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ABSTRACT 
 

This study aims to determine several things, the first is the effect of frontliner friendliness on 
passenger satisfaction at the XYZ cruise line Restaurant, the second is the effect of food quality on 
passenger satisfaction at the XYZ cruise line Restaurant; third, the influence of the experience of 
enjoying food on passenger satisfaction at Restaurant XYZ cruise line; fourth, the influence of the 
frontliner's friendliness on the experience of enjoying food; fifth, the effect of food quality on the 
experience of enjoying food; sixth, the effect of frontliner friendliness on passenger satisfaction 
through the experience of enjoying food and seventh, the effect of food quality on passenger 
satisfaction at XYZ cruise line Restaurant through the experience of enjoying food as an 
intervening variable. This research method uses a descriptive quantitative method. The population 
is XYZ cruise line passengers with a sample of 54 people with the multiple regression analysis 
method. By applying the method above, the authors can conclude the positive influence of each 
variable on the other variables. 
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1. INTRODUCTION 
 
XYZ cruise line is a subsidiary of XYZ Company 
(ship owner). The company was founded in 1996 
as "Magical Cruise Company Ltd". XYZ 
Company also owns the private Bahamian island 
Castaway Cay (exclusive port of call - XYZ cruise 
line only) and the exclusive Cruise Terminal at 
Port Canaveral (Orlando Florida). XYZ cruise line 
are marketed as "family vacations" and feature 
unique and exclusive activities, such as 
costumed XYZ cruise line Characters, adults-
only deck areas, special facilities for teens, 
children and babies, signature (trademarked) 
ship amenities and activities, and live themed 
entertainment. The first selling point that makes 
most consumers choose XYZ cruise line es in 
addition to service and entertainment is that soft 
drinks are not subject to additional fees such as 
soda, juice, tea and other soft drinks. 
 
one area that greatly contributes to the overall 
rating value, one of which is the restaurant 
service area on the XYZ cruise line which is the 
author's research location where the author also 
works as a Restaurant Manager at the XYZ 
cruise line restaurant , overall the average 
service rating is three restaurants which include 
the value of hospitality, quality of food and the 
overall experience of enjoying food always gets a 
rating above standard, but in the last 3 months 
(last 15 voyages) at XYZ cruise line, the average 
value of hospitality, quality of food and overall 
experience of enjoying food has fluctuated where 
the three ratings are still below the target set by 
the company, the following is a table that 
describes the overall rating for hospitality, food 
quality and the experience of enjoying food in the 
last 15 voyages aboard the XYZ cruise line 
Several studies raise customer satisfaction and 
the factors that influence customer satisfaction. 
Some of his research is described as follows. As 
previous research conducted by [1] showed that 
service and food quality have a positive and 
significant effect on customer satisfaction and 
loyalty, then [2] states that food quality is the 
most important factor for understanding 
consumer choice of a restaurant and satisfaction. 
 
“Furthermore, recent studies consider food 
quality as the most significant dimension of 
restaurant service quality influencing customer 
selection processes and quality perceptions and 
show that food quality significantly influences 

customer perceived value” [3,4]. “Despite the 
importance and impact of food quality in 
determining customer restaurant choice, 
satisfaction, and behavioral intentions, a lack of 
previous research has investigated the effect of 
food quality on perceived value” [4]. 
 
Limited prior research findings reported in the 
marketing literature suggest food quality 
significantly influences the perceived value 
customers derive from a restaurant experience. 
 
Several studies have noted the important role of 
front-line employees in improving the quality of 
service relationships. Apart from the food quality 
factor, previous research conducted by (Liu, 
2019) explains that for front-line employees, the 
most common type of emotional display is 
friendliness, which represents a tactic that can 
increase individualization and move meetings 
from formal business transactions to personal 
interactions [5]. 
 
“Friendly behavior also creates opportunities for 
front-line employees to connect and build strong 
social interactions with customers, emphasize 
relational benefits, and satisfy customers' 
emotional needs. These social benefits can then 
create more satisfaction and commitment” [6]. 
 
The previous research from [7] in particular, has 
emphasized that “customers' dining needs are 
often associated with restaurant attributes, 
implying that attributes such as ambiance 
(decoration, lighting, physical features), food 
quality and service, location, type of cuisine, and 
attitude of service staff, provide many of the 
initial settings for shaping the individual 
experience of a meal”. Moreover, both [7]and 
[8]argue that “these attributes, collectively, give 
restaurants a special identity and character that 
directly or indirectly intervene in the act of eating 
and post-purchase behavior, i.e. returns or non-
returns. This model assumes that customers 
make purchase decisions based on expectations, 
attitudes and intentions (interests, expectations 
relative to meal opportunities)”. 
 
Therefore, the theory of confirmation 
disconfirmation includes four components: 1 
expectation, 2 perceived performance, 3 
dissatisfaction, and 4 satisfactions. In the model, 
E and I measure the customer's PrDp (about the 
restaurant), and EM or perceived performance 
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measures the customer's PoDp of the dining 
experience. Disconfirmation will occur if there is 
a difference, either positive or negative, between 
performance and expectations. If performance is 
deemed to meet expectations, a confirmation will 
be generated. 
 

2. THEORETICAL REVIEW 
 

Frontliner friendliness: According to [9] 
“Friendliness is a friendly display that is part of 
the interpersonal requirements for service 
encounters. Friendly interactions occur when 
employees are very friendly, warm, friendly, or 
kind when interacting with customers, outside of 
what is considered normal in a given context. 
Such behavior can help make a customer feel 
comfortable and at ease in a setting”. According 
to [10] “Friendliness of employees refers to the 
warmth and ability of employees' personal 
approaches, including cheerful attitudes and 
making customers feel welcome. Hospitality is 
increasingly considered an idiom for commercial 
relationships that emphasizes relational benefits; 
It is an old construction, but has acquired a new 
interpretation involving customer value in recent 
years”. 
 

Apart from the theory above, “there are also 
other sources which state that employee 
friendliness refers to the warmth and ability of the 
contact staff's personal approach, including a 
cheerful attitude and making customers feel 
welcome. Hospitality is increasingly considered 
an idiom for commercial relationships that 
emphasizes relational benefits; it is an old 
construction, but has acquired a new 
interpretation as one of customer value in recent 
years” [11]. 
 

