then 

reviewed by experts in the service quality management field including five doctoral 

students. Survey questions were then reviewed by a university professor who has been 

teaching a variety courses on service quality for several decades and is actively 

involved in related research in the field of service quality management in the food 

service industry. Each reviewer was given a copy of the initial instrument comprised of 

all constructs and associated items.  Reviewers were then asked to comment. Expert 

opinion indicated that the scales had adequate content validity.  

 

3.3 Pilot Study to Test the Validity of the Survey Instrument 

A pilot study was undertaken to ensure the content validity of all items and verify 

ease of understanding. The second objective of the pilot study was to ensure the survey 

items will meet the research objectives. The pilot study sample consisted of 

undergraduate students enrolled in business classes at a large Southwestern university 

in the United States. Participants were recruited from the fall semester of the 2012 
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academic year.  The recruitment was done in four business classes with a possibility of 

320 respondents. Class instructors announced the survey to their classes through an 

emailed web-link.  The respondents were given one week to complete the survey 

following the announcement. To increase the response rate for this study, instructors 

offered to award extra credit to students who voluntarily participated in the survey. 

Students who chose to not participate in the survey were given an alternative 

assignment worth the same number of extra credit points and time taken by the survey 

participants. The total amount of time used by survey respondents was 30 minutes. A 

total of 285 surveys were collected, of which 265 surveys were deemed useable after 

dismissing incomplete surveys.   

A web-based instrument was chosen to administer the survey due to the 

instrument’s ability to interact with respondents and includes a feature that can display 

graphics requiring manipulation by respondents. The questionnaire asks respondents to 

assess and evaluate the service from a previous restaurant dining experience and 

factors that may impact their future patronage intentions. These factors include 

restaurant service quality, food quality, perceived value, weight control, and 

environmental sustainability concerns. Furthermore, respondents were asked to identify 

the country of their birth and the birthplace of their parents. This information was 

collected in order to incorporate their culture into their responses.   

 

3.4 Exploratory Factor Analysis Pilot Study  

Exploratory factor analysis (EFA) was employed to assess the reliability and 

validity of the survey instrument. A Principle Component Analysis with varimax rotation 
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was conducted to examine each survey item. The number of factors extracted was 

based on the eigenvalue being greater than one. Survey items with factor loading 

greater than 0.5 were deemed satisfactory (Hair, Anderson, Tatham, and Black, 2006). 

EFA was conducted the service quality dimension as a single factor. Additionally, EFA 

was conducted on each independent variable independently and jointly.     

Reliability measures to what extent the measurement items are consistent with 

the latent construct that they are intended to measure (Hair et al., 2006). The reliability 

or internal consistency can be examined using Cronbach’s alpha from EFA. All 

Cronbach’s alpha should be above the recommended value of 0.7 (Churchill Jr., 1979; 

Hair et al., 2006), which indicates an acceptable internal consistency.  

 Construct validity includes face validity, convergent validity, and discriminant 

validity.  Face validity or content validity refers to the extent to which the content of 

items corresponds to the definitions of the concepts. I have tested the face validity by 

having experts review the survey instrument as mentioned in the previous section. 

Convergent validity describes how well the items designed to measure certain construct 

converge or share a high proportion of the variance in common (Hair et al., 2006). 

Convergent validity was verified by the factor loadings for each variable equaling 

greater than 0.50 and loaded highly on their respective constructs (Hair et al., 2006).  

Discriminant validity confirms the extent to which factors are distinct and uncorrelated. 

Variables should relate more strongly to their own factor than to another factor. To test 

for discriminate validity. One method is to examine the pattern matrix and ensure no 

cross-loadings exist or, if cross-loading does exist, the cross-loadings should differ by 

more than 0.20 (Hair et al., 2006). Additionally, convergent and discriminant validity was 
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tested with confirmatory factor analysis (CFA) using an established structural equation 

modeling produce in SmartPLS. The steps used to test convergent and discriminant 

validity using CFA are detailed in the following chapter.   

As illustrated in Table 3.2, the 19 items related to service quality have loadings 

higher than 0.5 and cross loadings less than 0.4. Loadings below 0.5 were repressed. 

However, the item Assurance 1 did not load with the assurance factor. Based on the 

theory, I decided to keep the item Assurance 1 with its own factor. All items loaded 

correctly to one of five following factors: (1) reliability, (2) tangibles, (3) responsiveness, 

(4) empathy, (5) assurance.  

 

Table 3.2  

EFA Results for Service Quality 

Items Component 

 Reliability Tangibles Responsiveness Empathy Assurance 
Reliability 4 .855     
Reliability 3 .796     
Reliability 5 .753     
Reliability 1 .732     
Reliability 2 .635     
Assurance 1 .621  .540   
Tangibles 3  .847    
Tangibles 1  .825    
Tangibles 2  .804    
Tangibles 4  .739    

Responsiveness 1   .731   
Responsiveness 2   .695   
Responsiveness 3   .657   
 

(table continues) 
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Table 3.2 (continued) 

Items Component 
 Reliability Tangibles Responsiveness Empathy Assurance 

Responsiveness 4   .595   
Empathy 2    .841  
Empathy 3    .779  
Empathy 1    .748  

Assurance 2     .773 
Assurance 3     .744 

Extraction Method: Principal Component Analysis 
Rotation Method: Varimax with Kaiser Normalization 
Rotation converged in six iterations 
 

 The EFA results for food quality is shown in below in Table 3.3. The factor loadings 

for the items related to food quality were all above 0.5 threshold. The amount of 

variance explained by items on food quality is 74.60 percent. The Cronbach’s alpha 

values for food quality is 0.87, which is greater than the 0.7 threshold. Therefore, 

confirming the reliability of the factor (Churchill Jr., 1979; Hair et al., 2006).  

 

Table 3.3 

EFA Results for Food Quality 

 Factor Loadings % of Variance 
Explained Reliability 

Food Quality 2 .931 

74.60% 0.87 Food Quality 1 .923 

Food Quality 3 .889 

Food Quality 4 .811 

Extraction Method: Principal Component Analysis 
One component extracted 
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The EFA results for perceived value are shown below in Table 3.4. All the three 

items for perceived values were higher than the 0.5 threshold. The amount of variance 

explained by items on food quality is 82.25%. The Cronbach’s alpha values for food 

quality is 0.89. The Cronbach’s alpha value was above the 0.7 threshold confirming the 

items reliability (Churchill Jr., 1979; Hair et al., 2006).  

 

Table 3.4  

EFA Results for Perceived Value  

 Factor Loadings % of Variance 
Explained Reliability 

Perceived Value 1 .910 
82.25 0.89 Perceived Value 2 .890 

Perceived Value 3 .710 
Extraction Method: Principal Component Analysis 
One component extracted 

 

The EFA results for sustainability are shown below in Table 3.5. All the three 

items for perceived values were higher than the 0.5 threshold. The amount of variance 

explained by items on food quality is 65.53%. The Cronbach’s alpha values for food 

quality is 0.72. The Cronbach’s alpha value was above the 0.7 threshold confirming the 

items reliability (Churchill Jr., 1979; Hair et al., 2006).  
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Table 3.5  

EFA Results for Sustainable Environmental Concerns 

 Factor Analysis % of Variance 
Explained Reliability 

Sustainability 6 .867 

65.53 0.72 

Sustainability 9 .865 

Sustainability 8 .863 

Sustainability 4 .855 

Sustainability 5 .826 

Sustainability 2 .808 

Sustainability 7 .804 

Sustainability 3 .791 

Sustainability 1 .702 
Extraction Method: Principal Component Analysis 
One component extracted 

 

The EFA results for sustainability are shown below in Table 3.6. All the three 

items for diet were higher than the 0.5 threshold. The amount of variance explained by 

items on food quality is 80.8%. The Cronbach’s alpha values for diet and weight control 

is 0.89. The Cronbach’s alpha value was above the 0.7 threshold confirming the items 

reliability (Churchill Jr., 1979; Hair et al., 2006).  
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Table 3.6  

EFA Results for Diet 

 Factor Loadings % of Variance 
Explained Reliability 

Diet 3 .960 
80.80 0.89 Diet 2 .958 

Diet 1 .930 
Extraction Method: Principal Component Analysis 
One component extracted 

 

 After running factor analysis on each individual factors separately, I ran a factor 

analysis with all the independent factors combined. The results of EFA are shown in the 

Table 3.7 below. The items loaded to their dimensions as expected to the following 

factors: (1) sustainability, (2) satisfaction, (3) food quality, (4) diet, (5) perceived value.  

 

Table 3.7  

EFA Results for Independent Variables 

 Sustainability Satisfaction Food 
Quality 

Diet and 
Weight 
Control 

Perceived 
Value 

Sustainability 6 .855     
Sustainability 8 .846     
Sustainability 4 .842     
Sustainability 9 .837     
Sustainability 5 .826     
Sustainability 7 .808     
Sustainability 2 .787     
Sustainability 3 .767     

 

(table continues) 
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Table 3.7 (continued) 

 Sustainability Satisfaction Food 
Quality 

Diet and 
Weight 
Control 

Perceived 
Value 

Sustainability 1 .690     
Satisfaction 2  .890    
Satisfaction 3  .874    
Satisfaction 4  .838    
Satisfaction 1  .836    
Food Quality 4   .816   
Food Quality 3   .814   
Food Quality 2   .806   
Food Quality 1   .789   

Diet 2    .912  
Diet 3    .906  
Diet 1    .870  

Perceived Value 1     .904 
Perceived Value 2     .887 
Perceived Value 3     .513 
Extraction Method: Principal Component Analysis 
Rotation Method: Varimax with Kaiser Normalization 
Rotation converged in six iterations 

 

Additionally, I ran a factor analysis on the dependent variable individually   

(Prybutok, Wen, and Xu, 2011). The EFA results for behavioral intentions are shown in 

Table 3.8. The loadings of the three items ranged from 0.95 to 0.959. The amount of 

variance explained by items on behavioral intention is 90.2%. The Cronbach alpha for 

this item is 0.89 surpassing the 0.70 threshold confirming the reliability (Churchill Jr., 

1979; Hair et al., 2006). 
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Table 3.8  

EFA Results for Dependent Variable 

 Factor Loadings  
% of Variance 

Explained 
Reliability  

Behavior Intention 3 .959 
90.2 0.89 Behavior Intention 1 .951 

Behavior Intention 2 .950 
Extraction Method: Principal Component Analysis 
One component extracted 
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CHAPTER 4  

ESSAY 1 

 

4.1 Research Model 

Culture is defined as the collective programming of the mind that distinguishes 

members of one group or society from those of another (Solomon, 1996). According to 

research, using the country of birth indicator as culture has the advantage of being 

stable and objective which allows for comparisons over time and between studies 

(Stronks, Kulu-Glasgow, and Agyemang, 2009). Furthermore, the use of country of birth 

highly correlates with self-classified ethnicity (Stronks et al., 2009). It has been argued 

by Hofstede (1997) and Otaki, Durrett, Richards, Nyquist, and Pennebaker (1986) that 

cultural values are programmed from childhood.  Therefore, in this study, birth country is 

used to examine the moderating effect of culture on the hypothesized relationships to 

satisfaction shown in Figure 4.1. 
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4.2 Methodology Figure 4.1 Respondents’ birth country model – United States born vs. non-United States born 

 



47 

The final instrument was made up of two separate sections to complete the 

necessary data to test the framework. The first section consists of the dependent 

variable (behavioral intention) and the independent variables (service quality, service 

satisfaction, food quality, perceived value, environmental sustainability concerns, and 

weight control) of the research model by asking respondents about a single restaurant 

service experience.  Each survey question was measured on a seven point Likert scale. 

