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PREFACE

In the dynamic landscape of today's global economy, the fields of tourism, hospitality, and
wellness are experiencing unprecedented growth and evolution. This compendium represents
a convergence of innovation and academic rigor, providing a platform for students to showcase
their scholarly contributions. E-proceedings encapsulate a collection of research projects, and
insights that underscore the diverse dimensions of tourism, hospitality, and wellness. It is a
testament to the curiosity, dedication, and intellectual prowess of our undergraduate scholars.In
the pages that follow, readers will find a rich tapestry of research articles that reflect the
tourism, hospitality, and wellness disciplines.

Students, lectures, and industry partners collaborative efforts signify a commitment to
advancing knowledge and fostering a community of learners who are well-equipped to navigate
the complexities of the modern tourism, hospitality, and wellness sectors. May this collection
inspire further exploration, dialogue, and innovation among the next generation of leaders in
these dynamic fields.

Therefore, this book summarizes the selected papers of student conference focused on the
current issues in tourism, hospitality and wellness field. Presented papers deal with
investigation of issues and challenges of tourism, hospitality and wellness to make the
industries more sustainable and adapt with the changes in the environment. Presented paper
bring a wide database of issues and challenges in the field which could be used in the future
researcher and industries players in the future.

Ataul Karim Patwary, PhD

Muhamad Nasyat Muhamad Nasir, PhD
Nurul Aziah Binti Ahmad

Mohd Firdaus Bin Mohd Nasir
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CONSUMER ACCEPTANCE OF INNOVATION IN TRADITIONAL FOODS
AMONG UNDERGRADUATES’ STUDENT

Ahmad Rashdan Bin Rozman, Ainnu Natasha Binti Mat Zais, Ainul Athirah Binti Mat Nudin
Amni Binti Abd Azis & Derweanna Bah Simpong

Faculty of Hospitality, Tourism, and Wellness, University Malaysia Kelantan
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ABSTRACT

The study examines consumer acceptance of innovation in traditional foods among
undergraduate students and finds out the relationship between knowledge, attitude, and practice
of consumer acceptance. A survey with 390 participants who eat traditional Malay food was
carried out applying questionnaires. The data was examined using descriptive and correlational
analysis. Findings showed that perception had the least link with customer acceptability
whereas the three factors strongly connected to attitude had the largest relationship. Future

researchers were given implications and suggestions based on the findings.

Keywords: Consumer Acceptance, traditional food innovation, knowledge, attitude,

Undergraduates students

INTRODUCTION

Malaysia was known for its cultural, ethnic, and spiritual diversity. According to Ismail
(2021), Malaysia's cultural inheritance is authentic, original, and colorful, with numerous
national cuisines of different tribes in the country. As a result, Malaysians may be fairly proud
of their diverse gastronomic offerings. A traditional food item, in Bertozzi's words, "represents
a group, it belongs to a certain region, and it is a component of a culture that suggests the
person's involvement in that territory" (1998). (Jordana,2000) derived the following from this
sociological definition: "For a product to be considered traditional, it must be linked to an area
and also, be a part of a system of traditions, which will necessarily assure its continuance

through time."

Traditional food around the world is strongly anchored in local cultures, constituting
the culinary heritage of a nation or a region and contributing to its identity and pride (Licitra,
2010; Bessiere, 1998). An expression of this is that national and regional traditional foods are

unfailingly served to foreign visitors, as a way to let guests learn to know their hosts through



culinary traditions. Dimensions of culinary heritage and rationality are the basis for the
definition of Traditional Food Products (TFPs) from professional perspectives. Malay
traditional food may be classified generally based on area. Penang, Perlis, and Kedah have a
fiery scorching hot and bitter flavor. (2016) (Muhammad et al.). For example, laksa was a
popular dish in the northern states. Rahman (2010) identifies Gulai Tempoyak and rendang as
two characteristic traditional dishes typically served in Perak and Pahang for routine meals or

festival festivities.

Innovation is a continuous process of learning, searching, and exploring that leads to
new goods, processes, organizational structures, and markets (Lundvall, 1995). The three
phases of attempts, actions, and outcomes make up the continual process of innovation.
Resources that a company invests in activities for the creation of innovations include human
and financial resources. These efforts are all resources. Results include the impacts of these
innovative efforts on both more and less visible parts of the business, such as firm stability and
efficiency (Gellynck et al., 2006) as well as more and less visible aspects, such as increase of
market share and profit. Malaysian traditional food consumption was quickly falling in this
period of globalization due to technological improvements. In order to improve traditional food
in ways that are comparable to non-traditional food, Dogan (2015) states that traditional food
innovations must maintain the natural food identity of those products, such as usual, familiar,
authentic, typical, and inherited. It was challenging for Malaysian cuisine to distinguish itself
as a distinct subgroup of traditional foods. Ismail (2013) asserts that advances in technology
and the appearance of pre-made commodities have led to a radical reversal in the way

traditional Malay food is prepared on a big scale.

Undergraduate students were selected for this research. This study discusses consumer
acceptance among undergraduate students toward innovation in traditional food.
Undergraduate students occur after high school and before postgraduate study. Students
typically begin undergraduate studies at the age of eighteen, however, you can apply at any
time. An honours degree is the most common undergraduate qualification; it is frequently the
first degree a student studies and is the highest qualification that can be obtained at this level.
(Paul Ellet,2019).