Food quality: “Food quality is the most 
important factor for understanding consumer 
choice of a restaurant and satisfaction” [12]. 
Food quality has been described differently in the 
literature depending on the research objective 
[13] compiled a definition of "food quality" from 
various researchers in his thesis "Food Quality 
from the Consumer's Perspective" in the British 
Food Journal. “In short, food quality is very 
subjective, depending on the point of view. 
Consumer-oriented food quality, according to the 
Grebitus summary, is a psychological concept, 
dealing with consumer acceptance and 
perception of food. Acceptance of food mainly 
depends on sensory (taste, taste, texture, color, 
appearance), safety and nutritional properties” 
[12]. These properties are determined not only by 
the initial quality of the food, but also by how the 

consumer handles the food, including storage 
and preparation. 
 

Morris and Young summarize “the most common 
aspects of food quality: production methods, 
production sites, traceability, raw materials, 
safety, nutrition, sensual, functional, and 
biological attributes” [14]. 
 

“Items for food quality included taste, food 
portions, menu variety, and healthy food choices, 
which were adapted from other studies” [15]. 
 

Passenger satisfaction: “Customer satisfaction 
usually comes from evaluating the overall service 
quality” [16]. “In addition, service quality not only 
affects customer satisfaction and also has an 
impact on the results of customer behavior” [17]. 
Restaurant quality is often a key factor in a 
customer's decision to select and recommend a 
restaurant. 
 

“A number of studies support the view that 
restaurant quality is a key factor in customer 
satisfaction” [18] 17] show that “this is true for 
casual dining restaurants”. In another study “on 
customer satisfaction with service in Korean 
restaurants, high quality service was found to 
have a positive influence on customer 
satisfaction” [19]. The study by [20] provides 
“further evidence of the positive relationship 
between restaurant quality and customer 
satisfaction”. This study expands on previous 
studies by testing whether customers who are 
happy with the overall quality of a restaurant will 
recommend the restaurant to their friends. 
 

Framework: With the research concepts derived 
from friendliness, food quality, Dining Experience 
and passenger satisfaction, it was found that the 
four variables above are positively related to 
each other, thus we can conclude the framework 
as follows: 
 

Research hypothesis model: 
 

H1. Frontliner friendliness is positively related to 
the experience of enjoying food/dining 
H2. Frontliner friendliness/staff behavior is 
positively related to passenger satisfaction 
H3. Food quality is positively related to the 
experience of enjoying food 
H4. Food quality is positively related to 
passenger satisfaction 
H6: The two dimensions of service quality, 
namely food quality and employee service 
quality, have a positive contribution to the 
experience of enjoying food. 
H7: Staff behavior/Friendliness has a positive 
relationship with food quality. 



 
 
 
 

Nadeak et al.; J. Econ. Manage. Trade, vol. 29, no. 9, pp. 102-122, 2023; Article no.JEMT.103874 
 

 

 
105 

 

 
 

Fig. 1. Research Hypothesis Model 
 

3. METHODOLOGY 
 
This research method uses a causal associative 
method using a quantitative approach. The 
causal associative research method is research 
that is used to determine the effect between two 
or more variables that are causal in nature. The 
researcher carried out this series of processes 
starting from October 15 2022 to May 2023 at 
three restaurants onboard XYZ cruise line 
namely Rose Garden Restaurant, Royal Palace 
Restaurant and Animax Restaurant at the 
following times: 
 

1. Breakfast: 07.30 – 09.30 
2. Lunch: 12.00 – 13.30 
3. Royal Palace Tea: 15.00 – 16.00 
4. Dinner: First seating: 17.45 – 20.00 and 

Second seating: 20.15 – 22.30 
 
The population in this study were passengers on 
the XYZ cruise ship with 2,800 passengers. In 
this study, the authors used convenience 
sampling. This sampling technique is based on 
the population that is available and easily 
accessible to researchers [21]. In addition, the 
population in this study, namely XYZ cruise ship 
passengers, has a high level of privacy, so 
researchers took a sample of XYZ cruise ship 
passengers who were willing to be research 
respondents as many as 54 passengers. 
 
“The analytical method used to answer the 
hypothesis is using multiple linear regression 
analysis. Regression analysis is used to measure 
the influence between the independent variables 
and the dependent variable. If there is only one 
independent variable and one dependent 
variable, then the regression is called simple 
linear regression” [22]. “Conversely, if there is 
more than one independent variable or 
dependent variable, it is called multiple linear 
regression. Multiple linear regression is a 

regression model that involves more than one 
independent variable. Multiple linear regression 
analysis was carried out to find out the                
direction and how much influence the 
independent variables have on the dependent 
variable” [23]. 
 
The following is the operationalization of the 
variables from this study in the Table 1. 
 

4 . RESULTS AND DISCUSSION 
 

4.1 Classical Assumption Test Results 
 
Multicollinearity test: Multicollinearity test was 
conducted to test whether the regression model 
found a correlation between the independent 
variables. A good regression model should not 
have a correlation between the independent 
variables. Testing whether there is 
multicollinearity in the regression model can be 
seen by looking at the tolerance value and the 
VIF (Variance Inflation Factor) value. Commonly 
used values to indicate multicollinearity are 
tolerance values ≤ 0.10 or VIF values ≥10. If the 
VIF value is not more than 10 and the tolerance 
value is not less than 0.1, then it can be said to 
be free from multicollinearity. 
 
The following are the results of the 
multicollinearity test conducted on the research 
variables in the Table 2. 
 
Based on the multicollinearity test conducted on 
the frontliner friendliness variable, food quality, 
experience of enjoying food and passenger 
satisfaction, the data obtained is as shown in the 
Table 2. The calculation results from SPSS show 
that there are no independent variables that have 
a tolerance value of less than 0.10, which means 
there is no correlation between the independent 
variables with a value of more than 95%. The 
results of calculating the Variance Inflation Factor 
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(VIF) values also show that there are no 
independent variables that have a VIF value of 
more than 10. So, it can be concluded that there 
is no multicollinearity between independent 
variables in the regression model used in this 
study. 
 

Heteroscedasticity test: “The 
heteroscedasticity test was carried out to test 
whether there is an unequal variance from the 
residuals of one observation to another in the 
regression model. The regression model is said 
to be good if there is no homoscedasticity or 
heteroscedasticity occurs. Homoscedasticity, that 
is, if the variance from one observation residual 

to another is fixed. If different, it is called 
heteroscedasticity” [24]. 
 