Each item was scaled from 1 with the verbal statement “Strongly Disagree” to 7 with the 

statement “Strongly Agree”.  The second section of the survey extracts the respondents’ 

demographic information. The study sample consisted of undergraduate students 

enrolled in classes at a large Southwestern university in the United States. Participants 

were recruited from the spring semester of the 2014 academic year.  The recruitment 

was done in six large classes with a possibility of 1,000 respondents. Class instructors 

announced the survey to their classes through an emailed web-link.  The respondents 

were given one week to complete the survey following the announcement. To increase 

the response rate for this study, instructors offered to award extra credit to students who 

voluntarily participated in the survey. Students who chose to not participate in the 

survey were given an alternative assignment worth the same number of extra credit 

points and time taken by the survey participants. The total amount of time used by 

survey respondents was 30 minutes. A total of 900 surveys were collected, of which 879 

surveys were deemed useable after dismissing incomplete surveys. The demographic 

of the overall respondents’ class rankings is shown in Figure 4.2.    
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Figure 4.2 Respondent’ class ranking 

 

In addition to respondents’ school year classification and age, each was asked to 

include specific cultural indicators.  The cultural indicators used in Essay 1 are limited to 

the respondent’s birth country. Of the 879 surveys collected, the sample size of the 

respondents that were born in the United States n=752 and the sample size of the 

respondents that were not born in the United States n=127. 

 

4.3 Data Analysis  

The PLS path modeling statistical software package used in this dissertation was 

SmartPLS 2.0 Beta (Ringle, Wende, and Will, 2005). PLS-SEM was designed to be a 

distribution-free approach to data analytics (Dijkstra, 1983). Its objective is to maximize 
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the explained variance percentage of the dependent variables (Hair, Ringle, and 

Sarstedt, 2011). Hair et al. (2011) conclude that the PLS-SEM algorithm is a promising 

methodology in marketing and computer science information systems.  Due to its less 

restrictive requirements in multivariate analysis assumptions and measurement 

properties, further research finds PLS-SEM as a possible methodology for a more 

complicated models that incorporate reflective and formative constructs.   

 

4.3.1 Measurement Model 

Confirmatory factor analysis (CFA) was conducted on the measurement model to 

assess the consistency, reliability, and construct validity (Gefen and Straub, 2005). By 

assessing loadings of the measurement items that corresponded to its theoretical 

anticipated factor for both populations, I retained measurement items that loaded with 

significant t-value on its respective latent variable at the 5% significance level. 

Therefore, only items that met the 5% significance level cut-off point were retained, 

indicating the presence of convergent validity with the measurement instrument (Gefen 

and Straub, 2005). Support for convergent validity was established since the magnitude 

of the t-values of the manifest variables exceeded the 5% significant alpha level (see 

Table 4.1 and 4.2). Next, the average variance extracted (AVE) value for each construct 

should equal 0.5 or greater. As shown in Tables 4.1 and 4.2, all the AVE values are 

above the cutoff value 0.5. These results suggest adequate convergent validity. In 

addition, all composite reliabilities shown in Tables 4.1 and 4.2 equal greater than 0.7, 

indicating an adequate convergence consistency. Finally, discriminant validity was 

assessed. First, by comparing the square root of the AVE values with the inter-construct 
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correlation (variance shared between the construct and other constructs) to examine 

whether the latent construct can explain its indicators better than it explains other 

constructs. Discriminant validity expects that the square root of AVE estimates should 

be greater than the correlation between those two constructs. As shown in Tables 4.1 

and 4.2, most of the values meet this criteria, suggesting adequate discriminant validity. 

To that end, all the results indicate sufficient internal consistency (reliability) and 

construct validity (convergent validity and discriminant validity) for the measurement 

scales.    

 

Table 4.1  

Descriptive Analysis of the Latent Variables for First-Order Constructs, Student Non-

United States Born  

Construct Item Loading (t-value) CR AVE 

Behavioral Intention 
BI 1 0.91 (35.56**) 0.93 0.81 
BI 2 0.93 (44.86**) 

  BI 3 0.87 (17.27**) 
  

Diet 
Diet 1 0.93 (56.01**) 0.96 0.90 
Diet 2 0.96 (61.62**) 

  Diet 3 0.96 (87.78**) 
  

Empathy 
Empathy 1 0.83 (24.18**) 0.89 0.72 
Empathy 2 0.83 (24.93**) 

  Empathy 3 0.89 (35.35**) 
  

Reliability 

Reliability 1 0.81 (17.88**) 0.91 0.68 
Reliability 2 0.77 (15.43**) 

  Reliability 3 0.83 (16.12**) 
  Reliability 4 0.88 (29.81**) 
  Reliability 5 0.83 (20.79**) 
   

(table continues) 
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Table 4.1 (continued) 

Construct Item Loading (t-value) CR AVE 

Tangibles 

Tangibles 1 0.87 (33.03**) 0.91 0.72 
Tangibles 2 0.85 (26.15**) 

  Tangibles 3 0.89 (45.01**) 
  Tangibles 4 0.79 (16.48**) 
  

Perceived Value 
Perceived Value 1 0.80 (8.670**) 0.85 0.66 
Perceived Value 2 0.78 (8.029**) 

  Perceived Value 3 0.85 (18.31**) 
  

Sustainability 

Sustainability 1 0.72 (12.25**) 0.95 0.68 
Sustainability 2 0.81 (13.11**) 

  Sustainability 3 0.82 (15.78**) 
  Sustainability 4 0.82 (11.65**) 
  Sustainability 5 0.85 (15.67**) 
  Sustainability 6 0.87 (16.42**) 
  Sustainability 7 0.82 (13.87**) 
  Sustainability 8 0.83 (11.64**) 
  Sustainability 9 0.87 (14.46**) 
  

Satisfaction 

Satisfaction 1 0.91 (49.47**) 0.94 0.81 
Satisfaction 2 0.83 (9.066**) 

  Satisfaction 3 0.94 (66.96**) 
  Satisfaction 4 0.91 (31.19**) 
  

Service Quality 

Empathy 1 0.60 (8.95**) 0.95 0.51 
Empathy 2 0.59 (11.06**) 

  Empathy 3 0.63 (10.38**) 
  Reliability 1 0.76 (18.31**) 
  Reliability 2 0.68 (13.29**) 
  Reliability 3 0.73 (12.76**) 
  Reliability 4 0.79 (15.52**) 
  Reliability 5 0.78 (16.04**) 
  Tangibles 1 0.76 (20.10**) 
  Tangibles 2 0.78 (18.47**) 
  Tangibles 3 0.76 (18.62**) 
  (table continues) 
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Table 4.1 (continued) 

Construct Item Loading (t-value) CR AVE 

Service Quality 

Tangibles 4 0.68 (10.26**) 
  Assurance1 0.77 (18.00**) 
  Assurance2 0.76 (15.30**) 
  Assurance3 0.64 (12.21**) 
  Responsiveness 1 0.65 (11.21**) 
  Responsiveness 2 0.67 (9.72**) 
  Responsiveness 3 0.75 (18.25**) 
  Responsiveness 4 0.72 (12.25**) 
  

Assurance 
Assurance 1 0.87 (35.71**) 0.88 0.70 
Assurance 2 0.89 (28.16**) 

  Assurance 3 0.75 (11.81**) 
  

Food Quality 

Food Quality 1 0.89 (38.36**) 0.93 0.77 
Food Quality 2 0.94 (69.11**) 

  Food Quality 3 0.86 (24.07**) 
  Food Quality 4 0.81 (13.60**) 
  

Responsiveness 

Responsiveness 1 0.75 (16.16**) 0.86 0.60 
Responsiveness 2 0.79 (16.23**) 

  Responsiveness 3 0.81 (26.25**) 
  Responsiveness 4 0.74 (14.36**) 
  CR = Composite Reliability 

AVE = Average Variance Extracted 
** = t-values Significant at .05 
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Table 4.2  

Descriptive Analysis of the Latent Variables for First-Order Constructs, Student United 

States Born 

Construct Item Loading (t-value) CR AVE 

Behavioral Intention 
BI 1 0.95 (124.7**) 0.97 0.91 
BI 2 0.95 (126.0**)   
BI 3 0.96 (150.4**)   

Diet 
Diet 1 0.95 (139.0**) 0.96 0.90 
Diet 2 0.95 (105.98**)   
Diet 3 0.95 (123.30**)   

Empathy 
Empathy 1 0.87 (82.61**) 0.90 0.74 
Empathy 2 0.83 (49.33**)   
Empathy 3 0.89 (93.93**)   

Reliability 

Reliability 1 0.80 (33.73**) 0.93 0.73 
Reliability 2 0.85 (48.91**)   
Reliability 3 0.90 (75.45**)   
Reliability 4 0.90 (83.80**)   
Reliability 5 0.83 (41.96**)   

Tangibles 

Tangibles 1 0.90 (78.23**) 0.93 0.76 
Tangibles 2 0.86 (55.28**)   
Tangibles 3 0.92 (100.3**)   
Tangibles 4 0.80 (32.28**)   

Perceived Value 
Perceived Value 1 0.81 (28.44**) 0.86 0.67 
Perceived Value 2 0.78 (24.49**)   
Perceived Value 3 0.87 (52.79**)   

Sustainability 

Sustainability 1 0.67 (4.848**) 0.95 0.66 
Sustainability 2 0.74 (3.798**)   
Sustainability 3 0.73 (3.830**)   
Sustainability 4 0.86 (5.347**)   
Sustainability 5 0.86 (6.162**)   
Sustainability 6 0.90 (6.428**)   
Sustainability 7 0.80 (5.605**)   