There are three objectives of this research:

1. To investigate the relationship between knowledge and consumer acceptance of
traditional food innovation.

2. To investigate the relationship between attitudes and consumer acceptance of
traditional food innovation.

3. To investigate the relationship between practice and consumer acceptance of traditional

food innovation.
Significance of the Study
Researchers

This research will give information about traditional cuisines. It will also illustrate how
undergraduate students' knowledge, attitude, and practise may influence customer
acceptance of conventional food innovation. Because the students are of many races and
each ethnic group has its own eating tradition, this research will assist the next student in
learning more about the invention of traditional food. The information gathered may assist
readers in determining the percentage of consumers who embrace innovative traditional

foods.
LITERATURE REVIEW

Traditional food is a representation of the cultures, histories, and customs passed down
through generations, as well as a progression in culinary taste. Trichopoulou et al. Year after
year, the traditional food of Malaysia's multi-ethnic cultures was integrated in novel ways
across the country, resulting in the development of a distinct Malaysian traditional identity.
Salleh (2006). In order to stay competitive and satisfy consumer wants, the food business is
always creating new food products. Increasing production efficiency, expanding their product
line, cultivating a reputation as an innovative company that benefits their brand, or adhering to
national nutritional policies and guidelines regarding the safety and healthiness of food
products, For example, salt reduction in processed foods may be one of the primary drivers of
food company innovation (Henard & Dacin, 2010). Legowski and Legetic (2011), Pietinen et
al. (2008), Wyness, Butriss, and Stanner (2012).



KAP stands for typical area resident research, which focuses on learning what is understood,
held to be true, and is being done with regard to a particular subject. Yang, Wang, Kan, Wu,
Maddock, and Lu (2015).

Knowledge

Personal development requires knowledge, awareness, recognition, and application.
The development of knowledge will be aided by prior knowledge of the same themes (Nasimi
et al., 2013). Taking students' acceptance of traditional food's innovation as an example. To
perform something, someone needs to have a little knowledge as a foundation to remember the
information (Francis, 1995). Francis (1995) stated that in order to retain knowledge easily, you
must always practice it in practice. When people remember information in an indirect way,
they may become more adept at using it in other contexts as well, such as informing those
around them that a particular cuisine tradition is on the verge of extinction. It takes a lot of
time to prepare traditional cuisine, while some of it requires a special cooking technique.
Actually, if people consistently prepare a traditional food dish, they not only improve their
culinary abilities but also pass along knowledge of traditional cuisine to the next generation.
Knowledge is interpreted at many levels. Individual notions are decoded and arranged into a
scheme with a more sophisticated meaning (Solomon et al., 2006). Knowledge may be acquired
by education, experience, judgment, skill, and a combination of these (Bano et al., 2013; Rav-
Marathe et al., 2016). According to Valente et al. (1998), the "learning" sequence, one of the
various sequences in the triangle model, happens through information that accumulates to
affect attitude, which in turn inspires perception/practice, and therefore has a K-A-P sequence

(ab path).
ATTITUDE

Different attribute aspects of attitude are psychological objects. Consumers' attitudes
toward novel products can be described as either positive or negative, detrimental or useful,
agreeable or unpleasant, liked or dislikeable (Ajzen, 2001). An individual's attitude is a learned
mental and psychological level of readiness that determines or impacts how someone responds
to all things and events that are pertinent to it (Allport, 1935).Opinions, emotional states, and
beliefs about a thing or subject are all examples of attitudes. Customers come from a variety of
cultures, demographic groups, and lifestyles. Another crucial factor is how one feels about

behavior. The desire to eat ready meals as a culinary innovation seems to be influenced by



affective attitudes like satisfaction, enjoyment, and excitement.Being based on one's origin,
one of the independent aspects is attitude, which is how one feels about traditional food
innovation (Nie & Zepeda, 2011). Attitude may be defined in two ways: psychologically and
socially. Although sociology is a verbal statement intended to act, psychology is a verbal
expression connected to conduct (Chaiklin & Harris, 2011). For practical courses, it is essential
to learn each student's unique attitudes since they must exhibit a certain personality type in
order to put the course into practice. Attitudes are frequently learned and created via experience
and/or interactions (Eagly & Chaiken, 2007), and while they are not always permanent, they
tend to be constant (Lombard-Roberts & Parumasur, 2017). Existing attitudes are also
frequently difficult to modify since attitudinal development occurs gradually and customers are
typically reluctant to change (Price, 2019). As a result, marketers should consider tailoring their
communications to meet current sentiments rather than attempting to alter them (Kotler &
Keller, 2012). Consumer attitude may be characterized as behavior toward people, objects,
subjects, or circumstances (Solomon et al., 2006). It is frequently defined as general and lasting
since it pertains to more than one event and tends to last over time (Solomon et al., 2006).
Attitudes are frequently learned and created via experience and/or interactions (Eagly &
Chaiken, 2007), and while they are not always permanent, they tend to be constant (Lombard-
Roberts & Parumasur, 2017).

PRACTICE

The last component of the KAP model is practice. According to (Badran, 1995),
Practice is characterized as a combination of knowledge and attitude. Practice is the act of
demonstrating one's attitude and level of understanding with deeds (Kaliyaperuma, 2004).
According to (Launiala, 2009), Practice is the use of standards and knowledge to obtain
performance results. Being a good practitioner is an art form that is inherently conducted
responsibly and is associated with the growth of knowledge and technology. Currently, the
food industry's innovation procedures heavily rely on customer feedback, which is
acknowledged as being essential to success. As a result, developing a successful new product
requires tactics that combine an adequate sensory evaluation with a thorough grasp of the
consumers' acceptance requirements. Besides that, practice describes a person's behavior. In
research on nutrition and food, practice or behavior is translated as eating, cooking, feeding
someone, or other activities involving the preparation and consumption of food. The diversity

of a diet, the consumption of certain foods, the frequency of consumption of particular meals,



and particular dietary patterns can all be used to study food practices. One of the more
important sectors in the current global economy is the food one. However, businesses involved
in the manufacturing, processing, and provision of food still confront a number of difficulties,
the most important of which is the prevalence of new goods that fail. The voice of the customer
is given paramount importance in today's innovation practices in the food sector, which are

understood to be necessary for success.
Research Hypothesis

There were three hypotheses tested in this study to investigate the link between the independent
variables (knowledge, attitude, and practice) and the dependent variable (consumer acceptance

of innovation in traditional food among undergraduate students).