The heteroscedasticity test was performed using 
the Spearman Rho correlation test. In the 
heteroscedasticity test of this method, to see 
whether there are symptoms of 
heteroscedasticity, all independent variables will 
be correlated with residual values. If the 
correlation value is significant above 0.05, then it 
can be said that there is no heteroscedasticity 
problem in the regression model. The results of 
the heteroscedasticity test can be seen in the 
Table 3. 

 

Table 1. Variable Operational Definition 
 

No Variables Code Dimensions 

1. Hospitality X1 Funny Behaviors 

Informal Behaviors 

Conversation Behaviors 

Approachable behaviors 

2. 

. 

Food Quality X2 Food, Relating to Sensory Attributes (Taste, Nutritional Content, Menu 

Options, Food Condition, Food Aroma and Food Presentation) 

Service 

Physical Environment 

3. Dining 

Experience  

Z Food Quality (Presentation, variety, Healthiness, Taste, Freshness and 

Temperature of Food) 

Service Quality 

Convenience (Speed, Least Effort, Ease and Clarity, Efficiency, 

Accessibility) 

Atmosphere (Background music, decoration and layout, Interior 

environment) 

4. Satisfactions Y Food Quality (total food choices, special needs, cultural preferences 

food quality, Appearance, food flavor, quality of ingredients, and quality 

food 

Food Variety 

Atmosphere 

Interaction (clean & tidy, friendly, easy to talk to, smile & greeting, and 

proper presentation) 

Price Fairness (reasonable price, acceptable food price and accepting 

price changes) 

Source: Melanie F Bininsegnie, 2020 
 

Table 2. Multicollinearity test results 
 
Variable tolerance VIF Information 

Frontliner friendliness 0.792 1,262 Multicollinearity Free 

Food Quality 0.788 1,269 Multicollinearity Free 

Experience Enjoying Food 0.640 1,563 Multicollinearity Free 

Source: Primary Data 2014 
 

Table 3. Heteroscedasticity test results 
 

Variable Sig Information 

Frontline friendliness 0.914 There is no heteroscedasticity 

Food quality 0.944 There is no heteroscedasticity 

Experience enjoying food 0.367 There is no heteroscedasticity 

Source: Primary Data Processed 
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Based on the results of the heteroscedasticity 
test through the Spearman Rho correlation test, it 
can be seen that the significance value of each 
independent variable is above or higher than the 
significance value used, which is 0.05. Therefore, 
it can be concluded that there is no 
heteroscedasticity in the independent variables 
used in this study. 
 
Normality test: The normality test is used to test 
whether in the regression model, there is a 
normal distribution between the dependent 
variable and the independent variable. If the data 
distribution is normal or close to normal, it means 
that the regression model is good. The test to 
determine whether the data is normally 
distributed or not, uses non-parametric statistical 
tests. The non-parametric statistical test used is 
the One-Sample Kolmogorov-Smirnov test (1-
Sample KS). If the results show a significant 
probability value above 0.05, then the variable is 
normally distributed. The result is as follows in 
the Table 4. 
 
From the SPSS output data above, it can be 
seen that the Asymp. Sig. (2-tailed) of 0.063 is 
greater than 0.05, so the data can be said to be 
normally distributed. 
 

4.2 Hypothesis Test Results 
 
The hypothesis is a temporary answer to the 
problems that are formulated and will be 
examined in research. Therefore, it is necessary 
to prove the truth of the hypothesis that has been 
formulated. 
 
Testing the hypothesis in this study basically 
uses two basic techniques, namely simple 
regression analysis techniques and path analysis 
techniques which are the elaboration of multiple 
regression analysis. Simple regression analysis 
is used to test the hypothesis of the first, second, 
third, fourth and fifth hypotheses. Furthermore, 
the path analysis technique is used to test the 
sixth and seventh hypotheses. 
 
To make it easier to do hypothesis testing 
calculations, the following terms/abbreviations 
are used: 
 
KF  = Frontliner Hospitality 
KM  = Food Quality 
PMM  = Experience Enjoying Food 
KP  = Passenger Satisfaction 
 

An explanation of the results of testing the 
hypothesis in this study is as follows in the table 
5. 
 
The results can be seen in the following Table 5. 
 
The influence of the frontliner's hospitality 
experience on the experience of enjoying 
food: Based on the results of testing the 
hypothesis above, it proves that there is a 
positive influence of frontliner friendliness on the 
experience of enjoying passenger meals, this is 
reinforced by the theory Notwithstanding the 
obvious variation in factors and their 
combinations suggested by these researchers, 
some authors [25] identified commonalities 
across these researchers' findings and showed 
that “food quality, physical environment quality 
and employee service quality (comprising fast-
food restaurant service quality) are principal 
factors influencing a customer's choice of 
restaurant, dining experience and customer 
perceived value”. And the explanatory quote from 
the theory below: 
 
Recent studies of quick-casual and fine dining 
restaurants [26] and fast food restaurants [25] 
suggest restaurant service quality comprises 
three critical factors namely food, physical 
environment and employee services. These 
three factors “are considered the attributes that 
customers use to evaluate perceived quality” [27] 
and which influence customer perceived value 
[28] of a restaurant dining experience. From the 
theory above it is explained that the quality of 
restaurant service consists of three important 
factors, namely food, physical environment and 
employee service. These three factors are 
“considered as attributes customers use to 
evaluate perceived quality” and which influence 
customers' perceived value of the restaurant 
dining experience. The explanation above is 
reinforced by previous research from [29] which 
states that the quality of the experience has a 
positive relationship with guest satisfaction: 
 
In the context of a restaurant study, [29] claimed 
that “customer experience quality with service 
encounters in luxury hotels affects the 
satisfaction of customers. This study indicates 
that satisfied customers are those who have 
good experiences. Based on previous studies, 
this study proposes: H2. Experience quality has 
a positive significant effect on customer 
satisfaction”.  
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Table 4. Normality test results 
 
One-Sample Kolmogorov-Smirnov Test 

 Unstandardized Residuals 

N  54 

 Means .000 

Normal Parameters, b std. Deviation 16,351 

Most Extreme Differences absolute 

Positive Negative 

.200 

.200 

-.151 

Kolmogorov-Smirnov Z  1.316 

asymp. Sig. (2-tailed)  063 

Source: Primary Data Processed 

 
Table 5. Simple linear regression results of hypothesis 1 

 
variable R values and   t value p value coefficient Constant 

r    

KF -> PMM 0.4441 0.1972 3.5744 0.0008 0.4945 25.4345 

KM -> PMM 0.4490 0.2016 3.6238 0.0007 0.6777 27,1982 

KF -> KP 0.4982 0.2482 4.1434 0.0001 0.7895 52.3305 

KM -> KP 0.7804 0.6091 3.2060 0.0023 0.6748 24.9783 

PMM -> KP 0.728 0.530 7,622 0.0000 1.036 44,709 

KF -> PMM 0.600 0.360 3,557 0.001 0.446 0.047 

 
Effect of food quality on the experience of 
enjoying food: Based on the results of testing 
the second hypothesis, it was found that there 
was a positive relationship to the two variables 
above. This is in accordance with the theory from 
previous research as explained below: 
 
To the best of our knowledge there is a dearth of 
research that investigates the direct impact of 
food quality as a latent variable on perceived 
value [30] 'study appears to be the only empirical 
evidence indicating that food quality significantly 
affects perceived value. 
 
