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 Due to intense competition in the food and beverage (F&B) industry, fine dining 

restaurants are obliged to provide remarkable service quality to their customers in order 

to obtain high level of customer satisfaction and subsequently, brand advocacy. This 

paper aims to investigate the influence of the five dimensions of service quality 

(SERVQUAL) on customer satisfaction as well as the relationship between satisfaction 

and brand advocacy. This preliminary study involving 200 respondents used 
questionnaire survey as the main data collection method. The results of multiple 

regression analysis revealed that reliability is the most important dimension of service 

quality in predicting customer satisfaction, followed by empathy and tangible. 
Interestingly, responsiveness and assurance are not significantly related to customer 

satisfaction. This present study also found that satisfaction is significantly related to 

brand advocacy.  
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INTRODUCTION 

 

 The fine dining restaurants generally refer to an establishment with a more sophisticated decor and 

ambiance, the waiting staffs are usually highly trained and often wear more formal attire, and there is often a 

dress code for patrons.e The fine dining restaurant continued to be the leading type of foodservice in Malaysia in 

both numbers of units and in value terms. There are many reasons that contribute to the popularity of fine dining 

restaurants particularly in the urban areas such as Klang Valley in Kuala Lumpur metropolitan. The high 

concentration of well to do upper-echelons of the society, expatriates and tourists, as well as the numerous 

government and corporate offices in this areas provides a good market for these kind of establishment. These 

kinds of restaurants are also frequented for both business and leisure purposes.  

 In today’s competitive market, most fine dining restaurants are using customer oriented marketing concepts 

in their business strategy in order to win customers' satisfaction, which ultimately trigger repeat patronage and 

be the brand advocates. Three key attributes contributed to this, namely food, physical environment and quality 

service (Nelson et al, 2011). All three attributes contribute to overall satisfaction with the dining experience, 

leading to repeat patronage. 

 Service quality is the main focus in this study mainly because past literature showed that service quality has 

a strong positive contribution to satisfaction. According to Anderson et al. (1994), improvement of service 

quality will result in the satisfaction improvement and subsequently lead to repetitive consumption chances. 

Satisfaction is further linked to brand advocate. Great restaurants may come in many shapes and sizes but they 

all have one thing in common which is, they offer a memorable dining experience. While a restaurant branding 

may be developed by the marketing departments, it is ultimately the frontline service employees who bring the 

brand to life.  

 This study aims to investigate the impact of service quality on brand advocates of fine dining restaurants. 

Service quality refers to satisfaction with the service producer based on its degree of fulfilment of expectations 

through a series of service encounters (Oliver, 1997). Service quality in this study is operationalized using five 

dimensions namely responsiveness, empathy, reliability, assurance, and tangible. 

a) Responsiveness - willingness to help customers and provide prompt service.  This expresses the company's 

ability to deal with the customers in a way that makes them feel that their requests, questions, complaints and 

problems have been solved to their satisfaction.  
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b) Empathy - caring, individualized attention given to customers. An implication for the company would be 

that it should create a way of interaction and an atmosphere for the customers to make them feel that are 

important and understood by the company.  

c) Reliability- ability to perform the promised service dependably and accurately. 

d) Assurance- knowledge and courtesy of employee and their ability to inspire trust and confidence. 

e) Tangibles- physical goods and facilities, equipment and appearance of personnel and facility. 

 The finding of the study would provide some insights on how restaurateurs could strategically plan its 

winning moves in the future by leveraging on the specific dimensions of service quality. Subsequently, this 

study would also provide further knowledge on the roles played by “satisfaction” in creating strong brand 

advocates in the context of fine dining services. 

  

Literature Review: 

 Undeniably, the SERVQUAL scale as proposed by Parasuraman et al. (1998) is the most widely used 

operationalization of service quality. The scale consists of five dimensions identified as tangible, reliability, 

responsiveness, assurance and empathy. Ekinci et al. (1998) proposed a modified SERVQUAL dimensions 

specifically for restaurant services and claimed that a two-dimensional structure of tangibles and intangibles was 

more suitable. Intangible factor includes responsiveness, assurance, empathy and reliability. A scale called 

DINERSERV was proposed by Stevens et al (1995) to specially measure restaurant service quality. The 

DINERSERV scale applies the factor analysis method and having the same five dimensions as the SERVQUAL, 

where it provides quantified measure of what customers expect in a restaurant.  