H1: There is a significant relationship between knowledge and consumer acceptance of

innovation in traditional food among Undergraduate students

H2: There is a significant relationship between attitude and consumer acceptance of innovation

in traditional food among Undergraduate students

H3: There is a significant relationship between practice and consumer acceptance of

innovation in traditional food among Undergraduate students.
Research framework

A study framework was developed to explore the relationship between consumer
acceptability of traditional foods and knowledge, attitude, and practice among undergraduate

students.



INDEPENDENT VARIABLE DEPENDENT VARIABLE

KNOWLEDGE
H1
H2
CONSUMER
ATTITUDE . ACCEPTANCE
INNOVATION IN
TRADITIONAL FOOD
H3
PRACTICE

Figure 1: Conceptual Framework of consumer acceptance of Innovation in traditional food

among undergraduate students.

METHODOLOGY

Research Design

This study was conducted utilizing quantitative methodologies using the researcher's own raw
data. To solve the research issue, the researchers used an experimental or causal study
technique (Shariff, 2016). This is due to researchers' desire to learn whether customers prefer
conventional food advancements. Researchers that conduct causality studies investigate the
relationship between independent factors that are assumed to have an influence on the
dependent variable. The major purpose of this study's design is to obtain evidence of causality
or test hypotheses. Researchers investigated the relationships between knowledge, attitude, and
practice (independent factors) and customer acceptability of traditional food innovation

(dependent variables) in this study.



Sampling

To probability data for the study, the probability sampling approach is employed. The sampling
approach is utilized in this study to determine how much and how frequently data collecting is
required. This tool determines how many samples are needed to analyse a system, technique,
problem, or issue. This sample has reached the end of its stages. In the first stage, the target
demography must be properly specified. The following step is to select a sample frame. To
correctly represent the population, researchers must select a sample frame. The sampling
procedure is decided in the third phase of the sampling technique. There are two types of
sample processes: probability sampling and non-probability sampling. The next step is to

determine the sample size.
The selection of a population's subgroups is known as the sample size, which is used to

draw inferences or judgments about the total population. A table previously made by Krejcie
and Morgan (1970), which used the population's current approach, was used to determine the

size of the study sample.

Data Analysis

Three different types of data analysis were employed in this study: frequency analysis,
descriptive analysis, and reliability analysis. The data were examined using the Statistical

Package for the Social Sciences (SPSS).
FINDINGS

Using variable data gathered from a particular subject group, descriptive analysis is a type of
statistical analysis that aims to provide a description or image of the subject under investigation.
In tables of frequency distribution, histograms, mean values, standard deviation values, and
other formats, the descriptive analysis of the data may be displayed. The descriptive analysis
had the benefit of providing a thorough picture of the data, whether it was presented verbally

or quantitatively.

390 respondents made up the sample we used for the data analysis. Table 1 shows the data-

collecting correlations, and Table 2 displays a summary of the hypothesis testing.

Table 1 shows the correlations of the data collection



correlations
Consumer Acceptance knowledge | Attitudes Practice
Innovation in traditional
food
Consumer 1 0.456** 0.765%* 0.732%*
Acceptance
Innovation in
traditional food
Knowledge 0.456** 1 0.517** 0.421%**
Attitudes 0.765%* 0.517** 1 0.750%**
Practice 0.732%* 0.421%* 0.750** 1
*. Correlation is significant at the 0.05 level (2-tailed)
**, Correlations are significant at the 0.01 level (2-tailed)
Table 2 shows the summary of the hypothesis testing
Summary for Hypothesis Testing
Hypothesis Pearson Correlation | Result
H1: There is a significant relationship between | r =0.456, p < 0.01 Supported
Knowledge and consumer acceptance of
innovation in  traditional foods among
undergraduate students.
H2: There is a significant relationship between | r=0.765, p <0.01 Supported
Attitude and consumer acceptance of innovation
in traditional foods among undergraduate
students.
H3: There is a significant relationship between | r=0.732, p <0.01 Supported

Practice and consumer acceptance of innovation
in traditional foods among undergraduate

students.

Research Objective 1: To investigate the relationship between knowledge and consumer

acceptance of traditional food innovation.




The first objective is to ascertain if knowledge will affect undergraduate students' awareness
of practising innovation in traditional food. Also being discussed is the first of the following

hypotheses:

H1: There is a significant relationship between Knowledge and consumer acceptance of

innovation in traditional foods among undergraduate students.

Based on the findings and analysis of Chapter 4, the findings show that knowledge and
consumer acceptability of innovation in traditional foods among undergraduate students have
a substantial link. Undergraduate students had the lowest correlation coefficient
(approximately 0.456) for knowledge and customer acceptability of innovation in traditional

foods in this study goal. The knowledge p-value and

The standard deviation of acceptability among consumers is 0.000, which is below the
extremely significant level of.01. Therefore, among undergraduate students, there is a

substantial link between consumer approval of innovation in traditional food and knowledge.

The production of traditional foods has been practiced for many generations, hence traditional
food knowledge is a blend of knowledge and practices (United Nations, 2007). Traditional food
knowledge (TFK) is a food product that is adopted and passed down from generation to
generation, (Kwik, 2008). In other words, it is a process of passing along knowledge,
preparation, and cooking techniques that enable people to create meals that are wholesome,
secure, and appropriate for their culture. The fact that the younger generation lacks knowledge
and abilities in the preparation of traditional foods is due to a number of issues. Lack of
knowledge, insufficient exposure to the cooking process, a lack of enthusiasm in trying because
it takes time, and a lack of time to learn from specialists are the contributing factors, (Mohd

Salehuddin bin Zahari,2013).