The theory explains that there is a dearth of 
research investigating the direct impact of food 
quality as a latent variable on perceived value 
[30] seems to be the only empirical evidence to 
suggest that food quality significantly affects 
perceived value. 
 
The effect of frontliner friendliness on 
passenger satisfaction: In the third hypothesis 
it is stated that frontliner friendliness has a 
positive relationship with passenger satisfaction, 
the results of this hypothesis are strengthened by 
the similarity of the theory below: 
 
“Quality alone is not the full measure of how 
restaurant guests or customers react to their 
servers' actions but a manner of delivering 
service that is specifically identifiable on some 

dimension other than quality is also an indicator 
of assessing the customer satisfaction in a 
particular restaurant context” [31]. For instance, 
service quality dimensions are significant 
predictors of customer satisfaction and loyalty, in 
this theory it is stated that the way of providing 
services that can be specifically identified on 
several dimensions other than quality is also an 
indicator for assessing customer satisfaction in 
the context of a particular restaurant, in this 
theory the similarities are found hypothesis with 
the results of the hypothesis of this study are as 
follows: 
 
H4b: Customer satisfaction mediates the 
relationship between Service related attributes 
and behavioral intentions. 
 
And the research theories above are reinforced 
by theories from previous studies as mentioned 
below, namely prior studies [31] pointed out that 
service quality has a direct impact on customer 
satisfaction, that service quality has a direct 
influence on guest satisfaction. 
 
Previous research from [32] also has similarities 
with the hypothesis of this study as written below: 
described “empathy as the caring, individualized 
attention employees provide to customers. 
Empathy, the ability to infer another person's 
feelings and display compassion towards 
distress in others, is an important interpersonal 
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skill. FLE with interpersonal competencies such 
as interactive communication and understanding 
are able to accurately infer customers' feelings, 
resulting in customer perceptions of high 
empathy service quality. Based on the above, the 
following hypothesis is proposed: 
 
H1. FLE interpersonal competencies are 
positively associated with the service quality 
dimensions of reliability (H1a), responsiveness 
(H1b), assurance (H1c), and empathy (H1d)”. 
 
Effect of food quality on passenger 
satisfaction: In the fourth hypothesis it is found 
that food quality has a positive and significant 
effect on visitor satisfaction. The results of this 
hypothesis are strengthened by the similarity of 
the theory from (Slack et al., 2021) Despite the 
importance and impact of food quality on 
determining customer's restaurant choice, 
satisfaction and behavioral intentions, a paucity 
of prior research has investigated the effect of 
food quality on perceived value. Limited prior 
research findings reported in marketing literature 
suggest food quality significantly affected 
perceived value derived by customers from a 
restaurant experience. Based on the mentioned 
literature, it is postulated that: H2. Food quality 
has a significant positive influence on customer 
perceived value. 
 
The theory above shows that food quality 
significantly influences the perceived value 
customers derive from the restaurant experience 
[28]. Based on the literature mentioned, it is 
postulated that: H2. Food quality has a significant 
positive effect on customer perceived value. 
 
The influence of the experience of enjoying 
food on passenger satisfaction: In the fourth 
hypothesis it is found that food quality has a 
positive effect on food quality, this is in 
accordance with previous research as follows: 
 
The research framework is based on the 
SERVQUAL instrument which was developed by 
[33]. Based on the expectancy confirmation 
theory [28], this instrument measures the 
expectations and perceptions of customers which 
in result builds customer satisfaction and loyalty. 
Following hypotheses are assumed on the basis 
of literature review; 
 
H2: Perceived quality attributes ie, food quality 
attributes, service quality attributes, atmospheric 
quality attributes, and other attributes 
significantly effect on customer satisfaction. 

From the explanation above it is stated that food 
quality significantly influences guest satisfaction. 
 

The experience of enjoying food mediates the 
influence of frontliner friendliness on 
passenger satisfaction: In the sixth hypothesis 
it can be said that the variable experience of 
enjoying food mediates the effect of frontliner 
friendliness on customer satisfaction. This 
hypothesis is in accordance with the theory 
below which has similarities in the research 
hypothesis 
 
Restaurant service quality comprises three 
critical factors namely food, physical environment 
and employee services. These three factors “are 
considered the attributes that customers use to 
evaluate perceived quality” [34] and which 
influence customer perceived value of a 
restaurant dining experience. Existing literature 
also shows that restaurant service quality acts as 
a predictor of customer perceived value [34], 
service quality positively influences customer 
perceived value and the three factors consisting 
of fast-food restaurant service quality (food 
quality, physical environment quality and 
employee service quality) are significantly 
positively related to customer perceived value 
[25]. Thus, it can be hypothesized that: 
 

“H1. Each of the three fast-food restaurant 
service quality dimensions (ie food quality, 
physical environment quality and employee 
service quality) has a compound effect and each 
dimension contributes to a significant positive 
influence on customer perceived value. It can be 
explained that the three factors consisting of fast 
food restaurant service quality (food quality, 
physical environment quality and employee 
service quality) are significantly positively related 
to customer perceived value” [25]. “Thus, it can 
be hypothesized that: H1. Each of the three 
dimensions of fast food restaurant service quality 
(ie food quality, physical environment quality and 
employee service quality) has a compounding 
effect and each dimension contributes to a 
significant positive influence on customer 
perceived value” [25]. 
 

The experience of enjoying food mediates the 
effect of food quality on customer 
satisfaction: And the proof of the results of the 
seventh hypothesis can be said that the variable 
experience of enjoying food mediates the 
influence of food quality variables on customer 
satisfaction. From this hypothesis it is found in 
common with the theory from studies [35] 
examining the relationship between the three 
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Table 6. The number of questionnaire with the variables and other characteristics 
 

No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
number 

1. Hospitality X1 Funny 
behaviours 

X1.1 1. Humour defines FLE temperament, which 
encourages laughter and entertainment in the 
meeting.  