 

(table continues) 
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Table 4.2 (continued) 

Construct Item Loading (t-value) CR AVE 

Sustainability 
Sustainability 8 0.86 (6.319**)   
Sustainability 9 0.86 (6.091**)   

Satisfaction 

Satisfaction 1 0.93 (68.99**) 0.96 0.86 
Satisfaction 2 0.93 (90.90**)   
Satisfaction 3 0.93 (77.10**)   
Satisfaction 4 0.93 (97.06**)   

Service Quality 

Empathy 1 0.63 (22.72**) 0.95 0.48 
Empathy 2 0.49 (15.35**)   
Empathy 3 0.66 (25.79**)   
Reliability 1 0.72 (27.18**)   
Reliability 2 0.82 (48.58**)   
Reliability 3 0.78 (37.82**)   
Reliability 4 0.75 (33.91**)   
Reliability 5 0.71 (24.88**)   
Tangibles 1 0.70 (20.77**)   
Tangibles 2 0.66 (19.75**)   
Tangibles 3 0.72 (24.02**)   
Tangibles 4 0.64 (17.37**)   
Assurance1 0.74 (37.27**)   
Assurance2 0.81 (45.10**)   
Assurance3 0.72 (29.44**)   

Responsiveness 1 0.55 (17.21**)   
Responsiveness 2 0.71 (29.55**)   
Responsiveness 3 0.65 (24.67**)   
Responsiveness 4 0.60 (20.23**)   

Assurance 
Assurance 1 0.83 (47.89**) 0.89 0.73 
Assurance 2 0.81 (45.10**)   

Assurance 3 0.84 (49.28**)   

Food Quality 
Food Quality 1 0.93 (105.0**) 0.94 0.79 
Food Quality 2 0.94 (126.8**)   

 

(table continues) 
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Table 4.2 (continued) 

Construct Item Loading (t-value) CR AVE 

Food Quality 
Food Quality 3 0.89 (59.09**)   

Food Quality 4 0.80 (25.02**)   

Responsiveness 

Responsiveness 1 0.68 (22.92**) 0.86 0.62 
Responsiveness 2 0.87 (79.71**)   
Responsiveness 3 0.84 (53.50**)   

Responsiveness 4 0.73 (29.02**)   

CR = Composite Reliability 
AVE = Average Variance Extracted 
** = t-values Significant at .05 
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Table 4.3 

 Inter-correlations of the Latent Variables for First-Order Constructs, Student Non-United States Born 

Construct 1 2 3 4 5 6 7 8 9 10 11 12 
1. Assurance 0.84            
2. Behavior Intention 0.61 0.90           
3. Diet 0.15 0.22 0.95          
4. Empathy 0.57 0.44 0.36 0.85         
5. Food Quality 0.62 0.66 0.16 0.37 0.88        
6. Perceived Value 0.46 0.47 0.47 0.34 0.33 0.81       
7. Reliability 0.75 0.63 0.18 0.55 0.68 0.38 0.82      
8. Responsiveness 0.78 0.58 0.28 0.59 0.48 0.45 0.76 0.78     
9. Satisfaction 0.67 0.87 0.30 0.48 0.73 0.54 0.66 0.63 0.90    
10. Service Quality 0.87 0.68 0.25 0.71 0.68 0.48 0.91 0.90 0.73 0.71   
11. Sustainability 0.21 0.27 0.47 0.38 0.24 0.46 0.27 0.31 0.34 0.33 0.82  
12. Tangibles 0.67 0.62 0.17 0.54 0.65 0.44 0.73 0.74 0.67 0.88 0.27 0.85 

Square root for the AVE on the diagonal 
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Table 4.4  

Inter-correlations of the Latent Variables for First-Order Constructs, Student United States Born   

 

 

 

Construct 1 2 3 4 5 6 7 8 9 10 11 12 
1. Assurance 0.85            
2. Behavior Intention 0.63 0.95           
3. Diet 0.09 0.11 0.95          
4. Empathy 0.58 0.51 0.25 0.86         
5. Food Quality 0.65 0.70 0.04 0.48 0.89        
6. Perceived Value 0.38 0.41 0.25 0.35 0.41 0.82       
7. Reliability 0.76 0.64 0.13 0.47 0.64 0.39 0.86      
8. Responsiveness 0.71 0.52 0.17 0.57 0.51 0.38 0.60 0.79     
9. Satisfaction 0.65 0.84 0.17 0.50 0.70 0.48 0.63 0.54 0.93    
10. Service Quality 0.89 0.70 0.16 0.70 0.69 0.43 0.89 0.80 0.70 0.93   
11. Sustainability 0.12 0.08 0.44 0.16 0.07 0.25 0.12 0.15 0.08 0.15 0.81  
12. Tangibles 0.59 0.54 0.08 0.44 0.52 0.28 0.61 0.50 0.52 0.78 0.08 0.87 

Square root for the AVE on the diagonal 
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4.3.2 Structural Model  

Due to the sufficient reliability and validity of the measurement scales, the 

research hypotheses proposed in the model can be tested.  The research model 

hypotheses were tested using the structural equation modeling procedure. All 

dimensions are included in the final data analysis. The structural model was evaluated, 

using a nonparametric bootstrapping technique with 5,000 replications.  

In this evaluation, support is found for H1 in both samples. Therefore, service 

quality has a positive and significant impact on satisfaction. Additionally, I find support 

for H2 in both samples. There is support for a positive relationship between food quality 

and satisfaction. Similarly, H3 was supported by both samples as indicated in the Non-

United States born sample (β = 0.2166, p < 0.01) and the United States-born sample (β 

= 0.1734, p < 0.01). Contrary to the other hypothesis, H4 (sustainability) is supported by 

the United States born sample (β = -0.0187, p < 0.01), but not the Non-United States 

sample.  Additionally, H5, diet and weight control has positive relationship to 

satisfaction, is supported by United States born sample (β = 0.0875, p < 0.01) but is not 

significant for the Non-United States born sample. Hypothesis H8, satisfaction, has a 

positive relationship to behavioral intention, was significantly supported by both the 

United States born sample (β = 0.6874, p < 0.01) and Non-United States born sample 

(β = 0.8024, p < 0.01). The variance explained is also very similar for the two samples 

as shown in Table 4.5.   
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Table 4.5  

Path Coefficients and Summary of Hypotheses Test 

Hypotheses Path US Sample Non-US Sample Hypotheses 
(US / Non-US) 

H1 Service Quality      Satisfaction 0.2208*** 03.417*** Supported / Supported 
H2 Food Quality      Satisfaction 0.3903*** 04.355*** Supported / Supported 
H3 Perceived Value      Satisfaction 0.1734*** 0.216*** Supported / Supported 
H4 Sustainability      Satisfaction -0.0871*** 0.0115 n.s. Supported / Not Supported 
H5 Diet      Satisfaction 0.0875** 0.0526 n.s. Supported / Not Supported 
H9 Satisfaction      Behavior Intention 0.6874*** 0.8024*** Supported / Supported 

R-Square 73% 77%  
*** Path Coefficient Significant at 0.01 
** Path Coefficient Significant at 0.05 
n.s. Not Significant 
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Figure 4.3 Structural equation modeling results using SmartPLS 
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4.4 Moderating Effect of Birth Country: US Born Students and Non-US Born 

Students 

The moderating effect of birth country on satisfaction and behavioral intentions 

was first tested using CB-SEM by SmartPLS. The structural equation modeling was 

conducted for separate samples – United States born respondents and Non-United 

States born respondents. To test the moderating effect of cultural differences between 

respondents born in the United States compared to respondents not born in the United 

States, the path coefficients of the two separate structural models were collected and 

compared, as shown in Table 4.6. Third, the path coefficient difference comparison 

approach developed by Keil et al. (2000) and Li, Browne, and Wetherbe (2006) was 

employed to test the significant difference between United States born samples and 

Non-United States born samples. According to this method, t-value of each path was 

calculated using Equation 1. 

                 

(1) 

Where is the sample size for the US-born and Non-US born samples, (𝑛𝑛1=752 for the 

United States-born sample; 𝑛𝑛2=127 for the Non-United States sample). is the path 

coefficient in the structural model for the United States-born sample ( ) and the Non-

United States born sample ( ). is the estimator of the pooled variance, which 

could be calculated using Equation 2. 
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(2) 

Where  is the standard error of path in the structural model for the United States-

born sample ( ) and the Non-United States born sample ( ).  

Based on the results of the t-test on the path coefficient differences all of the path 

coefficients have significant differences that suggest significant moderating effects on 

relationships between the latent constructs. Based on the size of the path coefficients, 

the link between service quality and satisfaction is stronger in the Non-United States 

born sample (β = 0.3417, p < 0.01) than in the United States born sample (β = 0.2248, p 

< 0.01) which does not support H6a. Based on the size of the path coefficients, the link 

between food quality and satisfaction is stronger in the Non-United States born sample 

(β = 0.4355, p < 0.01) than in the United States-born sample (β = 0.3903, p < 0.01) 

which does not support H6b.  The relationship between perceived value and satisfaction 

is significantly stronger in the Non-United States born sample (β = 0.22, p < 0.01) than 

the United States born sample (β = 0.17, p < 0.01) which does not support H6c. Based 

on the size of the path coefficients, the link between environmental sustainability and 

satisfaction is stronger in the Non-United States born sample (β = 0.01, p < 0.01) than in 

the United States born sample (β = -0.09, p < 0.01) which does not support H6d. The 

relationship between health concerns and satisfaction is significantly stronger in the 

Non-United States born sample (β = 0.1, p < 0.01) than the United States born sample 

(β = 0.09, p < 0.01) which does not support H6e.
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Table 4.6  

Moderating Effect of Birth Country: United States Born Students and Non-United States Born Students Path Coefficient 

Comparison 

Path US Sample 
(X1) 

Non-US Sample 
(X2) 

Coefficient 
Difference SE1 SE2 SX1 * X2 t-value 

Service Quality      Satisfaction 0.22 0.34 -0.12 0.047 0.091 0.055 -22.73 
Food Quality      Satisfaction 0.39 0.44 -0.05 0.045 0.085 0.061 -7.76 
Perceived Value       Satisfaction 0.17 0.22 -0.04 0.029 0.060 0.047 -9.44 
Sustainability      Satisfaction -0.09 0.01 -0.10 0.033 0.067 0.053 -19.52 
Diet      Satisfaction 0.09 0.10 -0.02 0.028 0.063 0.049 -3.26 

Sample Size 752 127      
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4.5 Conclusions and Implications 

The relationships among the service quality, food quality, perceived value, weight 

control, environmental sustainability concerns, customer satisfaction, and behavioral 

intentions were tested across different cultures as defined by birth country. Significant 

relationships were found between all latent constructs in the sample of respondents 

born in the United States. Significant relationships were found between all latent 

constructs with the exception of environmental sustainability in the sample of 

respondents not born in the United States. Also tested was the moderating effect of 

culture as defined by the respondents’ birth country on the hypothesized relationships in 

the model. The methods put forward by Keil et al. (2000) and Li et al. (2006) were used 

to test the moderating effect of culture. Based on the results, customers with different 

cultures have different evaluations of satisfaction on service encounters. Customers 

who were born outside of the United States actually have a stronger relationship 

between service quality, food quality, perceived value, sustainability, and health 

concerns to satisfaction than customers who were born in the United States. The 

relationship between sustainability and satisfaction is significant in the United States-

born sample but not in the sample of those born outside the United States. Surprisingly, 

the relationship between sustainability and satisfaction is negative for those born in the 

United States. The results provide great insight to the influence of culture on the 

evaluation of the service encounter. The results also provide the development and 

validation of new emerging consumer’s environmental sustainability concerns as they 

directly relate to the restaurant industry. 
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CHAPTER 5 

 ESSAY 2 

 

5.1 Research Model 

Children develop their cultural identity at a very young age (Otaki et al., 1986). 