Research Objective 2: To investigate the relationship between attitude and consumer

acceptance of traditional food innovation.

The second objective is to ascertain if undergraduate students' attitudes would affect their
knowledge of using innovation in traditional meals. The discussion also centres on the first

premise listed below:
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H2: There is a significant relationship between attitude and consumer acceptance of innovation

in traditional foods among undergraduate students.

Based on the findings from Chapter 4's results and analysis, it can be concluded that
undergraduate students' attitudes have a big impact on whether consumers embrace innovation
in traditional food. The first highest correlation coefficient, or 0.765, in this study aim relates
to undergraduate students' attitudes and consumer acceptance of innovation in traditional food.
Consumer approval and attitude have a p-value of 0.000, which is below the highly significant
level of.01. Consequently, there is a significant relationship between attitude and consumer

acceptance of innovation in traditional foods among undergraduate students.

A person's attitude is their evaluation of anything or something in a situation. According to Nie
and Zepeda (2011), they were distinctive and closely related to culture, demography, values,
way of life, and habits. As attitudes affect both expectations and perception, they are essential
in a consumer acceptance system. They could also be used to define consumer groups

according to demographics and product acceptability.

Research Objective 3: To investigate the relationship between practice and consumer

acceptance of traditional food innovation.

The third objective is proposed to determine whether the practice will influence awareness of
practicing innovation in traditional food among undergraduate students. Discussion is also

based on the first hypothesis below:

H3: There significant relationship between practice and consumer acceptance of traditional

food among undergraduate students.

Based on the findings and analysis in Chapter 4, the findings show that practise and consumer
acceptability of innovation in traditional cuisine among undergraduate students have a
substantial link. The second-highest correlation coefficient in this study aim is related to
undergraduate students' attitudes and consumer acceptance of innovation in traditional foods,
which is around 0.732. Consumer approval and attitude have a p-value of 0.000, which is below
the highly significant level of.01. Therefore, among undergraduate students, there is a
considerable link between practise and consumer acceptability of innovation in traditional

meals.
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Practice is the use of norms and knowledge to produce performance outcomes, according to
Launiala (2009). Being a good practitioner is an art form that is connected to the advancement
of information and technology and is handled ethically by nature. Customer input is currently
a major component of the innovation processes used in the food sector, which is recognized as
being crucial to success. The mothers who were interviewed all concurred that the wave of
modernization or development has a minor influence on the generational practices regarding
the traditional diet of Malaysia, (Mohd Salehuddin bin Zahari,2013). This shows, the practice
has a relationship among undergraduate students. having a practice from generation to

generation can attract them to the acceptance of innovation in traditional food.
DISCUSSION AND RECOMMENDATION

The future study should use a multilingual questionnaire to reduce language barriers and gather
data more quickly and accurately. It is recommended to consider all available criteria to gain a
better understanding of customer needs and preferences. Better data collection should be
prioritized, with a longer window of time for respondents to provide more information on
Malay traditional food innovation. A qualitative approach with open interviews can help
researchers gain a deeper understanding of human interaction and provide more detailed
responses. Additionally, researchers should include more information about traditional food
innovations in their questionnaires to make it easier for respondents to respond and provide
clear answers. Future researchers should be well-informed and well-equipped with relevant

data to respond to questions and deepen their understanding of the subject.
CONCLUSION

This study examines the relationship between consumer acceptance of innovation in traditional
foods among undergraduate students (Knowledge, Attitude, and Practice). 390 questionnaires
in total were gathered from the intended respondents, who were undergraduate students. All
the 390 surveys that were gathered were valid and could be read. Therefore, this study shows
a beneficial association between customer approval of conventional food innovation and
undergraduate students. Additionally, this study discovered that among undergraduate
students, the attitude had the greatest influence on whether consumers accepted innovations in

traditional food, whereas knowledge had the least impact.
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ABSTRACT

The cuisine of the Southeast Asian ethnic Malays who reside in Malaysia is known as traditional
Malay cuisine. It stands out for using a lot of spices. Nowadays, visitors to Malaysia tend to
prefer "modern snacks' or quick food over traditional dinners. The gastronomic preferences of
today's guests have influenced their decisions. This is a result of the high demand for fast food
and other modern food items, which suit customers' busy lifestyles. As an outcome of this, the
purpose of the study was to investigate how food knowledge, attitude, and image affect the way in
which visitors accept traditional Malay food. There were 400 participants in this survey-based study.
Visitors between the ages of 18 and 30 are the subject of this study. Using a quantitative research
design, this study was conducted. The Pearson correlation coefficient was used in the study to
look at the connection and influence between independent factors and dependent variables.
The results of this study indicate that each of these factors plays a part in how well-liked
traditional Malay food is among visitors. This is supported by the researchers' findings on the
Pearson correlation coefficients for each variable. The extremely positive and substantial
correlation between gained food knowledge and the P value was 0.680. Second, with a P value of
0.678, associations for food attitudes were shown to be favorable and significant. Finally, the P
value for the strong positive and significant relationship between the food image and the P value
was 0.785. This study demonstrated how visitor food knowledge, attitude, and image affect their

acceptance of traditional Malay food.

Keywords: Malay Traditional Food, Visitor, Food Knowledge, Food Attitude, Food Image
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INTRODUCTION

The term "hospitality" refers to an industry that encompasses a wide range of
service-related professions and industries, such as the hotel industry, the food and beverage
service industry, event organising, theme parks, travel and tourism, and more. As a result,
lodging facilities, tour operators, eateries, and bars are all involved. 2007 (Andrew). The
definition of hospitality in the Merriam-Webster Dictionary is "the generous and amiable
reception of visitors and guests or the practice of hospitality." It also denotes the area of the
economy where hotels, caterers, and event planners are most frequently employed.