(Melanie f. Boninsegni. 2020), (Olivier 
Furrer. 2020), (anna s. Mattila. 2020), 
(soderlund.et.al.2017)  

1 

    X1.2 2. Humorous behaviour indicates an FLE’s 
tendency to elicit laughter and amusement in 
conversation 

(Melanie f. Boninsegni. 2020), (Olivier 
Furrer. 2020), (anna s. Mattila. 2020) 

2 

    X1.3 3. Several studies identify humour as an 
important determinant of customer service 
evaluation, where humorous FLE’s can improve 
customer satisfaction 

(Melanie f. Boninsegni. 2020), (Olivier 
Furrer. 2020), (anna s. Mattila. 2020), 
(jacobs et.al, 2001), (van dolen et al., 
2008), (ryoo. 2005)  

3 

    X1.4 4. The use of humour also evokes a personal 
touch that makes customers feel special 

(Melanie f. Boninsegni. 2020), (olivier 
furrer. 2020), (anna s. Mattila. 2020), 
(andrzejewski & mooney. 2016), 
(gremler and gwinner, 2008), (winsted. 
1999) 

4 

   Informal 
behaviours 

X1.5 5. Informal defines the casual way FLE’s act 
or speak in establishing personal relationships 

(Melanie f. Boninsegni. 2020), (olivier 
furrer. 2020), (anna s. Mattila. 2020) 

5 

    X1.6 6. Informality seems to be inherent to FLE’s 
friendliness, and these informal behaviours, such as 
addressing customers by their first names and 
influence customer service quality perception and 
satisfaction. 

(Melanie f. Boninsegni. 2020), (olivier 
furrer. 2020), (anna s. Mattila. 2020), 
(goodwin dan smith, 1990). 

6 

    X1.7 7. The desired level of informality seems to 
vary with the level of physical contact during 
interactions, frequency of service, and social status 

(Melanie f. Boninsegni. 2020), (Olivier 
Furrer.2020), (anna s. Mattila. 2020), 
(goodwin dan smith, 1990). 

7 

    X1.8 8. Customers expect more informality from 
waiters than from doctors; in some service contexts, 
higher status may increase customers' desire for 
formality over informality 

(Melanie f. Boninsegni. 2020), (Olivier 
Furrer. 2020), (anna s. Mattila. 2020), 
(furrer et al., 2000; winsted, 1999). 

8 

   Conversation 
behaviours 

X1.9 9. Conversation defines fles making social 
talk and asking for unimportant personal information 
to build rapport 

(Melanie f. Boninsegni. 2020), (Olivier 
Furrer. 2020), (anna s. Mattila. 2020), 
(jacobs et.al, 2001), 

9 

    X1.10 10. Conversational behavior features social 
talk and questions about unimportant personal 
information 

(Melanie f. Boninsegni. 2020), (Olivier 
furrer.2020), (anna s. Mattila. 2020), 
(joarderet al., 2017) 

10 
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No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
number 

    X1.11 11. Fles may go the extra mile and ask 
customers for personal details about their lives, 
moving the business relationship to a personal level 
rather than focusing strictly on the provision of core 
services 

(Melanie f. Boninsegni. 2020), (Olivier 
furrer.2020), (anna s. Mattila. 2020), 
(jacobs et.al, 2001), 

11 

    X1,12 12. Previous literature generally supports the 
positive effects of conversational behavior on 
customer satisfaction and commitment, although 
some studies report insignificant or negative 
especially if the behavior appears intrusive or makes 
the fle appear less competent. 

(Melanie f. Boninsegni. 2020), (Olivier 
furrer.2020), (anna s. Mattila. 2020), 
(jacobs et.al, 2001), (macintosh, 2009; 
wulf et al., 2001), (surprenant dan 
solomon, 1987) 

12 

   Approachable 
behaviours 

X1.13 13. Approachability defines fle's ease of 
contact that brings warmth to customers 

(Melanie f. Boninsegni. 2020), (Olivier 
furrer.2020), (anna s. Mattila. 2020), 
(andrzejewski & mooney. 2016), 
(gremler and gwinner, 2008), 

13 

    X1.14 14. Suggest that approachability is a key 
dimension of fle friendliness, as it makes customers 
feel welcome. 

(Shaw brown dan sulzerazaroff. 1994) 
(melanie f. Boninsegni. 2020), (Olivier 
furrer.2020), (anna s. Mattila. 2020) 

14 

    X1.15 15. Cheerful behavior, smiles, and greetings 
facilitate unusual service encounters and intimate 
relationships 

(Shaw brown dan sulzerazaroff. 1994) 
(melanie f. Boninsegni. 2020), (Olivier 
furrer.2020), (anna s. Mattila. 2020), 
(gabriel et al., 2015), (keh et al., 2013). 

15 

    X1.16 16. Empirical studies on "service with a smile" 
also show that fles' positive emotional displays 
increase satisfaction and trust. 

(Shaw brown dan sulzerazaroff. 1994) 
(melanie f. Boninsegni. 2020), (Olivier 
furrer.2020), (anna s. Mattila. 2020), 
(grandey et al., 2005a; houston et al., 
2018) 

16 

    X1.17 17. Conversational behavior features social 
talk, and questions about unimportant personal 
information. Fles may go the extra mile and ask 
customers for personal details about their lives, 
moving the business relationship to a personal level 
rather than focusing strictly on the provision of core 
services 

(Shaw brown dan sulzerazaroff. 1994) 
(melanie f. Boninsegni. 2020), (Olivier 
furrer.2020), (anna s. Mattila. 2020), 
(grandey et al., 2005a; houston et al., 
2018), (joarderet al., 2017), (jacobs et 
al., 2001). 

17 

2. Food quality X2 Food, relating 
to sensory 
attributes 

X2.1 1. Food quality has the greatest influence on 
restaurant image 

(Kisang ryu. 2011), (hye-rin lee. 2011), 
(woo gon kim. 2011), 

18 
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No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
number 

(taste, 
nutritional 
content, 
menu 
options, food 
condition, 
food aroma 
and food 
presentation) 

    X2.2 2. Food quality is found to be the only one 
positive antecedents toward the value felt by the 
consumers  

(Kisang ryu. 2011), (hye-rin lee. 2011), 
(woo gon kim. 2011), 

19 

    X2.3 3. To meet or exceed the demanding 
standards of food-savvy customers, restaurants 
must provide customers with a good mix of flavours, 
menu variety, nutritional value, appeal in 
presentation, freshness, and an enticing aroma. 