Culture and cultural identity is learned by children at a young age and is taught by 

parents, schools, and organizations (Hofstede, 2001).  According to a study done by Xu, 

Shim, Lotz, and Almeida, (2004), young adults between the ages of 18-25 develop their 

cultural identity based on their parental cultural identification. “Young adults who 

perceived that their parents emphasized their original culture (not only in their own 

activities but also in socializing their children) indeed demonstrated a stronger sense of 

ethnic identity during their young adulthood, while they were living away from home” (Xu 

et al., 2004). The findings of Phinney (1989) found that parents teaching their children 

about their own ethnic background has a strong influence on the child’s ethnic 

identification. 

In this study, respondents were asked to disclose their parents’ birth countries 

during the survey. In this essay, parents’ birth country is used to examine the 

moderating effect of culture on the hypothesized relationships to satisfaction shown 

below in Figure 5.1.  
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Figure 5.1 Respondents’ parents’ birth country model – United States born vs. Non-United States born 
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5.2 Methodology 

The final instrument was made up of two separate sections to complete the 

necessary data to test the framework. The first section consists of the dependent 

variable (behavioral intention) and the independent variables (service quality, service 

satisfaction, food quality, perceived value, environmental sustainability concerns, and 

weight control) of the research model by asking respondents about a single restaurant 

service experience.  Each survey question was measured on a seven point Likert scale. 

Each item was scaled from 1 with the verbal statement “Strongly Disagree” to 7 with the 

statement “Strongly Agree”.  The second section of the survey extracts the respondents’ 

demographic information. The study sample consisted of undergraduate students 

enrolled in classes at a large Southwestern university in the United States. Participants 

were recruited from the spring semester of the 2014 academic year.  The recruitment 

was done in six large classes with a possibility of 1,000 respondents. Class instructors 

announced the survey to their classes through an emailed web-link.  The respondents 

were given one week to complete the survey following the announcement. To increase 

the response rate for this study, instructors offered to award extra credit to students who 

voluntarily participated in the survey. Students who chose to not participate in the 

survey were given an alternative assignment worth the same number of extra credit 

points and time taken by the survey participants. The total amount of time used by 

survey respondents was 30 minutes. A total of 900 surveys were collected, of which 879 

surveys were deemed useable after dismissing incomplete surveys.   

In addition to respondents’ school year classification and age, each was asked to 

including specific cultural indicators.  The cultural indicators used in Essay 2 are limited 
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to the respondents’ parents’ birth country. Of the 879 surveys collected, the sample size 

of the respondents that have parents born in the United States n=635 and the sample 

size of the respondents that have parents who were not born in the United States 

n=244. 

 

5.3 Data Analysis 

The PLS path modeling statistical software package used in this dissertation was 

SmartPLS 2.0 Beta (Ringle, Wende, and Will, 2005). PLS-SEM was designed to be a 

distribution-free approach to data analytics (Dijkstra, 1983). Its objective is to maximize 

the explained variance percentage of the dependent variables (Hair et al., 2011). Hair et 

al. (2011) conclude that the PLS-SEM algorithm is a promising methodology in 

marketing and computer science information systems.  Due to its less restrictive 

requirements in multivariate analysis assumptions and measurement properties, further 

research finds PLS-SEM as a possible methodology for a more complicated models that 

incorporate reflective and formative constructs.  

 

5.3.1 Measurement Model 

Confirmatory factor analysis (CFA) was conducted on the measurement model to 

assess the consistency, reliability, and construct validity (Gefen and Straub, 2005). By 

assessing loadings of the measurement items that corresponded to its theoretical 

anticipated factor for both populations, I retained measurement items that loaded with 

significant t-value on its respective latent variable at the 5% significance level. 

Therefore, only items that met the 5% significance level cut-off point were retained, 
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indicating the presence of convergent validity with the measurement instrument (Gefen 

and Straub, 2005). Support for convergent validity was established since the magnitude 

of the t-values of the manifest variables exceeded the 5% significant alpha level (see 

Table 1a and 1b). Next, the average variance extracted (AVE) value for each construct 

should equal 0.5 or greater. As shown in Tables 5.1 and 5.2, all the AVE values are 

above the cutoff value 0.5. These results suggest adequate convergent validity. In 

addition, all composite reliabilities shown in Tables 5.1 and 5.2 equal greater than 0.7, 

indicating an adequate convergence consistency. Finally, discriminant validity was 

assessed. First, by comparing the square root of the AVE values with the inter-construct 

correlation (variance shared between the construct and other constructs) to examine 

whether the latent construct can explain its indicators better than it explains other 

constructs. Discriminant validity expects that the square root of AVE estimates should 

be greater than the correlation between those two constructs. As shown in Tables 5.1 

and 5.2, most of the values meet this criteria, suggesting adequate discriminant validity. 

To that end, all the results indicate sufficient internal consistency (reliability) and 

construct validity (convergent validity and discriminant validity) for the measurement 

scales. 
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Table 5.1  

Descriptive Analysis of the Latent Variables for First-Order Constructs, Parents Not 

United States Born 

Construct Item Loading (t-value) CR AVE 

Behavioral Intention 
BI 1 0.92 (50.12**) 0.94 0.85 
BI 2 0.94 (80.40**) 

  BI 3 0.91 (38.66**) 
  

Diet 
Diet 1 0.94 (95.41**) 0.97 0.91 
Diet 2 0.96 (115.42**) 

  Diet 3 0.96 (145.90**) 
  

Empathy 
Empathy 1 0.86 (40.35**) 0.90 0.75 
Empathy 2 0.84 (32.10**) 

  Empathy 3 0.89 (50.50**) 
  

Reliability 

Reliability 1 0.80 (25.63**) 0.92 0.70 
Reliability 2 0.80 (26.24**) 

  Reliability 3 0.84 (27.86**) 
  Reliability 4 0.88 (41.22**) 
  Reliability 5 0.85 (32.41**) 
  

Tangibles 

Tangibles 1 0.88 (49.75**) 0.92 0.74 
Tangibles 2 0.87 (42.37**) 

  Tangibles 3 0.91 (70.24**) 
  Tangibles 4 0.79 (23.83**) 
  

Perceived Value 
Perceived Value 1 0.85 (20.24**) 0.88 0.71 
Perceived Value 2 0.82 (18.57**) 

  Perceived Value 3 0.85 (36.73**) 
  

Sustainability 

Sustainability 1 0.70 (11.26**) 0.95 0.68 
Sustainability 2 0.79 (9.52**) 

  Sustainability 3 0.76 (10.10**) 
  Sustainability 4 0.81 (10.54**) 
  Sustainability 5 0.84 (15.98**) 
  Sustainability 6 0.87 (16.09**) 
  Sustainability 7 0.84 (16.59**) 
   

(table continues) 
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Table 5.1 (continued) 

Construct Item Loading (t-value) CR AVE 

Sustainability 
Sustainability 8 0.87 (0.87**) 

  Sustainability 9 0.90 (0.90**) 
  

Satisfaction 

Satisfaction 1 0.86 (19.55**) 0.93 0.76 
Satisfaction 2 0.87 (18.04**) 

  Satisfaction 3 0.90 (26.49**) 
  Satisfaction 4 0.87 (33.72**) 
  

Service Quality 

Empathy 1 0.62 (12.41**) 0.95 0.51 
Empathy 2 0.55 (12.07**) 

  Empathy 3 0.64 (14.46**) 
  Reliability 1 0.72 (20.62**) 
  Reliability 2 0.75 (24.27**) 
  Reliability 3 0.76 (22.44**) 
  Reliability 4 0.77 (20.74**) 
  Reliability 5 0.79 (23.68**) 
  Tangibles 1 0.74 (17.24**) 
  Tangibles 2 0.71 (14.61**) 
  Tangibles 3 0.73 (18.78**) 
  Tangibles 4 0.64 (11.49**) 
  Assurance1 0.75 (24.92**) 
  Assurance2 0.79 (26.05**) 
  Assurance3 0.69 (18.62**) 
  Responsiveness 1 0.67 (17.12**) 
  Responsiveness 2 0.73 (17.81**) 
  Responsiveness 3 0.75 (24.44**) 
  Responsiveness 4 0.66 (14.20**) 
  

Assurance 
Assurance 1 0.85 (33.56**) 0.88 0.72 
Assurance 2 0.89 (46.31**) 

  Assurance 3 0.80 (20.85**) 
  

Food Quality 
Food Quality 1 0.91 (0.91**) 0.92 0.75 
Food Quality 2 0.93 (0.93**) 

   

(table continues) 
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Table 5.1 (continued) 

Construct Item Loading (t-value) CR AVE 

Food Quality 
Food Quality 3 0.83 (0.83**) 

  Food Quality 4 0.78 (13.02**) 
  

Responsiveness 

Responsiveness 1 0.76 (22.43**) 0.86 0.62 
Responsiveness 2 0.83 (31.00**) 

  Responsiveness 3 0.83 (36.26**) 
  Responsiveness 4 0.71 (15.19**) 
  CR = Composite Reliability 

AVE = Average Variance Extracted 
** = t-values Significant at .05 

 

 

Table 5.2  

Descriptive Analysis of the Latent Variables for First-Order Constructs, Parents United 

States Born 

Construct Item Loading (t-value) CR AVE 

Behavioral Intention 
BI 1 0.95 (115.67**) 0.95 0.91 
BI 2 0.95 (117.1**) 