According to Weichselbaum et al. (2009) and Almli (2012), traditional meals have
frequently played an important role in the customs of many cultures and regions, helping to build
their sense of who they are and their sense of satisfaction. These are traditional dinners that have
long been loved in the local and regional communities. (Almli, 2012; Weichselbaum and others,
2009. Even while most people can recall at least one regional traditional dish (Weichselbaum et
al., 2009), describing regional traditional dishes might be challenging since regional traditional
food can signify a million different things to a million different people. European Commission,
2007. It is important to define "traditional" in order to assess the viability of alternative
production systems for traditional foods (Guerrero et al., 2010).

The Malay people of Malaysia owe a debt to their Malay ancestors for introducing them to
a wide variety of traditional cuisines, like Ketupat Palas, Lemang, Nasi Lemak, and others.
Department of National Heritage Malaysia (2019) formally acknowledged these foods as
representative of traditional Malay food. During this time, visitors who traveled throughout
Southeast Asia on business created and disseminated Malay customs, including traditional food
and language. As a result, this was a growth moment for traditional Malay food. The introduction of
Islam in Malay communities in the 12th century also contributed to the development of a unique
Malay culture. At that time, Islamic teachings and life philosophies were closely related to
traditional Malay cuisine.

The dictionary defines a tour as "a journey from place to place [that consists of] visits to
several places along a route through an area." Making a tour, also known as "circuitous travel, in
any direction," is what the transitive definition of the verb tour refers to. A tour is a lengthy
excursion that can be taken for either pleasure or business; the act of taking a tour is referred to as
"arranging" for a "series of visits." In seventeenth-century London, the term "take a turn" was used

to describe a "tour" that involved going about a place, frequently in a coach, such as a park.
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RESEARCH OBJECTIVES

1. To examine the effects of food knowledge on the acceptance of visitors on Malays traditional
food in Malaysia.
2. To examine the effects of food attitudes towards the acceptance of visitors on Malays
traditional food in Malaysia.
3. To examine the effects of food image towards the acceptance of visitors on Malays traditional

food in Malaysia.

SIGNIFICANCE OF THE STUDY

Many academic fields, including human ecology, agriculture, health promotion, parenting
styles, community involvement, and sociological, sociocultural, and nutritional studies, to name a
few, use traditional food knowledge (Warren, 2002). Traditional food practices are those that are
thought to help preserve the integrity of natural resources when it comes to supplying food for
humans. In this context, "traditional cuisine" refers to culinary techniques that have been
developed over many generations and places. Traditional ecological food knowledge has been
employed in Western communication since the late 1970s and early 1980s (Kuhnlein V. et al,
2009).

Communities are particularly concerned about the loss of traditional foods and cooking
techniques, particularly among visitors. (2011) (Almli et al.), According to many experts,
countries risk losing part of their traditional cuisines if traditional food preparation methods are
not passed down to the next generation (Albayrak & Gunes, 2010; Bowen & Devine, 2011).
There is a steadily declining quality of the culinary cultural inheritance since there aren't enough
skilled traditional cuisine cooks, especially among the older generations, to pass on knowledge
and abilities to the following generation. Due to a lack of competent cooks who can teach the
next generation skills and knowledge about traditional foods, the culinary cultural heritage is
deteriorating at an increasing rate. The government can set up processes to support further
research and development in traditional foods through a Centre or Institute within the Ministry of
Tourism Malaysia. This would allow for the improvement of traditional food preservation, as

well as the transmission of traditional culinary expertise to visitors.
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LITERATURE REVIEW

Visitor’s acceptance of Traditional Malay Food in Malaysia

Traditional diets have been followed by many generations or passed down from one era to
the next. Meals and dishes that are considered traditional have their roots in a particular
culture's cuisine, whether that's a national dish, regional cuisine, or a local speciality. Major food
processing industries, smaller manufacturing facilities, and individual homes can all contribute to
the production of staple foods and drinks. (2016) Oliveira and Kristbersson. Several variables
have altered traditionally prepared meals. One of these factors is the accessibility of necessary
raw materials. This means that farming methods and geographical location play a role in shaping
regional cuisine. Vegetation, for instance, varies greatly in regions of varying altitudes. Countries
that lack a substantial coastline typically have a smaller supply of fish and seafood than those
that have. While many traditional foods continue to play an important part in a healthy diet
today, others may not meet the nutritional needs of modern populations due to their high energy or
fat content. So, it makes sense to update the nutritional profile of some classic dishes so that they
better suit the needs of the 12th century. The healthful Mediterranean diet may have inspired a shift
away from less-than-ideal traditional food compositions and towards using more readily available

local ingredients in the past.

Faiz et al.(2017) argue that Malaysia holds the title of “Rice Bowl of Malaysia” because
the food will not be complete if it is not served with rice. Food traditional can be classified by
state in Malaysia. Athirah (2013) stated that the traditional type of food in the state of Kelantan is
Nasi Kerabu, while Faizal et al. (2015) said that the type of traditional food is according to
festivals and food symbolic to a state. Traditional confectionery is a food that unites the Malaysia
community. Traditional kuih are a factor of cultural diversity and there are variations of kuih
which are available now (Mudiana, 2020). As an example of a traditional kuih that is mentioned is
kuih seri muka, lepat pisang, kuih koci, karipap, and so on. Hairis (2009) states that most
tourists from other countries give a positive response to the Malaysian traditional food and
traditional kuih has the potential to become a visitor food product attraction.Traditional Malay
food is the food of the Malays, an ethnic group native to Southeast Asia. Spices have a

significant role in traditional Malay cuisine. Coconut milk adds to the already luxurious texture
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and flavour of Malay cooking. The other ingredient is belacan, which is a "prawn paste" used to
make sambal, a spicy sauce made from belacan, chilli peppers, onions, and garlic. Both
lemongrass and galangal are staples in Malay cuisine (James, 2006). The several courses of a
Malay lunch are presented simultaneously rather than in stages. Malay culture emphasises using

only the right hand for eating, as the left is allocated for cleanliness and hygiene.
Food Knowledge

The term "traditional food knowledge" refers to the cultural practises that have been
passed down from one generation to the next in order to share information, skills, and ideas on
food. In particular for marginalised communities, familiarity with traditional foods can help
members feel more connected to their heritage and strengthen bonds among family and friends. In
addition to connecting cultural diasporas, such data could be utilised to fortify the cultural
identities of generations raised in the wake of migration. As an intergenerational practice,
traditional food knowledge transfer also helps to socialize. When local food systems and cultures
undergo change as a result of global industrialization, urbanisation, and cultural homogenization,
traditional food knowledge may be lost within homes and communities. Traditional culinary
knowledge is lost when it is recast as an area of industrial production, which can have negative

effects on regional cuisine and its unique flavour profiles (Kwik, 2008).