(Kisang ryu. 2011), (hye-rin lee. 2011), 
(woo gon kim. 2011), 

20 

    X2.4 4. The main focus of Ryu and Hans (2010) 
study was to investigate how customers' perceived 
food service quality affects their level of satisfaction 
and how perceived price acts as a moderator 
between food service quality and customer 
satisfaction. 

(Kisang ryu. 2011), (hye-rin lee. 2011), 
(woo gon kim. 2011), 

21 

    X2.5 5. The quality of food service perceived by 
customers affects the level of satisfaction 

(Kisang ryu. 2011), (hye-rin lee. 2011), 
(woo gon kim. 2011), 

22 

    X2.6 6. The food quality is the main antecedent to 
increase satisfactions and favourable behavioural 
intentions through customer perceived image and 
value. 

(Kisang ryu. 2011), (hye-rin lee. 2011), 
(woo gon kim. 2011), 

23 

.   Service X2.7 7. Service quality (sq) is measured using five 
items (e.g., “the employee served the food exactly 
as i ordered it.") (Brady and Cronin, 2001; Jang dan 
Namkung, 2009 

(Brady dan cronin, 2001);, (ang dan 
namkung, 2009), (kisang ryu. 2011), 
(hye-rin lee. 2011), (woo gon kim. 
2011), 

24 

   Physical 
environment 

X2.8 8. The quality of the physical environment is 
measured using six items (e.g. "the restaurant has 
an attractive interior design and decoration) 

(Brady dan cronin, 2001); (ang dan 
namkung, 2009), (kisang ryu. 2011), 
(ryu dan jang, 2007, 2008) 

25 

    X2.9 9. Restaurant image on the three dimensions (Brady dan cronin, 2001), (ang dan 26 
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No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
number 

of restaurant service quality is estimated by 
connecting the causal path from restaurant image to 
the three components of restaurant service quality 
(physical environment, food, and service). 

namkung, 2009), (kisang ryu. 2011), 
(hye-rin lee. 2011), (woo gon kim. 
2011), 

    X2.10 10. In the context of restaurants, the physical 
environment, such as décor, ambient conditions, 
and seating comfort, provides first-visit customers 
with cues that provide the nature of the expected 
service offering and the customer's perceived value 
(Nguyen and LeBlanc, 2002). 

(Nguyen dan leblanc, 2002), (brady 
dan cronin, 2001); (ang dan namkung, 
2009), (kisang ryu. 2011), (ryu dan 
jang, 2007, 2008) 

27 

    X2.11 11. Han and Ryu (2009) confirm a positive 
relationship between three elements of a 
restaurant's physical environment (i.e., Decor and 
artifacts, spatial layout, and ambient conditions) and 
customers' perceived value. 

(Brady dan cronin, 2001), (ang dan 
namkung, 2009), (kisang ryu. 2011), 
(hye-rin lee. 2011), (woo gon kim. 
2011), 

28 

    X2.12 12. Liu and Jang (2009b) examine the 
relationship between dining atmosphere, emotional 
response, customer perceived value, and 
behavioural intention in the context of Chinese 
restaurants. The results show that dining 
atmosphere has a significant effect on customer 
perceived value. 

(Brady dan cronin, 2001), (ang dan 
namkung, 2009), (kisang ryu. 2011), 
(hye-rin lee. 2011), (woo gon kim. 
2011), (liu dan jang. 2009b) 

29 

3. Food 
enjoyment 
experience 

Z Food quality 
(presentation, 
variety, 
healthiness, 
taste, 
freshness 
and 
temperature 
of food) 

Z1 1. Due to the only food aspects and 
interaction quality, the experience quality dimension 
has a significant effect on customer satisfaction 

(Namkung and jang, 2007; qin and 
prybutok, 2009; sekarsari et al., 2016), 
(ananda sabil hussein. 2018) 

30 

    Z2 2. Food quality is considered an influential 
element in customer satisfaction levels and intention 
to patronize in the future (bihamta et al., 2017; 
Perutkova and Parsa, 2010). 
 

(Bihamta et al., 2017; perutkova dan 
parsa, 2010) 

31 

    Z3 3. Recent research on food quality shows that (Chamhuri dan batt, 2015). 32 
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No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
number 

consumers are becoming more demanding as they 
have higher expectations for better quality and 
fresher meat and produce. 

    Z4 4. Perceived food quality is a subjective 
judgment that differs from one person to another 

(Ophuis dan van trijp, 1995; chamhuri 
dan batt, 2015) 

33 

    Z5 5. In its examination of food quality, for 
example, food presentation and taste are 
considered by many studies to be the two most 
important contributors to customer satisfaction 
(Soriano, 2002; yang and Mattila, 2012). 
 

(Mattila, 2001; ryu dan lee, 2017; 
soriano, 2002; yang dan mattila, 2012) 

34 

    Z6 6. In addition, Namkung and Jang (2007) 
consider that food temperature, healthy choices, 
freshness as well as flavor are contributing factors to 
2621 fast food restaurants that affect customers' 
perception of food quality in the food industry. 

Namkung dan jang (2007) 35 

   Service 
quality 

Z7 7. Service quality plays an important role in 
shaping a favorable image among restaurant 
customers and the overall success of a food service 
outlet. 

(Scott richardson, 2020) mohammed 
lefrid. 2020) 

36 

    Z8 8. In their study of fine dining restaurant 
customers, Jun et al. (2017) report food quality and 
service quality as the two main contributors to 
customer satisfaction, loyalty and intention to spread 
positive word-of-mouth. 

(Jun et al. (2017) 37 

   Convenience 
(speed, least 
effort, ease 
and clarity, 
efficiency, 
accessibility) 

Z9 9. Previous studies have established a strong 
relationship between convenience, satisfaction and 
intention to engage in future consumption of 
products and services.  

(Bellotti et al., 2015; möhlmann, 2015; 
tussyadiah, 2016) 

38 

    Z10 10. Convenience has been defined as the 
extent to which consumers are likely to save time 
and energy with respect to purchasing food 
predation (hertz and Halkier, 2017; Scholler’s, 
2015). 
 