  BI 3 0.96 (130.4**) 
  

Diet 
Diet 1 0.95 (110.5**) 0.94 0.89 
Diet 2 0.94 (77.79**) 

  Diet 3 0.95 (81.10**) 
  

Empathy 
Empathy 1 0.87 (74.18**) 0.82 0.74 
Empathy 2 0.82 (44.21**) 

  Empathy 3 0.89 (85.11**) 
  

Reliability 
Reliability 1 0.81 (30.75**) 0.91 0.74 
Reliability 2 0.86 (45.77**) 

  Reliability 3 0.91 (70.39**) 
   

(table continues) 
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Table 5.2 (continued) 

Construct Item Loading (t-value) CR AVE 

Reliability 
Reliability 4 0.90 (77.81**) 

  Reliability 5 0.82 (36.64**) 
  

Tangibles 

Tangibles 1 0.90 (68.64**) 0.89 0.76 
Tangibles 2 0.86 (46.75**) 

  Tangibles 3 0.91 (86.21**) 
  Tangibles 4 0.81 (30.43**) 
  

Perceived Value 
Perceived Value 1 0.79 (20.40**) 0.78 0.65 
Perceived Value 2 0.76 (18.79**) 

  Perceived Value 3 0.88 (42.54**) 
  

Sustainability 

Sustainability 1 0.67 (4.022**) 0.94 0.66 
Sustainability 2 0.74 (4.152**) 

  Sustainability 3 0.74 (4.280**) 
  Sustainability 4 0.86 (5.679**) 
  Sustainability 5 0.87 (5.144**) 
  Sustainability 6 0.91 (5.385**) 
  Sustainability 7 0.79 (5.148**) 
  Sustainability 8 0.84 (5.389**) 
  Sustainability 9 0.84 (5.420**) 
  

Satisfaction 

Satisfaction 1 0.61 (16.80**) 0.96 0.88 
Satisfaction 2 0.95 (129.1**) 

  Satisfaction 3 0.93 (69.90**) 
  Satisfaction 4 0.94 (98.53**) 
  

Service Quality 

Empathy 1 0.94 (111.1**) 0.94 0.48 
Empathy 2 0.56 (12.11**) 

  Empathy 3 0.65 (15.39**) 
  Reliability 1 0.71 (20.82**) 
  Reliability 2 0.77 (26.05**) 
  Reliability 3 0.77 (23.24**) 
  Reliability 4 0.77 (20.79**) 
  Reliability 5 0.79 (25.65**) 
  Tangibles 1 0.87 (43.02**) 
   

(table continues) 



74 

Table 5.2 (continued) 

Construct Item Loading (t-value) CR AVE 

Service Quality 

Tangibles 2 0.88 (45.72**) 
  Tangibles 3 0.91 (71.66**) 
  Tangibles 4 0.79 (24.42**) 
  Assurance1 0.76 (24.92**)   

Assurance2 0.79 (26.05**)   
Assurance3 0.69 (18.62**)   

Responsiveness 1 0.67 (17.12**)   
Responsiveness 2 0.73 (17.81**)   
Responsiveness 3 0.75 (24.44**)   
Responsiveness 4 0.66 (14.20**)   

Assurance 
Assurance 1 0.83 (44.27**) 0.81 0.73 
Assurance 2 0.89 (74.28**) 

  Assurance 3 0.84 (46.36**) 
  

Food Quality 

Food Quality 1 0.93 (104.2**) 0.92 0.81 
Food Quality 2 0.94 (116.2**) 

  Food Quality 3 0.91 (75.53**) 
  Food Quality 4 0.81 (24.74**) 
  

Responsiveness 

Responsiveness 1 0.67 (18.97**) 0.79 0.62 
Responsiveness 2 0.87 (70.18**) 

  Responsiveness 3 0.84 (46.20**) 
  Responsiveness 4 0.74 (28.52**) 
  CR = Composite Reliability 

AVE = Average Variance Extracted 
** = t-values Significant at .05 
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Table 5.3  

Inter-correlations of the Latent Variables for First-Order Construct, Non-United States Born Parents 

 

 

 

 

 

 

Construct 1 2 3 4 5 6 7 8 9 10 11 12 
1. Assurance 0.85            
2. Behavior Intention 0.61 0.92           
3. Diet 0.18 0.26 0.96          
4. Empathy 0.58 0.47 0.37 0.86         
5. Food Quality 0.62 0.64 0.11 0.40 0.86        
6. Perceived Value 0.42 0.38 0.38 0.37 0.37 0.84       
7. Reliability 0.78 0.66 0.22 0.53 0.65 0.35 0.83      
8. Responsiveness 0.78 0.57 0.26 0.62 0.50 0.43 0.74 0.78     
9. Satisfaction 0.69 0.78 0.31 0.51 0.71 0.54 0.67 0.63 0.87    
10. Service Quality 0.88 0.70 0.26 0.70 0.68 0.46 0.91 0.90 0.74 0.71   
11. Sustainability 0.13 0.18 0.47 0.30 0.13 0.37 0.14 0.18 0.23 0.20 0.82  
12. Tangibles 0.60 0.59 0.11 0.44 0.61 0.39 0.66 0.67 0.61 0.82 0.14 0.86 

Square root for the AVE on the diagonal 
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Table 5.4  

Inter-correlations of the Latent Variables for First-Order Construct, United States Born Parents 

 

Construct 1 2 3 4 5 6 7 8 9 10 11 12 
1. Assurance 0.85            
2. Behavior Intention 0.63 0.95           
3. Diet 0.07 0.08 0.94          
4. Empathy 0.58 0.51 0.23 0.86         
5. Food Quality 0.65 0.72 0.04 0.49 0.90        
6. Perceived Value 0.37 0.43 0.25 0.34 0.41 0.81       
7. Reliability 0.75 0.63 0.11 0.46 0.64 0.41 0.69      
8. Responsiveness 0.70 0.52 0.16 0.55 0.51 0.37 0.58 0.78     
9. Satisfaction 0.64 0.86 0.16 0.49 0.70 0.47 0.62 0.52 0.94    
10. Service Quality 0.89 0.70 0.14 0.70 0.70 0.44 0.88 0.79 0.69 0.69   
11. Sustainability 0.13 0.08 0.43 0.15 0.07 0.25 0.14 0.16 0.07 0.16 0.81  
12. Tangibles 0.60 0.54 0.08 0.46 0.51 0.28 0.61 0.48 0.52 0.79 0.09 0.87 

Square root for the AVE on the diagonal 
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5.3.2 Structural Model  

Due to the sufficient reliability and validity of the measurement scales, the 

research hypotheses proposed in the model can be tested.  The research model 

hypotheses were tested using the structural equation modeling procedure. All 

dimensions are included in the final data analysis. The structural model was evaluated, 

using a nonparametric bootstrapping technique with 5,000 replications. In this 

evaluation, support is found for H1 in both samples. Therefore, service quality has a 

positive and significant impact on satisfaction. Based on the size of the path 

coefficients, the link between service quality and satisfaction is stronger in the United 

States born parents sample (β = 0.3809, p < 0.01) than in the Non-United States born 

parents sample (β = 0.3785, p < 0.01). This could demonstrate some differences in how 

both populations perceive service quality to satisfaction. Additionally, I find support for 

H2 in both samples. There is support for a positive relationship between food quality 

and satisfaction. Similarly, H3 (perceived value) was supported by both samples as 

indicated in the Non-United States born parents sample (β = 0.2026, p < 0.01) and the 

United States born parents sample (β = 0.1663, p < 0.01). Contrary to the other 

hypothesis, H4 (sustainability) is supported by the United States born parents sample (β 

= -0.0727, p < 0.01), but not the Non-United States born parents sample.  Additionally, 

H5, diet and weight control has positive relationship to satisfaction, is supported by both 

United States born parents sample (β = 0.0772, p < 0.01) and the Non-United States 

born parents sample (β = 0.1028, p < 0.01). H9, satisfaction, has a positive relationship 

to behavioral intention and was significantly supported by both the United States born 

parents sample (β = 0.7282, p < 0.01) and Non-United States born parents sample (β = 
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0.5841, p < 0.01). The variance explained is also very similar for the two samples as 

shown in Table 5.5.  The path coefficients and summary of the hypotheses are shown in 

Table 5.5.  
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Table 5.5  

Path Coefficients and Summary of Hypotheses Test 

Hypotheses Path US Sample Non-US Sample Hypotheses 
(US / Non-US) 

H1 Service Quality      Satisfaction 0.3809*** 0.3785*** Supported / Supported 
H2 Food Quality      Satisfaction 0.4063*** 0.359*** Supported / Supported 
H3 Perceived Value       Satisfaction 0.1663*** 0.2026*** Supported / Supported 
H4 Sustainability       Satisfaction -0.0727** -0.023 n.s. Supported / Not Supported 
H5 Diet      Satisfaction 0.0772*** 0.1028** Supported / Supported 
H9 Satisfaction      Behavior Intention 0.7282*** 0.5841*** Supported / Supported 

R-Square 79% 64%  
*** Path Coefficient Significant at 0.01 
** Path Coefficient Significant at 0.05 
n.s. Not Significant 
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Figure 5.2 Structural equation modeling results using SmartPLS 
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5.4 Moderating Effect of Birth Country: US Born Parents and Non-US Born Parents 

The moderating effect of parents’ birth country on satisfaction and behavioral 

intentions was first tested using CB-SEM by SmartPLS. The structural equation 

modeling was conducted for separate samples – United States born respondents 

parents and Non-United States born respondents’ parents. To test the moderating effect 

of cultural differences between respondents with parents born in the United States 

compared to respondents with parents not born in the United States, the path 

coefficients of the two separate structural models were collected and compared, as 

shown in Table 5.6. 

Third, the path coefficient difference comparison approach developed by Keil et 

al. (2000) and Li et al. (2006) was employed to test the significant difference between 

United States born parent samples and Non-United States born parent samples. 

According to this method, t-value of each path was calculated using Equation 1. 

                 

(1) 

Where is the sample size for the US-born parent and Non-US born parent samples, 

(𝑛𝑛1=635 for the United States born parent sample; 𝑛𝑛2=244 for the Non-United States 

born parent sample). is the path coefficient in the structural model for the United 

States born parent sample ( ) and the Non-United States born parent sample ( ). 

is the estimator of the pooled variance, which could be calculated using Equation 

2. 
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(2) 

Where  is the standard error of path in the structural model for the United States-

born sample ( ) and the Non-United States born sample ( ).  Based on the 

results of the t-test on the path coefficient differences some of the path coefficients have 

significant differences that suggest moderating effects on relationships between the 

latent constructs. Based on the size of the path coefficients, the link between service 

quality and satisfaction is equal between the Non-United States born parents sample (β 

= 0.38, p > 0.5) than in the United States born parents sample (β = 0.38, p > 0.5) which 

does not support H7a. Based on the size of the path coefficients, the link between food 

quality and satisfaction is stronger in the United States born parents sample (β = 0.41, p 

< 0.01) than in the non-United States born parents sample (β = 0.36, p < 0.01) which 

supports H7b.  The relationship between perceived value and satisfaction is significantly 

stronger in the Non-United States born parents sample (β = 0.2, p < 0.01) than the 

United States born parents sample (β = 0.17, p < 0.01) which does not support H7c. 