H1:There is a relationship between food knowledge and visitor’s acceptance of traditional Malay

food in Malaysia.
Food Attitude

Many people engaged in the food industry have reported difficulties with customer
attitudes. It also describes the ways in which people make decisions about what to eat based on
biological or economic considerations, such as preference, cost, purity, ease of preparation,
difficulty of preparation, and access to fuel and other necessary equipment. Accessibility,
familiarity, previous experience, and availability are some of the elements that contribute to the
formation of opinions held by visitors regarding the food that they consume while on vacation. A
person's nutrition can be influenced by a variety of factors, including those cultural, familial,
social, and interpersonal. Emotion, tension, and guilt are all examples of elements that fall under

the psychological category. views, ideas, and comprehensions pertaining to the topic of food.
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Food attitudes are influenced by a multitude of factors, including a person's personal taste, the
sensory quality of the food, the cost of the food, its accessibility, its convenience, cognitive
limits, and cultural familiarity. In addition, social cues and larger serving sizes affect people's

dietary habits (Wansink and Brian, 2004).

Everyone has various eating habits and tastes. These preferences can be shaped over time by
a variety of factors, including personal experiences such as being encouraged to eat, being
exposed to a meal, the customs and rituals of the family, the effect of advertising, and personal
views. For instance, one person may dislike fries despite the fact that they are a popular delicacy
among visitors. A cultural group defines proper meals, dietary pairings, eating habits, and eating
behaviors. Individuals who adhere to these norms have a sense of belonging and identification.
Subgroups within large cultural groups may practice modifications of the group's eating habits,
but they are still considered a part of the larger group. A cheeseburger, French fries, and a Coke

are typical western meals.

H2: There is a relationship between food attitude and visitor’s acceptance of traditional Malay

food in Malaysia.
Food Image

Due to the current trend of "camera eat first," it will assist to draw customers when the
meal presentation and image are good. People are taking pictures of their meals before they eat it
and uploading them to social media in a trend known as "camera eats first.". According to (Julia,
2017), the picture platform "flickr" has seen a growth of more than 6,000,000 "food" images in
the previous two years.In February of 2017, there were 168,375,343 posts on Instagram related to
food, proving that 90 images are published and hash-tagged every 60 seconds. Thus, how cuisine

is presented has a significant influence on how interested tourists are in visiting Malaysia.

H3: There is a relationship between food image and visitor’s acceptance of traditional Malay

food in Malaysia
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Acceptance

There are a variety of reasons why someone could like or dislike a certain meal. It is
challenging to make connections between a person's physiological experience and behaviour
when complex food matrices are considered. In addition to the food's physiological and aesthetic
properties, factors such as marketing, availability, prior experience, attitudes, and beliefs shape
how people respond to it. Methods other than surveys were investigated in this study to learn
more about consumers' opinions, routines, and future plans. The acceptance of a meal depends on
the connection between the diner and the dish. Consumers' acceptance of a product can be
affected by a wide range of demographic parameters, including age, gender, physiological and
psychological features, and contextual factors such as family and cultural norms, religion,
education, fashion, price, and convenience. A person's level of appreciation for a given dish
should have a significant impact on his or her consumption patterns. This is a reasonable

assumption, and few would disagree with it (Meiselman & Bell, 2003).

Research Framework
The relationship between visitor acceptance of traditional Malay cuisine in Malaysia and food

knowledge, food attitude, and food image has been investigated using a conceptual framework.

Independent Variable:

Food knowledge

H1 Dependent Variable:

H2 Visitors acceptance of traditional

Eeadatituce Malay food in Malaysia

H3

Food image

Figure 1: A conceptual framework to examine visitors' acceptance of traditional Malay food.

Source: Developed of the study
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METHODOLOGY

Research Design

According to Shuttleworth (2008), this study used the quantitative method, which focuses on
proving or disproving hypotheses in a way that is important by looking at variables that have
been clearly defined. Quantitative data consists of numerical information that has been compiled
through dependable and standardised means of data collection, then analysed statistically. This
finding ought to be generalizable, and as a result, it is capable of being utilised with other
populations, allowing for an examination of cause and effect as well as the formulation of
hypotheses. Leung (2015). According to Kelley et al. (2003), surveys, interviews with closed

questions, and controlled experiments are common ways to generate data.

Sampling

A random sample method is used to collect data for the investigation. The method of simple
random sampling will be used in this research questionnaire. "Simple random sampling”
describes a specific sort of random sampling in which every member of the population has the
same, predetermined chance of being selected as part of the sample. Researchers will randomly
assign attendees to different groups in order to collect the necessary information. Researchers
will employ quantitative methods to examine and analyse the data they get from these
participants. All data collected will be treated as confidential and utilised exclusively for this
study. Then, we'll utilise these numbers to look for patterns in the variables and determine their

averages, standard deviations, and correlations with one another.