(Hertz dan halkier, 2017; scholliers, 
2015). 
 

39 
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No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
number 

    Z11 11. Convenience plays a very important role in 
improving customer perceptions of value, service 
quality and overall satisfaction levels (gong and yi, 
2018). 
 

(Gong dan yi, 2018). 
 

40 

    Z12 12. Convenience has also been used in the 
context of providing goods and services with 
minimal effort or risk from and to consumers  

(Adiele dan kenneth-adiele, 2017). 41 

    Z13 13. Although this definition has a slightly 
different context, researchers discuss this in terms 
of how much time it takes to prepare a meal at home 
and choose to save time by eating at a restaurant 
(Lin et al., 2015; Mehmood and Najmi, 2017). 

(Lin et al., 2015; mehmood dan najmi, 
2017). 

42 

    Z14 14. Wong and Zhao (2016) concluded that 
customers' perception of the convenience dimension 
is an important determinant of their satisfaction and 
repurchase intention. 

Wong dan zhao (2016) 43 

   Atmosphere 
(background 
music, 
decoration 
and layout, 
interior 
environment) 

Z115 15. Bitner (1992) suggests that customers 
respond in a positive way to services-cape 
elements, such as air quality, noise, Odors, 
temperature, music, decor, signage, and how 
furniture is arranged within the restaurant. 
Therefore, the physical environment, or ambience, 
within a restaurant has been determined to enhance 
consumers' overall dining experience (han and 
hyun, 2017). 
 

(Bitner 1992), (han dan hyun, 2017). 44 

    Z16 16. Ambiance characteristics such as 
intangible background music, aroma and 
temperature tend to affect the non-visual senses, 
and may have a subconscious effect on customers 
similarly, Kong and Mohd Jamil (2014) attribute 
customer satisfaction to franchise outlet layout, air 
quality, menu selection and layout. 

 (Jani dan han, 2014), (wakefield dan 
blodgett, 2016). (kong dan mohd jamil 
2014) 

45 

4. Satisfactions  Food quality 
(total food 
choices, 

Y1 1. Food is the most significant factor affecting 
customer satisfaction, followed by price, ambience 
and service, respectively. 

Ramanathan et al. (2016) 46 



 
 
 
 

Nadeak et al.; J. Econ. Manage. Trade, vol. 29, no. 9, pp. 102-122, 2023; Article no.JEMT.103874 
 

 

 
116 

 

No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
number 

special 
needs, 
cultural 
preferences 
food quality, 
appearance, 
food flavour, 
quality of 
ingredients, 
and quality 
food 
 

    Y2 2. Food quality has a positive relationship with 
consumer patronage and willingness to pay in 
restaurants  

(Njite et al., 2015). 47 

    Y3 3. Food quality includes several complex 
factors such as physical, compositional and 
microbial features, modifications caused by 
technological processes or storage, nutritional value, 
and safety.  

(Trimigno et al., 2015). 48 

    Y4 4. According to michael et al. (2015), 
customers eat first with their eyes, therefore the 
diners' experience of the same ingredients can be 
significantly improved or reduced by simply 
changing the visual layout of the food elements of 
the dish. 
 

(Michael et al. 2015) 49 

    Y5 5. The most widely recognized measures of 
food quality are; food freshness, portion size, food 
presentation, menu variety, food taste and food 
temperature. 

(Namkung and jang,  
2007) 

50 

    Y6 6. Food presentation, taste, and temperature 
are significant predictors of customer satisfaction 
while food presentation, taste and healthy choices 
are significant predictors of behavioral intentions. 

(Namkung and jang,  
2007) 

51 

    Y7 7. In addition to these six individual attributes, 
'food safety' is also an important cue for evaluating 

(Lin dan wu, 2016). 
 

52 
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No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
number 

food quality as consumers tend to have more 
positive attitudes and the highest likelihood of 
paying more for restaurants with higher food safety 
standards.  

    Y8 8. Morris and young summarized the most 
common aspects of food quality into: production 
method, production site, traceability, 
ingredients/content, safety, nutrition, sensory, 
functional, and biological attributes.  

(Morris & young, 2000, hlm. 105). 
 

53 

    Y9 9. In contrast, sulek and hensley (2004) 
highlight food quality as the most important factor 
influencing customers. Importantly, there are many 
different ways to conceptualize food quality, ranging 
from taste and price to visuals and safety.  

(Sulek dan hensley. 2004), (namkung 
dan jang, 2007) 

54 

   Food variety Y10 10. Food quality includes taste, menu variety, 
availability of healthy options, texture, appearance, 
etc. (namkung and jang, 2007.)  

(Namkung dan jang, 2007). 55 

    Y11 11. Satisfaction with food prices; . Satisfaction 
with staff service attitude; . Satisfaction with food 
quality; . Satisfaction with food variety; . Satisfaction 
with comfort satisfaction with environment; and. 
Satisfaction with seat availability. 

(Reuland et al. 1985), (davis 1991) 
(agnes k.y. Law and y.v. Hui. 2003) dan 
(woo and fock 1999), (xiande zhao, 
2003) 

56 

    Y12 12. Satisfaction with food prices; . Satisfaction 
with staff service attitude; . Satisfaction with food 
quality; . Satisfaction with food variety; . Satisfaction 
with comfort satisfaction with environment; and. 
Satisfaction with seat availability. 

(Reuland et al. 1985), (davis 1991) 
(agnes k.y. Law and y.v. Hui. 2003) dan 
(woo and fock 1999), (xiande zhao, 
2003) 

57 

    Y13 13. Satisfaction with food prices; . Satisfaction 
with staff service attitude; . Satisfaction with food 
quality; . Satisfaction with food variety; . Satisfaction 
with comfort satisfaction with environment; and. 
Satisfaction with seat availability.. 

(Reuland et al. 1985), (davis 1991) 
(agnes k.y. Law and y.v. Hui. 2003) dan 
(woo and fock 1999), (xiande zhao, 
2003) 

58 

   Atmosphere Y14 14. The physical environment, referred to as 
"atmosphere," has been considered an important 
subject in restaurant service management because 
customers' emotional responses to the service 
environment are related to their consumption 

(Donovan et al., 1994); (foxall and 
greenley, 1999); (sharma and stafford, 
2000). 

59 
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No Variables Code Dimensions  Code Indicators Sources: Questionnaire 
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behavior at the point of purchase. 

    Y15 15. Ambient factors include noise, aroma, 
color, and music; design factors include layout, 
furniture, and wall composition; and social factors 
include types of customers, employee appearance, 
and crowding. 