Based on the size of the path coefficients, the link between environmental sustainability 

and satisfaction is stronger in the Non-United States born parents sample (β = -0.02, p 

< 0.01) than in the United States born parents sample (β = -0.07, p < 0.01) which does 

not support H7d. The relationship between health concerns and satisfaction is 

significantly stronger in the Non-United States born parents sample (β = 0.1, p < 0.01) 

than the United States born parents sample (β = 0.08, p < 0.01) which does not support 

H7e.
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Table 5.6  

Moderating Effect of Birth Country: United States Born Parents and Non-United States Born Parents Path Coefficient 

Comparison 

Path US Sample 
(X1) 

Non-US Sample 
(X2) 

Coefficient 
Difference SE1 SE2 SX1 * X2 t-value 

Service Quality      Satisfaction 0.38 0.38 0.00 0.05 0.074 0.059 0.540 
Food Quality      Satisfaction 0.41 0.36 0.05 0.05 0.066 0.061 10.35 
Perceived Value       Satisfaction 0.17 0.20 -0.04 0.03 0.051 0.043 -11.20 
Sustainability      Satisfaction -0.07 -0.02 -0.05 0.04 0.045 0.042 -15.71 
Diet      Satisfaction 0.08 0.10 -0.03 0.03 0.045 0.037 -9.11 

Sample Size 635 244      
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5.5 Discussion and Conclusions 

The relationships among the service quality, food quality, perceived value, weight 

control, environmental sustainability concerns, customer satisfaction, and behavioral 

intentions were tested across different cultures as defined by parents’ birth country.  

Significant relationships were found between all latent constructs in the sample of 

respondents with parents born in the United States. Significant relationships were found 

between all latent constructs with the exception of environmental sustainability in the 

sample of respondents with parents not born in the United States. Also tested was the 

moderating effect of culture as defined by the respondents’ parents’ birth country on the 

hypothesized relationships in the model. The methods put forward by Keil et al. (2000) 

and Li et al. (2006) were used to test the moderating effect of culture. Based on the 

results, customers with different cultures have different evaluations of satisfaction on 

service encounters. Customers whose parents were born outside of the United States 

actually have a stronger relationship between perceived value, sustainability, and health 

concerns to satisfaction than customers whose parents were born in the United States. 

Consumers with parents born in the United States put less emphasis on value but more 

emphasis on food quality when compared to the other sample. The relationship 

between sustainability and satisfaction is significant in the United States-born parents 

sample but not in the sample of those whose parents were born outside the United 

States. Surprisingly, the relationship between sustainability and satisfaction is negative 

for those parents were born in the United States. The results provide great insight to the 

influence of culture on the evaluation of the service encounter. The results also provide 
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the development and validation of new emerging consumers’ environmental 

sustainability concerns as they directly relate to the restaurant industry. 
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CHAPTER 6  

ESSAY 3 

 

6.1 Research Model 

The goal of Essay 3 is to compare individualism and collectivism cultures in 

relation to satisfaction and behavioral intention. The major defining characteristic of an 

individualism culture is that the needs of an individual prevail over the needs of the 

group (Hofstede and Hofstede, 2005). On the contrary, collectivism cultures value being 

in a group higher than being on their own. The group’s goals and needs precede the 

individual’s goals and needs (Hofstede and Hofstede, 2005). In Essay 3, ethnic self-

identification is used to assign respondents’ to either a collectivism or individualism 

culture as defined by Hofstede (1991). Each respondent was asked to identify their own 

culture by choosing one of seven choices.  Respondents’ ethnic identification and 

assigned culture (collectivism or individualism) is used to examine the moderating effect 

of culture on the hypothesized relationships to satisfaction shown in Figure 6.1. 
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Figure 6.1 Respondents’ ethnic identification model – United States born vs. non-United States born  
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6.2 Methodology  

The final instrument was made up of two separate sections to complete the 

necessary data to test the framework. The first section consisted of the dependent 

variable (behavioral intention) and the independent variables (service quality, service 

satisfaction, food quality, perceived value, environmental sustainability concerns, and 

weight control) of the research model by asking respondents about a single restaurant 

service experience.  Each survey question was measured on a seven point Likert scale. 

Each item was scaled from 1 with the verbal statement “Strongly Disagree” to 7 with the 

statement “Strongly Agree”.  The second section of the survey extracted the 

respondents’ demographic information. The study sample consisted of undergraduate 

students enrolled in classes at a large Southwestern university in the United States. 

Participants were recruited from the spring semester of the 2014 academic year.  The 

recruitment was done in six large classes with a possibility of 1,000 respondents. Class 

instructors announced the survey to their classes through an emailed web-link.  The 

respondents were given one week to complete the survey following the announcement. 

To increase the response rate for this study, instructors offered to award extra credit to 

students who voluntarily participated in the survey. Students who chose to not 

participate in the survey were given an alternative assignment worth the same number 

of extra credit points and time taken by the survey participants. The total amount of time 

used by survey respondents was 30 minutes. A total of 900 surveys were collected, of 

which 879 surveys were deemed useable after dismissing incomplete surveys.   

In addition to respondents’ school year classification and age, each was asked to 

including specific cultural indicators.  The cultural indicators used in Essay 3 are limited 
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to the respondents’ self-perceived ethnic identification. To gain this insight, each 

respondent was asked to which culture he/she most identifies. The choices were 

African, American, Asian, European, Middle Eastern, Mexican/Latino, South American. 

Of the 879 surveys collected, 436 respondents selected an ethnic identification. The 

cultural identification is broken down as African n=38, American n =256, Asian n=37, 

European n=21, Middle Eastern n=9, Mexican/Latino n=67, South American n=8. Based 

on Hofstede’s cultural research, American and European are classified as individualist 

cultures while the other given culture options are classified as collectivist cultures. 159 

respondents identified with a collectivism culture while 277 respondents identified with 

an individualism culture.  

 

6.3 Data Analysis  

The PLS path modeling statistical software package used in this dissertation was 

SmartPLS 2.0 Beta (Ringle, Inde, and Will, 2005). PLS-SEM was designed to be a 

distribution-free approach to data analytics (Dijkstra, 1983). Its objective is to maximize 

the explained variance percentage of the dependent variables (Hair et al., 2011). Hair et 

al. (2011) conclude that the PLS-SEM algorithm is a promising methodology in 

marketing and computer science information systems.  Due to its less restrictive 

requirements in multivariate analysis assumptions and measurement properties, further 

research finds PLS-SEM as a possible methodology for a more complicated models that 

incorporate reflective and formative constructs.  
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6.3.1 Measurement Model  

Confirmatory factor analysis (CFA) was conducted on the measurement model to 

assess the consistency, reliability, and construct validity (Gefen and Straub, 2005). By 

assessing loadings of the measurement items that corresponded to its theoretical 

anticipated factor for both populations, I retained measurement items that loaded with 

significant t-value on its respective latent variable at the 5% significance level. 

Therefore, only items that met the 5% significance level cut-off point were retained, 

indicating the presence of convergent validity with the measurement instrument (Gefen 

and Straub, 2005). Support for convergent validity was established since the magnitude 

of the t-values of the manifest variables exceeded the 5% significant alpha level (see 

Table 1a and 1b). Next, the average variance extracted (AVE) value for each construct 

should equal 0.5 or greater. As shown in Tables 6.1 and 6.2, all the AVE values are 

above the cutoff value 0.5. These results suggest adequate convergent validity. In 

addition, all composite reliabilities shown in Tables 6.1 and 6.2 equal greater than 0.7, 

indicating an adequate convergence consistency. Finally, discriminant validity was 

assessed. First, by comparing the square root of the AVE values with the inter-construct 

correlation (variance shared between the construct and other constructs) to examine 

whether the latent construct can explain its indicators better than it explains other 

constructs. Discriminant validity expects that the square root of AVE estimates should 

be greater than the correlation between those two constructs. As shown in Tables 6.1 

and 6.2, most of the values meet this criteria, suggesting adequate discriminant validity. 

To that end, all the results indicate sufficient internal consistency (reliability) and 
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construct validity (convergent validity and discriminant validity) for the measurement 

scales. 

 

Table 6.1  

Descriptive Analysis of the Latent Variables for First-Order Constructs, Students from 

Collectivism Culture 

Construct Item Loading (t-value) CR AVE 

Behavioral Intention 
BI 1 0.94 (84.40**) 0.95 0.87 
BI 2 0.95 (79.96**) 

  BI 3 0.91 (36.85**) 
  

Diet 
Diet 1 0.93 (59.51**) 0.96 0.89 
Diet 2 0.95 (32.27**) 

  Diet 3 0.94 (29.40**) 
  

Empathy 
Empathy 1 0.89 (38.12**) 0.93 0.82 
Empathy 2 0.90 (44.07**) 

  Empathy 3 0.93 (71.08**) 
  

Reliability 

Reliability 1 0.84 (24.36**) 0.94 0.77 
Reliability 2 0.86 (26.13**) 

  Reliability 3 0.89 (34.48**) 
  Reliability 4 0.92 (49.98**) 
  Reliability 5 0.86 (25.81**) 
  

Tangibles 

Tangibles 1 0.91 (32.49**) 0.95 0.81 
Tangibles 2 0.88 (36.10**) 

  Tangibles 3 0.93 (85.46**) 
  Tangibles 4 0.88 (14.34**) 
  

Perceived Value 
Perceived Value 1 0.87 (19.85**) 0.89 0.74 
Perceived Value 2 0.86 (18.25**) 

  Perceived Value 3 0.85 (43.40**) 
   

(table continues) 
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Table 6.1 (continued) 

Construct Item Loading (t-value) CR AVE 

Sustainability 

Sustainability 1 0.78 (15.65**) 0.96 0.71 
Sustainability 2 0.85 (14.12**)   
Sustainability 3 0.83 (12.87**)   
Sustainability 4 0.86 (16.06**)   
Sustainability 5 0.83 (15.78**)   
Sustainability 6 0.87 (17.72**)   
Sustainability 7 0.83 (13.44**)   
Sustainability 8 0.86 (13.36**)   
Sustainability 9 0.84 (11.60**)   