The sample size represents a subset of the entire population. The researcher needs to be able to
extrapolate from the instances to the overall number of people of interest. There is insufficient
data to calculate the precise number of constituents that make up the population's profile.
Consequently, it is impossible to estimate a sample size that is statistically significant for the
whole population. Therefore, the researcher opted to employ a sample size of 400 respondents

based on the guidelines provided by (Krejcie & Morgan, 1970).
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Data Analysis
This research used frequency analysis, descriptive analysis, reliability analysis, and the Pearson
correlation coefficient. SPSS (Statistical Package for the Social Sciences) was used for the data

analysis.

FINDINGS
Result of Pearson Correlation Analysis
Table 4 below shows the Pearson Correlation Analysis

Table 4.14 Pearson Correlation Analysis

Hypothesis P. Value Result (Support / Not
Support
H1: Food knowledge 0.680 H1 is support

positively influences the

acceptance of visitor

H2: Food attitude 0.678 H2 is support
positively influences the

acceptance of visitor

H3: Food image 0.785 H3 is support
positively influences the

acceptance of visitor

Table 4 shows that familiarity with food is significantly correlated with host friendliness (r =
0.680, p > 0.01). Similarly, a favourable outlook on food is significantly associated with a
pleasant reception of visitors (r = 0.678, p > 0.01). The third correlated variable is confidence in
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one's ability to choose a good restaurant. With r = 0.785, p > 0.01, the association between food
image and visitor acceptability is likewise statistically significant. All hypotheses were

confirmed at the 0.05 level of significance.

Research Objective 1: To determine the effects of food knowledge towards the acceptance of

visitors on Malays traditional food in Malaysia.

The data from KEKKWA (2008) backs up these conclusions. According to the results,
visitors' openness to traditional Malay fare is strongly correlated with their level of food
knowledge. Because of the importance of food in maintaining spiritual and ethnic identities, all
visitors to Malaysia should be made aware of the importance of preserving food-related
information for future generations. The efforts of the Malaysian Cultural Association, the
Ministry of Information, Communication, and Culture, and other government organisations have
contributed to the preservation of the traditional cooking practises of the Malay people. This was
made abundantly evident when the former minister of culture, arts, and legacy urged Malaysians to
teach visitors their culinary techniques in order to protect the country's culinary treasures

(KEKKWA, 2008).

As a consequence of this, surveys on food have indicated that the presentation of
traditional food from Malaysia has an effect on how it is received in other nations as well.
Researchers were able to draw conclusions on the impact of participants' prior food expertise on
their impressions of traditional Malaysian fare. This study lends credence to the first research
question, which asked, "How does familiarity with regional cuisine influence the willingness of

visitors to try dishes from Malaysia's cultural heritage?"

Research Objective 2: To determine the effects of food attitude towards the acceptance of

Visitors on Malays traditional food.

According to the outcomes of Wansik and Bryan's (2004) study, an individual's level of
acceptance of traditional Malaysian food is substantially connected with other people's
perceptions of the food's acceptability. The visitor mentality, which is in turn influenced by their
religious convictions, is the single most important factor in determining whether or not they will
taste traditional Malay dishes. Whether or not one has a favourable impression of traditional

Malay food depends on their level of familiarity with the cuisine and their eating habits. As
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defined by Ajzen (1991b) and Pudun, Nor, and Chung (2016), subjective norms are the collective
beliefs and expectations of a society as a whole. It's possible that the dish was only eaten in
accordance with cultural norms and that no one actually ate it. It's the result of people having a

generally pessimistic outlook on life.

There is evidence from studies on culinary attitudes, however, that these biases do affect
how visitors perceive classic Malaysian food. The purpose of this research is to quantify how
many visitors' enthusiasm for traditional Malaysian food actually helps spread cultural
understanding of cuisine. This study also lends credence to the investigation of the
aforementioned research topic, "What is the effects of food attitude towards the acceptance of

Visitors on Malays traditional food?"

Research Objective 3: To determine the effects of food image towards the acceptance of

Visitors on Malays traditional food.

It is possible to anticipate a person's feelings based on how they interpret a picture or
visualisation. Many research in psychology have used this visual method to explain perception
(e.g., Peterson & Kimchi, 2013; Wagemans et al., 2012), and it is true that one's vision is
influenced by their goals and attention (e.g., Vecera et al., 2004; Desimone & Duncan, 1995). For
many years, the Gestalt concept of images has also aided numerous academics in understanding
perception (Koffka, 1935; Kohler, 1938). Many problems in the disciplines of visual research
and emotion research have found resolution as a result of this concept. Emotion researchers use a
'pleasure-displeasure’ scale to classify an individual's internal reactions to situations (Russell

1991).

As a result, the study's findings (Barrett, 2006 a, b) support the existence of an important
connection involving the influence of food image and the acceptance of Malay traditional food
among visitors. An individual's sense of valence provides a response to the good and negative stimuli
elicited by a wide range of material and immaterial factors. Many theories in psychology (Rolls,
1999; Russell, 2003; Smith & Ellsworth, 1985; Scherer, 1984) set up a significant amount of stress

on valence as a fundamental and important component of an individual's emotional life.

It's clear that the presentation of food influences how well visitors like traditional Malay

food. The purpose of the study, which was to identify the impact of food appearance on visitors'
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responses to traditional Malay costs, was successfully accomplished. The findings of this study
also provided support for the question, "What is the effect of food image on visitor acceptance of

Malays traditional food?"

DISCUSSION, LIMITATION AND RECOMMENDATION
In general, this study has conducted significant research on the acceptance of traditional
Malay food of visitors. The study investigated the association between three variables with

traditional Malay food which are food knowledge, food attitude, and food image.

Due to the fact that respondents were not tested beforechand, the researcher discovered
that the completion of the questionnaire took respondents an excessive amount of time. In spite of
this, the researchers concluded that the findings of the investigation were sufficient. This is
because the vast majority of people who participate in polls using Google Form questionnaires
reside in distant or secluded areas. Because of this, completing the Google Form was challenging
for the respondents, which was made much more difficult by the fact that their internet
connection was poor.