 Cronin and Taylor (1992) clearly revealed that quality appears to be one of the service factors contributing 

to the customer's satisfaction judgement. Spreng and Mackoy (1996) and De Ruyter et al. (1997) confirmed that 

service quality is an antecedent of service satisfaction. There are also other researches provide support for links 

between service quality and satisfaction (cf Bitner and Hubbert, 1994; Cronin and Taylor, 1992, 1994; Oliver, 

1997).  In addition to that, it is also suggested that customer satisfaction, trust and commitment are critical 

concepts in marketing because these variables are not only believed to be the outcomes of emotional 

experiences but also act as predictors of loyalty intentions (Kim and Han, 2008; Tax et al., 1998).  

 Strong brand advocacy refers to the activities related to an individual who talks favorably about a brand or 

product, and then passes on positive word-of-mouth (WOM) messages about the brand to other people. Brand 

advocates are highly active, have larger social networks and persuasive in nature. They are consumers and 

business buyers who frequently recommend brands and products without being paid, and are highly trusted and 

influential.  

 Brand advocacy is not limited to face to face word-of-mouth, but most often through social marketing 

platform in nowadays trend. Brand advocates are an amazing marketing tool because it typically do not request 

anything in return, reason being they are deeply motivated to do so, either they love the restaurant food, service 

or its environment. Having said that, brand advocates are more than happy to spread the words and share their 

passion with their contacts. Heesup and Chul (2013) also revealed that customer satisfaction, trust, loyalty 

intentions and brand advocate are positively correlated. Litvin et al (2004) further revealed that tourists' 

restaurant selection are mostly by verbal recommendations instead of review from guidebook or magazines.  

 

MATERIALS AND METHODS 

 

 This study is mainly quantitative in nature by employing structured questionnaire as the primary method of 

data collection. A total of 300 respondents are targeted for this preliminary study. The respondents are those 

people who frequently dine out in a fine dining restaurant. A non-probability sampling technique (convenience 

sampling) is chosen due to unavailability of sampling frame, time as well as budget constraint, and the fact that 

the aim of this study is for theoretical generalization rather than population generalization. 

 The figure below showed that conceptual framework for this study. Based on the framework, six 

hypotheses were developed in this study as follows:   

Hypothesis 1: Responsiveness has positive relationship with satisfaction. 

Hypothesis 2: Empathy has positive relationship with satisfaction. 

Hypothesis 3: Reliability has positive relationship with satisfaction.  

Hypothesis 4: Assurance has positive relationship with satisfaction. 

Hypothesis 5: Tangibles has positive relationship with satisfaction. 

Hypothesis 6: Satisfaction has positive relationship with brand advocates of fine dining restaurant. 
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Fig. 1: Conceptual framework of the study. 

 

Instruments: 

 Following is the service quality scale employed in this study. The scale was adapted from SERVQUAL 

(Parasuraman et al., 1988), DINEQUAL (Stevens et al., 1995) and few other notable studies. The scale consists 

of 29 items measured on a 5-point scale from 1(strongly disagree) to 5 (strongly agree).. 

 
Table 1: Service quality scale. 

Responsiveness - willingness to help customers and provide prompt service 

Q1 The process of getting my problem resolved was good. 

Q2 The service attendants handled my call quickly. 

Q3 My phone call or enquiry was quickly transferred to the person who could best assist me. 

Q4 The service attendants are always available when you needed him/her. 

Empathy - caring, individualized attention, customer feel themselves important and understood 

Q1 The service attendants are very friendly. 

Q2 I was reminded by the service attendant on my reservation. 

Q3 I was friendly reminded by the service attendant if I am allergy to certain food (eg seafood, chilli or etc). 

Q4 The service attendant is patient when taking my order. 