Satisfaction 

Satisfaction 1 0.87 (84.25**) 0.95 0.83 
Satisfaction 2 0.92 (42.82**) 

  Satisfaction 3 0.94 (64.84**) 
  Satisfaction 4 0.91 (59.97**) 
  

Service Quality 

Empathy 1 0.62 (9.93**) 0.96 0.56 
Empathy 2 0.64 (12.59**) 

  Empathy 3 0.69 (14.56**) 
  Reliability 1 0.76 (18.20**) 
  Reliability 2 0.81 (22.88**) 
  Reliability 3 0.81 (21.26**) 
  Reliability 4 0.84 (25.66**) 
  Reliability 5 0.79 (19.05**) 
  Tangibles 1 0.78 (16.49**) 
  Tangibles 2 0.78 (20.57**) 
  Tangibles 3 0.77 (17.50**) 
  Tangibles 4 0.72 (13.05**) 
  Assurance1 0.78 (17.72**) 
  Assurance2 0.86 (40.32**) 
  Assurance3 0.74 (15.92**) 
  Responsiveness 1 0.67 (12.96**) 
  Responsiveness 2 0.76 (20.29**) 
   

(table continues) 
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Table 6.1 (continued) 

Construct Item Loading (t-value) CR AVE 

Service Quality 
Responsiveness 3 0.68 (11.75**) 

  Responsiveness 4 0.72 (14.86**) 
  

Assurance 
Assurance 1 0.87 (26.46**) 0.91 0.77 
Assurance 2 0.90 (59.20**) 

  Assurance 3 0.86 (22.84**) 
  

Food Quality 

Food Quality 1 0.93 (59.90**) 0.95 0.84 
Food Quality 2 0.94 (65.96**) 

  Food Quality 3 0.88 (23.14**) 
  Food Quality 4 0.91 (51.62**) 
  

Responsiveness 

Responsiveness 1 0.80 (22.03**) 0.88 0.64 

Responsiveness 2 0.84 (29.31**)   

Responsiveness 3 0.79 (15.82**)   

Responsiveness 4 0.78 (17.16**)   
CR = Composite Reliability 
AVE = Average Variance Extracted 
** = t-values Significant at .05 

 

 

Table 6.2  

Descriptive Analysis of the Latent Variables for First-Order Constructs, Students from 

Individualism Culture 

Construct Item Loading (t-value) CR AVE 

Behavioral Intention 
BI 1 0.95 (69.82**) 0.97 0.91 
BI 2 0.95 (63.44**) 

  BI 3 0.96 (69.23**) 
  

Diet 
Diet 1 0.93 (82.38**) 0.96 0.88 
Diet 2 0.94 (79.49**) 

   

(table continues) 
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Table 6.2 (continued) 

Construct Item Loading (t-value) CR AVE 
Diet Diet 3 0.94 (55.76**) 

  
Empathy 

Empathy 1 0.89 (57.08**) 0.91 0.77 
Empathy 2 0.84 (27.95**) 

  Empathy 3 0.91 (61.86**) 
  

Reliability 

Reliability 1 0.81 (18.20**) 0.94 0.75 
Reliability 2 0.85 (25.35**) 

  Reliability 3 0.91 (39.41**) 
  Reliability 4 0.91 (55.75**) 
  Reliability 5 0.85 (27.61**) 
  

Tangibles 

Tangibles 1 0.88 (32.49**) 0.93 0.76 
Tangibles 2 0.88 (36.10**) 

  Tangibles 3 0.93 (85.46**) 
  Tangibles 4 0.77 (14.34**) 
  

Perceived Value 

Perceived Value 1 0.77 (12.39**) 0.85 0.65 
Perceived Value 2 0.74 (11.12**) 

  Perceived Value 3 0.91 (36.13**) 
  Sustainability 1 0.67 (4.02**) 0.95 0.66 

Sustainability 2 0.75 (4.44**) 
  Sustainability 3 0.80 (4.76**) 
  Sustainability 4 0.89 (4.38**) 
  Sustainability 5 0.86 (4.58**) 
  Sustainability 6 0.91 (4.51**) 
  Sustainability 7 0.80 (4.61**) 
  Sustainability 8 0.78 (4.03**) 
  Sustainability 9 0.82 (4.46**) 
  Satisfaction 1 0.94 (84.25**) 0.96 0.76 

Satisfaction 2 0.92 (42.82**) 
  Satisfaction 3 0.94 (64.84**) 
  Satisfaction 4 0.92 (59.97**) 
   

(table continues) 
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Table 6.2 (continued) 

Construct Item Loading (t-value) CR AVE 

Service Quality 

Empathy 1 0.70 (15.50**) 0.95 0.51 
Empathy 2 0.55 (9.80**) 

  Empathy 3 0.72 (19.23**) 
  Reliability 1 0.72 (14.09**) 
  Reliability 2 0.81 (26.29**) 
  Reliability 3 0.75 (18.13**) 
  Reliability 4 0.73 (16.19**) 
  Reliability 5 0.72 (13.40**) 
  Tangibles 1 0.70 (13.05**) 
  Tangibles 2 0.71 (14.76**) 
  Tangibles 3 0.78 (20.24**) 
  Tangibles 4 0.63 (9.02**) 
  Assurance1 0.77 (20.60**)   

Assurance2 0.83 (23.80**)   
Assurance3 0.76 (19.33**)   

Responsiveness 1 0.60 (9.78**)   
Responsiveness 2 0.73 (16.50**)   
Responsiveness 3 0.69 (13.62**)   
Responsiveness 4 0.68 (13.18**)   

Assurance 
Assurance 1 0.87 (40.61**) 0.92 0.78 
Assurance 2 0.92 (55.88**) 

  Assurance 3 0.86 (34.74**) 
  

Food Quality 

Food Quality 1 0.95 (81.25**) 0.96 0.84 
Food Quality 2 0.94 (78.17**) 

  Food Quality 3 0.94 (69.69**) 
  Food Quality 4 0.84 (18.01**) 
  

Responsiveness 
Responsiveness 1 0.71 (13.58**) 0.88 0.65 
Responsiveness 2 0.87 (43.48**) 

   

(table continues) 
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Table 6.2 (continued) 

 

Responsiveness 3 0.87 (40.54**) 
  Responsiveness 4 0.76 (18.76**) 
  CR = Composite Reliability 

AVE = Average Variance Extracted 
** = t-values Significant at .05 



97 

Table 6.3  

Inter-correlations of the Latent Variables for First-Order Construct, Collectivism Cultures 

 

 

 

 

 

 

Construct 1 2 3 4 5 6 7 8 9 10 11 12 
1. Assurance 0.88            
2. Behavior Intention 0.75 0.93           
3. Diet 0.20 0.13 0.94          
4. Empathy 0.58 0.60 0.37 0.91         
5. Food Quality 0.73 0.81 0.09 0.56 0.91        
6. Perceived Value 0.37 0.45 0.56 0.48 0.38 0.86       
7. Reliability 0.82 0.66 0.21 0.53 0.66 0.32 0.88      
8. Responsiveness 0.80 0.63 0.33 0.59 0.62 0.47 0.76 0.80     
9. Satisfaction 0.73 0.81 0.28 0.59 0.72 0.58 0.70 0.69 0.91    
10. Service Quality 0.90 0.76 0.27 0.72 0.75 0.46 0.92 0.88 0.78 0.75   
11. Sustainability 0.19 0.17 0.55 0.34 0.13 0.42 0.25 0.25 0.24 0.28 0.84  
12. Tangibles 0.67 0.61 0.14 0.53 0.62 0.39 0.70 0.66 0.62 0.84 0.21 0.90 

Square root for the AVE on the diagonal 
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Table 6.4 

Inter-correlations of the Latent Variables for First-Order Construct, Individualism Cultures 

 

 

 

 

Construct 1 2 3 4 5 6 7 8 9 10 11 12 
1. Assurance 0.88            
2. Behavior Intention 0.68 0.95           
3. Diet 0.16 0.18 0.94          
4. Empathy 0.64 0.56 0.33 0.88         
5. Food Quality 0.71 0.79 0.16 0.54 0.92        
6. Perceived Value 0.46 0.50 0.32 0.39 0.48 0.81       
7. Reliability 0.73 0.62 0.23 0.49 0.71 0.46 0.87      
8. Responsiveness 0.72 0.60 0.19 0.63 0.62 0.46 0.62 0.81     
9. Satisfaction 0.67 0.90 0.26 0.53 0.76 0.54 0.60 0.63 0.87    
10. Service Quality 0.89 0.73 0.24 0.75 0.77 0.50 0.86 0.90 0.70 0.72   
11. Sustainability 0.25 0.17 0.50 0.31 0.19 0.28 0.22 0.18 0.13 0.28 0.81  
12. Tangibles 0.64 0.55 0.12 0.55 0.59 0.30 0.61 0.67 0.53 0.81 0.14 0.87 

Square root for the AVE on the diagonal 
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6.3.2 Structural Model 

Due to the sufficient reliability and validity of the measurement scales, the 

research hypotheses proposed in the model can be tested.  The research model 

hypotheses were tested using the structural equation modeling procedure. All 

dimensions are included in the final data analysis. The structural model was evaluated, 

using a nonparametric bootstrapping technique with 5000 replications.  

In this evaluation, support is found for H1 in both samples. Therefore, service 

quality has a positive and significant impact on satisfaction. Additionally, I find support 

for H2 in both samples. There is support for a positive relationship between food quality 

and satisfaction. Similarly, H3 (perceived value) was supported by both samples as 

indicated in the individualism sample (β = 0.195, p < 0.01) and the collectivism sample 

(β = 0.281, p < 0.01). Contrary to the other hypothesis, H4 (sustainability) is supported 

by the individualism sample (β = -0.156, p < 0.01), but not the collectivism sample.  

Additionally, H5 (health concerns) has positive relationship to satisfaction, is supported 

by the individualism sample (β = 0.147, p < 0.01) but not the collectivism sample. 

Finally, H9, satisfaction has a positive relationship to behavioral intention, was 

significantly supported by both the individualism sample (β = 0.766, p < 0.01) and 

collectivism sample (β = 0.561, p < 0.01). The variance explained is also very similar for 

the two samples as shown in Table 6.5.  The path coefficients and summary of the 

hypotheses are shown in Table 6.5. 