(Baker, 1986); (ryu dan jang, 2007). 
(jooyeon ha. 2015), (soocheong 
(shawn) jang. 2015) 

60 

    Y16 16. Ambient factors include noise, aroma, 
color, and music; design factors include layout, 
furniture, and wall composition; and social factors 
include types of customers, employee appearance, 
and crowding. 

(Baker, 1986); (ryu dan jang, 2007). 
(jooyeon ha. 2015), (soocheong 
(shawn) jang. 2015) 

61 

    Y17 17. Ambient factors include noise, aroma, 
color, and music; design factors include layout, 
furniture, and wall composition; and social factors 
include types of customers, employee appearance, 
and crowding. 

(Baker, 1986); (ryu dan jang, 2007). 
(jooyeon ha. 2015), (soocheong 
(shawn) jang. 2015) 

62 

    Y18 18. Ambient factors include noise, aroma, 
color, and music; design factors include layout, 
furniture, and wall composition; and social factors 
include types of customers, employee appearance, 
and crowding. 

(Baker, 1986); (ryu dan jang, 2007). 
(jooyeon ha. 2015), (soocheong 
(shawn) jang. 2015) 

63 

    Y19 19. Ambient factors include noise, aroma, 
color, and music; design factors include layout, 
furniture, and wall composition; and social factors 
include types of customers, employee appearance, 
and crowding. 

(Baker, 1986); (ryu dan jang, 2007). 
(jooyeon ha. 2015), (soocheong 
(shawn) jang. 2015) 

64 

   Interaction 
(clean & tidy, 
friendly, easy 
to talk to, 
smile & 
greeting, and 
proper 
presentation) 

Y20 20. A way of providing service that can be 
specifically identified on several dimensions in 
addition to quality is also an indicator for assessing 
customer satisfaction in the context of a particular 
restaurant. 

(Giebelhausen et al., 2016). (mariam 
shahzadi, Shahab alam malik, mansoor 
ahmad, asma shabbir. 2018) 

65 

    Y21 21. In particular, dineserv pays more attention 
to tangible aspects of service quality such as visual 
appeal, comfort and cleanliness. 

(Wu dan mohi, 2015). (mariam 
shahzadi, shahab alam malik, mansoor 
ahmad, asma shabbir. 2018) 

66 
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    Y22 22. Perceived service quality affects customer 
satisfaction through positive and negative emotions 

(Ladhari et al., 2008), (mariam 
shahzadi, shahab alam malik, mansoor 
ahmad, asma shabbir. 2018) 

67 

    Y23 23. A key dimension in increasing or 
decreasing customer perceptions of service quality 
relates to the climate of employee engagement, a 
construct consisting of power, information, rewards, 
and knowledge, and damaging supervisors. 

(Mathe dan slevitch, 2011), (mariam 
shahzadi, shahab alam malik, mansoor 
ahmad, asma shabbir. 2018) 

68 

    Y24 24. Fles should listen to customers, express 
themselves clearly, understand customer needs, 
and explain ideas and issues relevant to various 
service contexts (Arthur and Bennett, 1995). 

(Arthur dan bennett, 1995). (mariam 
shahzadi, shahab alam malik, mansoor 
ahmad, asma shabbir. 2018) 

69 

   Price fairness 
(reasonable 
price, 
acceptable 
food price 
and 
accepting 
price 
changes) 

Y25 25. Due to the intangible characteristics of 
services, customers in a service context tend to use 
extrinsic cues, such as price or physical facilities, to 
assess service quality. 

(Hartline dan jones, 1996). 70 

    Y26 26. Price, product quality, and service quality 
are directly related to customer satisfaction; 
however, comparing product quality and price, the 
perceived service quality factor plays the most 
important role on overall satisfaction. 

(Heung et al. 2000), (jain and gupta 
2004), (qin and prybutok 2009), dan 
(khan et al. 2013), 

71 

    Y27 27. Consumer satisfaction with the dining 
experience also depends on the atmosphere: that is, 
the physical environment and service. Atmosphere 
has a strong impact on consumer emotions, 
attitudes and behavior. Ryu and Jang (2007) 
examined the influence of atmospheric variables on 
behavioral intentions in restaurants. Other aspects, 
such as convenient location, price and value for 
money are also factors in customer satisfaction and 
return intentions. 

(Ribeiro-soriano, 2002), (ryu dan jang 
2007), (klassen et al., 2005), (yuksel 
dan yuksel, 2002) 

72 

Source: Melanie F Bininsegnie. 2020 
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determinants of quality dimensions (food, 
service, and physical environment), price, 
customer satisfaction, and behavioral intentions 
in fast food restaurant. Similarly, this study also 
seeks to understand the influence of three 
dimensions of food service quality (food, service, 
physical environment) on customer response in 
the restaurant industry. 
 
Previous research from [35]strengthens the 
results of this research hypothesis which states 
that food quality, service quality and physical 
environment such as ambience etc. are part of 
the dining experience the study of [35]noted that 
food quality, service quality and physical 
environment are dimensions of American dining 
experience in an upscale restaurant industry; 
also, (Kiatkawsin & Sutherland, 2020) in China, 
coffee shops indicated that physical 
surroundings, customers themselves, service 
providers, other customers and customer's 
companions are dimensions of dining    
experience quality. In the context of Indonesian 
casual dining restaurants, [13] explained that 
food quality, physical environment and service 
quality are dimensions of dining experience 
quality. 
 
The theory from the previous research above has 
similarities with the previous research from 
Andersson and Mossberg, as described in the 
conceptual study of [36] defined “five factors 
forming a customer's dining experience, namely, 
cuisine, restaurant interior, service, company and 
other guests”. This conceptual study was 
confirmed by the study of [35] who empirically 
found that “the American dining experience is 
formed through three main dimensions, namely, 
food quality, physical environment and service 
quality”. 
 

5. CONCLUSION 
 
it can be concluded from the results of this 
research that there is a positive influence from 
frontliner friendliness, food quality and the 
experience of enjoying a meal on passenger 
satisfaction, the relationship between these 
variables is correlated with each other so that if 
each variable can be mutually fulfilled then 
passenger satisfaction can be achieved, in this 
case when applied by for every restaurant waiter 
at XYZ Cruise line, it can be ascertained that 
each rating from staff friendliness, food quality 
and passenger dining experience can be 
achieved according to the rating targeted by the 
company. 
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