Q5 The service rendered by the service attendant is somehow satisfactory. 

Q6 I have a good personal relationship with the service attendants. 

Reliability - ability to perform the promised service dependably and accurately 

Q1 The service attendant gave me accurate information about the food and beverage. 

Q2 The service attendant gave me clear answers. 

Q3 The waiting time for having my question addressed/answered was satisfactory. 

Q4 The service attendant delivered services as promised. 

Q5 I was guided to the accurate reserved table. 

Q6 My food order was correct and complete. 

Q7 The service attendants are well trained. 

Q8 The service attendants adhere to professional standards of conduct. 

Assurance - knowledge and courtesy of employee and their ability to inspire trust and confidence 

Q1 The service attendant was very knowledgeable and professional. 

Q2 The service attendant was very courteous. 

Q3 I am confident with what was recommended by the service attendant. 

Q4 I look forward to the recommendation by the service attendants. 

Q5 I can always count on the service attendants. 

Tangibles - physical goods and facilities, equipment and appearance of personnel and facility 

Q1 I like the restaurant environment (lighting, temperature, condition, etc). 

Q2 The restaurant has satisfactory facilities (eg baby chair, clean washroom, etc). 

Q3 The restaurant location is somehow convenient to me. 

Q4 The menu was easy to read. 

Q5 The cutlery set was in good condition (hygiene, appropriate). 

Q6 The service attendants were professionally dressed. 

 

 The satisfaction as well as the brand advocacy scales was adapted from previous studies such as Zboja and 

Vorhees (2006) and Matzler et al. (2007). The satisfaction scale comprised of four items while the brand 

advocacy scale has six items in total. Both scales were also measured on a 5-point scale from 1(strongly 

disagree) to 5 (strongly agree). 

 

Results: 

Reliability Test: 

 Table below showed the reliability analysis conducted on all the variables under study. The results showed 

that all alphas were above 0.70, indicating satisfactory reliability strength as suggested by Nunnally (1978). 
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Table 2: Satisfaction and brand advocacy scales. 

Satisfaction 

Q1 If I had to choose again I would still choose the restaurant. 

Q2 I think I made the right decision of choosing the restaurant. 

Q3 I believe dining in the restaurant is a satisfying experience. 

Q4 Overall I was satisfied with the service given in the restaurant. 

Brand Advocates 

Q1 I am likely to continue visiting the restaurant in the future. 

Q2 I would recommend the restaurant to my friends and family. 

Q3 I visit the restaurant very often. 

Q4 The restaurant is my first choice for gathering compared to other restaurants. 

Q5 The restaurant reminds me of things I have done and places where I have been. 

Q6 Overall, the restaurant gave me an exceptional value that is worth more than I paid. 

 
Table 3: Reliability test. 

Variables Cronbach Alpha 

Responsiveness 0.865 

Empathy 0.845 

Reliability 0.878 

Assurance 0.790 

Tangible 0.734 

Satisfaction 0.791 

Brand Advocate 0.778 

 

Correlational Analysis: 

 The results of the correlational analysis among the five dimensions of service quality showed that none of 

the coefficients was above 0.8, suggesting that there is no problem of multicollinearity that can distort the 

multiple regression findings.  

 
Table 4: Correlations analysis. 

 Tangible Reliability Responsive Empathy Assurance 

Tangible 1     

Reliability .759** 1    

Responsiveness .775** .674** 1   

Empathy .705** .728** .658** 1  

Assurance .758** .626** .749** .646** 1 

  

Regression Analyses:  

 The results of the multiple regression to determine the influence of the five dimensions of service quality on 

satisfaction is presented in the table below. The recorded adjusted R Square was 0.60, suggesting that 60% of 

satisfaction model for fine dining services was explained by the five dimensions of service quality under study. 

All but two of the dimensions of service quality were found to have significant relationship with satisfaction.  

  With the highest beta coefficient of 0.325(significant at 0.01 level), reliability was the best predictor of 

satisfaction followed by empathy (beta = 0.287) and tangible (beta = 0.202). Surprisingly, responsiveness and 

assurance did not help predict customer satisfaction in the context of fine dining restaurant services.  