100 

Table 6.5 

Path Coefficients Comparison and Summary of Hypotheses Test  

Hypotheses Path US Sample Non-US Sample Hypotheses 
(US / Non-US) 

H1 Service Quality      Satisfaction 0.295*** 0.437*** Supported / Supported 
H2 Food Quality      Satisfaction 0.535*** 0.279*** Supported / Supported 
H3 Perceived Value       Satisfaction 0.195*** 0.281*** Supported / Supported 
H4 Sustainability      Satisfaction -0.156*** -0.032 n.s. Supported / Not Supported 
H5 Diet      Satisfaction 0.147*** 0.008 n.s. Supported / Not Supported 
H9 Satisfaction      Behavior Intention 0.766*** 0.561*** Supported / Supported 

R-Square 83% 70%  
*** Path Coefficient Significant at 0.01 
n.s. Not Significant 
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Figure 6.2 Structural equation modeling results using SmartPLS 
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6.4 Moderating Effect of Cultural Identity Group: Individualism Culture and 

Collectivism Culture 

The moderating effect of respondents’ ethnic identity on satisfaction was tested 

using CB-SEM by SmartPLS. The structural equation modeling was conducted for 

separate samples – collectivism cultures and individualism cultures. To test the 

moderating effect of cultural differences between respondents who identified with an 

individualism culture compared to respondents who identified with a collectivism culture, 

the path coefficients of the two separate structural models were collected and 

compared, as shown in Table 8. Third, the path coefficient difference comparison 

approach developed by Keil et al. (2000) and Li et al. (2006) was employed to test the 

significant difference between collectivism samples and individualism samples. 

According to this method, t-value of each path was calculated using Equation 1. 

                 

(1) 

Where is the sample size for the collectivism samples, (𝑛𝑛1=277 for individualism 

sample; 𝑛𝑛2=159 for the collectivism sample). is the path coefficient in the structural 

model for the individualism sample ( ) and the collectivism sample ( ). is 

the estimator of the pooled variance, which could be calculated using Equation 2. 
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Where  is the standard error of path in the structural model for the individualism 

sample ( ) and the collectivism sample ( ). Based on the results of the t-test on 

the path coefficient differences, all of the path coefficients have significant differences 

that suggest moderating effects on relationships between the latent constructs. Based 

on the size of the path coefficients, the link between service quality and satisfaction is 

stronger in the collectivism sample (β = 0.44, p > 0.5) than in the individualism sample 

(β = 0.3, p > 0.5) which does not support H8a. Based on the size of the path 

coefficients, the link between food quality and satisfaction is stronger in the 

individualism sample (β = 0.54, p < 0.01) than in the collectivism sample (β = 0.28, p < 

0.01) which supports H8b.  The relationship between perceived value and satisfaction is 

significantly stronger in the collectivism sample (β = 0.28, p < 0.01) than the 

individualism sample (β = 0.2, p < 0.01) which does not support H8c. Based on the size 

of the path coefficients, the link between environmental sustainability and satisfaction is 

stronger in the collectivism sample (β = -0.03, p < 0.01) than in the individualism sample 

(β = -0.16, p < 0.01) which does not support H8d. The relationship between health 

concerns and satisfaction is significantly stronger in the individualism sample (β = 0.15, 

p < 0.01) than in the collectivism sample (β = -0.01, p < 0.01) which supports H8e. 

iSE

1=i 2=i
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Table 6.6  

Moderating Effect of Ethnic Identity: Individualism and Collectivism Path Coefficient Comparison 

Path 
Individualism 

Sample 
(X1) 

Collectivism 
Sample 

(X2) 

Coefficient 
Difference SE1 SE2 SX1 * X2 t-value 

Service Quality      Satisfaction 0.3 0.44 -0.14 0.06 0.090 0.073 -19.37 
Food Quality      Satisfaction 0.54 0.28 0.26 0.07 0.066 0.070 36.08 
Perceived Value       Satisfaction 0.2 0.28 -0.09 0.05 0.071 0.059 -14.34 
Sustainability      Satisfaction -0.16 -0.03 -0.12 0.06 0.060 0.060 -20.54 
Diet      Satisfaction 0.15 -0.01 0.16 0.04 0.042 0.042 36.35 

Sample Size 257 159      
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6.5 Discussion and Conclusions 

The relationships among the service quality, food quality, perceived value, weight 

control, environmental sustainability concerns, customer satisfaction, and behavioral 

intentions were tested across different cultures as defined by cultural identity.  

Significant relationships were found between all latent constructs in the 

individualism sample. Significant relationships were found between all latent constructs 

with the exception of environmental sustainability and health concerns in the 

collectivism. Also tested was the moderating effect of culture as defined by the 

respondents’ cultural identity on the hypothesized relationships in the model. The 

methods put forward by Keil et al. (2000) and Li et al. (2006) were used to test the 

moderating effect of culture. Based on the results, customers with different cultures 

have different evaluations of satisfaction on service encounters. Customers who are 

identified by a collectivism culture have a stronger relationship between service quality, 

perceived value, and sustainability to satisfaction than customers who are identified by 

an individualism culture. Consumers identified by an individualism culture put more 

emphasis on food quality and healthy options when compared to the collectivism 

sample. The relationship between sustainability and satisfaction is significant only in the 

individualism sample but not in the sample of those identified by a collectivism culture. 

Surprisingly, the relationship between sustainability and satisfaction is negative for 

those in who are characterized by an individualism culture. The results provide great 

insight to the influence of culture on the evaluation of the service encounter. The results 

also provide the development and validation of new emerging consumers’ 

environmental sustainability concerns as they directly relate to the restaurant industry.  
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CHAPTER 7  

OVERALL DISCUSSION AND IMPLICATIONS 

 

7.1 Discussion 

In summary, I tested service quality, food quality, perceived value, sustainability 

concerns, health concerns, satisfaction, and behavioral intention in the restaurant 

setting across different cultures. The results may help researchers to understand how 

consumers evaluate a restaurant experience. Practitioners may also benefit from this 

research by being provided with insight into consumer satisfaction during an experience 

in the service industry. It is important to build a comprehensive model that identifies all 

potential factors that affect customer patronage. In this research, I am confirming 

accepted factors as well as expanding upon newly emerging factors that consumers 

have identified as important in their food and restaurant decision-making process. In 

addition, I tested the possible effects of culture, as identified by respondents’ birth 

country, respondents’ parents’ birth country, and respondents’ cultural identity, on 

consumer satisfaction.   

In this dissertation, an instrument was developed to measure consumers’ 

evaluation of service in restaurants. The model measured how customers perceived 

quality, value, concerns and satisfaction. Additionally tested was how consumer 

satisfaction would affect behavior intention. The procedure used to develop the 

measurement scales is based on theory, a literature review, multiple key informant 

interviews, and the pilot study. The model consists of five-dimensional service quality, 

including responsiveness, assurance, empathy, reliability, and tangibles. Also included 
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in the model were food quality, perceived value, sustainability concerns, and health 

concerns. Service quality, food quality, and perceived value were significant to 

satisfaction and behavioral intention.  

Secondly, in recent years there has been an increase of consumer demand for 

food items that are healthy, locally sourced, ethically treated, and/or environmentally 

responsible. For this reason, the relationship between consumers’ environmental and 

health concerns to satisfaction in a restaurant setting was included in the research 

model. A significant positive relationship was found between environmental concerns 

and satisfaction as well as health concerns to satisfaction. It is important for 

practitioners to identify and incorporate these emerging factors in order to stay 

competitive and increase profits.   

Consumers’ cultures, as identified by respondents’ birth country, respondents’ 

parents’ birth country, and culture identity (collectivism or individualism), were examined 

to determine the possible influence to the relationships in the model. Consumer 

satisfaction is clearly moderated by culture in the restaurant setting. Service quality, 

food quality, and perceived value as these factors are important to all customers, 

regardless of culture. Based on my findings, respondents who are born in the United 

States are more satisfied with healthy menu options. Additionally, respondents who are 

identified by a collectivism culture are more satisfied through service and value. There is 

a significant relationship between sustainability and satisfaction for consumers born in 

the United States, have parents who were born in the United States and/or identify with 

an individualism culture. Surprisingly, this relationship is negative. The study of 
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restaurant consumer behavior can help researchers and practitioners understand what 

influences a consumer’s decision to repeat patronage at a restaurant. 

This dissertation develops a new conceptual framework that provides insight to 

service quality in the restaurant industry. The new framework was tested with empirical 

data confirming previous theories while incorporating new constructs to stay consistent 

with current consumers. Additionally, as the restaurant industry becomes increasingly 

global, culture becomes a factor of vital importance for the success of a restaurant. 

 

7.2 Implications 

Knowing the demographics of restaurant clientele and market is crucial for the 

success of the business. Restaurant owners and managers should emphasize service 

quality, food quality, and perceived value as these factors are important to all 

customers, regardless of culture. Based on our findings, restaurants with customers 

who are primarily born in the United States should emphasize their healthy menu 

options. Additionally, restaurants with customers who are primarily identified by a 

collectivism culture should put more emphasis on good service and value. The study of 

restaurant consumer behavior can help researchers and practitioners understand what 

influences a consumer’s decision to repeat patronage at a restaurant. There is a 

significant relationship between sustainability and satisfaction for consumers born in the 

United States, have parents who were born in the United States and/or identify with an 

individualism culture. Surprisingly, this relationship is negative. This may be due to the 

fact that the sample is comprised of students. Future studies should test a wider range 

of ages to find more generalizable results. Another possibility to explain these surprising 
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results may be a result of customers’ high service and/or value expectations being 

perceived as not met when sustainability practices are enforced upon the consumer. 

7.3 Future Directions 

A notable limitation is the use of students as research subjects. Using student 

samples limits the generalization of the results to other populations. However, students 

are excellent respondents to the topic of interest in this study because they are major 

consumers of restaurants. However, due to the limited age and income ranges of the 

participants in this study, the types of encounters may be limited to restaurants where 

college aged students are regular patrons.  Collecting data from respondents in a larger 

sample group as well as a higher variety of demographics would be helpful in future 

studies. Another limitation is the simplistic definitions of culture used in this study by 

limiting the respondents’ culture to birth country, parents’ birth country and individualism 

or collectivism cultures. There are other cultural dimensions not identified in this study 

that can further define a person’s culture. Future studies should seek to identify 

additional cultural indicators. 

The context of this research is limited to a single service encounter in 

restaurants. Therefore, the generalizability of other types of service encounters in the 

service industry should be explored. To expand on the findings of this study, this 

research framework can applied to other types of businesses in the service industry 

such as hotels or banks.  

This study examines the impact of service quality, price value, food quality, 

culture, health, and sustainability factors in the decision-making process of consumers 



110 

at restaurants. These factors are used to develop and empirically validate a new model 

based on consumers’ satisfaction and behavior intention in their restaurant patronage.  
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