 
Table 5: Multiple Regression – Service quality dimensions and customer satisfaction. 

Model Unstd. Coeff. Std. Coeff. T Sig. 95% Conf. Interval for 
B 

B S.E. Beta Lower Upper 

 (Constant) 0.546 0.232  2.358 0.019 0.089 1.004 

Tangible 0.247 0.118 0.202 2.091 0.038 0.014 0.479 

Reliability 0.339 0.089 0.325 3.809 0.001 0.164 0.515 

Responsiveness 0.044 0.076 0.046 0.584 0.560 -0.105 0.194 

Empathy 0.292 0.094 0.287 3.118 0.002 0.107 0.477 

Assurance -0.022 0.073 -0.023 -0.3 0.765 -0.165 0.122 

R = 0.778 

R Square = 0.605 

Adj R Square = 0.595 

SE of Estimate = 0.396 
 

Dependent Variable: Satisfaction 

 

 The result of the regression to examine the impact of customer satisfaction on brand advocacy is presented 

in the table below. The recorded adjusted R Square was 0.706, suggesting that customer satisfaction explained 

71% of the brand advocacy model for fine dining services. With the beta coefficient of 0.778(significant at 0.01 

level), this study revealed that customer satisfaction is significantly related to brand advocacy. 
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Table 6: Regression – Satisfaction and brand advocacy. 

Model Unstandardized 

Coefficients 

Standardized 

Coefficients 

T Sig. 95.0% Confidence 

Interval for B 

B S.E. Beta Lower Upper 

1 (Constant) 0.894 0.183  4.891 0 0.534 1.255 

Satisfaction 0.759 0.044 0.778 17.421 0 0.673 0.845 

R = 0.856 
R Square = 0.732 

Adj R Square = 0.706 

SE of Estimate = 0.332 
 

a. Dependent Variable: Brand advocacy 

 

Discussions 

 The findings of this study indicated that reliability is the best predictor of customer satisfaction in the 

context of fine dining restaurant. The restaurant front-liners must be well trained to perform the promised 

service dependably and accurately. As exclusive dining services, the reliability of the service in terms of the 

customer service as well as menu processing are playing very crucial roles. With the high priced paid, the 

patrons have high expectation level and demand to receive what they are supposed to receive from the 

restaurant.  

 Empathy is the second most important predictor of customer satisfaction for fine dining services. The 

patrons of upscale restaurants require individual attention from the restaurateurs. In order to create high 

customer satisfaction index, restaurants must find ways to make their customers feeling extra valued and special. 

Empathy is certainly the differentiating factor that creates competitive advantage among the competing 

restaurants as it is generally difficult to implement.  

 Tangible aspects of the restaurant are also playing important role in shaping customer satisfaction. The 

physical environment of the restaurant must be attractive enough to attract the customers as for high-end 

restaurant, the customers do not come mainly just for food. Fine dining restaurants are chosen for occasions and 

events such as birthday celebration, farewell party, family gathering and many others. Thus, factors like interior 

design, ambience, lighting, table-ware must be given extra attention.  

 Surprisingly, responsiveness and assurance were not found to be significantly related to customer 

satisfaction in the context of fine dining restaurant. Customers of high-end restaurants normally very much 

engaged in the socialization process while having their meals and therefore do not bother the restaurateurs so 

much as long as the service is reliable. The need to inspire trust and confident (assurance) is also not very much 

relevant in the context of fine dining restaurant as the end product is the food itself which require no specific 

process to consume it from the part of the customers. 

 

Conclusion: 

 This study showed that providing reliable service, which is considered as the most influential quality 

dimension for most service settings, is also playing utmost important role in the context of fine dining 

restaurants. Although reliability has been found as the most important dimension, the empathy dimension is the 

one that create the basis for competitive advantage in the industry under study as it is relatively difficult to be 

put into practice. The results of this present study also revealed that customer satisfaction is highly associated 

with brand advocacy. Therefore, restaurateurs must strategize their operation and marketing to achieve high 

level of customer satisfaction.   
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