For the purpose of future study, the results are also important. As a result, it is suggested
that future scholars can locate more skilled providers of traditional food to preserve the culinary
cultural history that is being lost with each passing generation. The study's author thinks that
quantitative methods will remain the standard of excellence for future investigations in this area.
Since quantitative analysis may be completed considerably more quickly than qualitative

analysis and with far less effort.

CONCLUSION

The main objective of this study is to analyse how familiarity with, and perceptions of,
traditional Malay food are influenced by factors such as food knowledge, food attitude, and food
image. Visitors were chosen at random to participate in this survey. Frequency analysis,
descriptive analysis, reliability analysis, and Pearson Correlation analysis were used in SPSS to
examine the survey data. There was a positive and important relationship between the acceptance of
traditional Malay food and the three independent variables tested which are food knowledge, food
attitude, and food image. This means that every hypothesis put forward, including H1, H2, and H3,

1S correct.
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ABSTRACT

There are several famous theme parks in Malaysia that attract tourists from home and
abroad and become one of the attractions that trigger a person's intention to visit and travel.
The purpose of this study is to identify the factors that affect the intention of tourists to visit a
theme park. The respondents of this study will be obtained from tourists in Malaysia and
examine how individual profiles, preferences, motivations, and attitudes affect the intention to
visit a theme park in Malaysia. A simple sampling method was used to obtain data with 384
valid goggle form responses. The questionnaire was distributed in an interval scale. Cronbach's
Alpha was used to obtain trust results in the hope that this study can contribute to future
researchers and marketers to understand more about tourists' visiting intentions towards theme
parks.

Keywords: Visit intention, Motivation, Attitude, Preference
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INTRODUCTION

The largest and fastest expanding industries are in the hospitality and tourist sectors
(Walker, 2013). Both industries are related to one another and fall under the same general
heading. Walker (2013) argued that the five components of travel, hotel construction and event
management, restaurants and managed services, and recreation make up both hospitality and
tourist offerings. The research in this study will concentrate solely on the recreation component
theme park, a product of the hospitality and tourism industry.

A theme park is a location that combines various types of entertainment, such as roller
coasters and water rides, with retail stores, dining establishments, lodging, transportation
services, and other entertainment facilities to provide fun and memorable experiences for
people of all ages (Thomas, 2022). Theme parks are listed by the United Nations World
Tourism Organization as one of the main attractions of a city.

Theme parks are one of the tourism goods in Malaysia that create income and have an
impact on economic growth, having grown from a modest to one of the largest tourism sectors
in the world (Hogan, 2015). According to Bernama (2012), the World Tourism Organization
now lists Malaysia as the ninth most visited country in the world. The majority of visitors and
locals are eager to attend theme parks to take advantage of the entertainment options, leisure
settings, and recreational facilities.

With its 16 internationally renowned theme parks, including Legoland and Sunway
Lagoon, Malaysia is a vacation destination that is rapidly expanding and gaining popularity. In
addition, at least 10 theme parks are anticipated to open in the upcoming years. For instance,
the Resorts World Genting will open the first 20th Century Fox World theme park on the planet
later in 2019. On the other hand, the industry leader in video games, Ubisoft, intends to
construct a theme park in Kuala Lumpur by the year 2020.

The theme park's presence would benefit the local community and the entire nation
greatly. Theme parks have the ability to encourage tourism, which enhances the reputation of
the place and boosts economic growth where they provide opportunities for people to engage
in education, recreation, and enjoyment. Additionally, a theme park will boost local residents'
employment rates.

Theme parks are crucial for both tourism and the overall economy of the nation. To
understand and meet visitor demand, it is crucial to identify the elements that will motivate
them to visit a theme park. Therefore, this study is being undertaken to identify the variables
that affect visitors' intentions to visit theme parks in Malaysia. To benefit local communities,
residents, and international visitors, this issue needs to be addressed in the tourism and
academic sectors.
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SIGNIFICANCE OF THE STUDY

LITERATURE REVIEW

Over the past several decades, philosophers have become concerned with the topic of
intention (Cohen and Levesque, 1990). Numerous studies have investigated the nature and
function of intent (Anscombe, 1957; Bratman, 1987; Fishbein and Jajzez, 1977; Levelt, 1993).
Intention could be defined as the desires of a person to achieve a goal (Ajzen, 1991). Cohen
and Levesque (1990) proposed that intention is typically studied separately from other terms
such as belief and knowledge, which are typically viewed as propositions, whereas intention is
typically viewed as action. The term purchase intention (Liu, 2015) could be used to
characterise a customer's intent when making a purchase decision. According to Ajzen and
Fishbein (1980), purchase intention is the customer's preparedness and desire to ingest a
specific product or service. Purchase intention and purchase behaviour are interrelated, with
Eagly and Chaiken (1993) stating that purchase intention represents a person's motivation to
extend purchase behaviour.

Other researchers, such as Schiffman and Kanuk (2000), concurred that purchase
intention is a person's propensity to engage in purchasing behaviour. Numerous researchers
have examined purchase intention in the marketing and economics disciplines, and Morwitz
(2021) suggests that purchase intention may be a common measurement in marketing and
economics. In the meantime, market importance is placed on purchase intent (Agarwal and
Teas, 2002). Purchase intent is significant to the market because it can be used as a predictor
to estimate future customer demand (Armstrong, Morwitz, & Kumar, 2000).

Intention is a person's propensity to engage in purchasing behaviour. Numerous
researchers have examined purchase intention in the marketing and economics disciplines, and
Morwitz (2021) suggests that purchase intention may be a common measurement in marketing
and economics. In the meantime, market importance is placed on purchase intent (Agarwal and
Teas, 2002). Purchase intent is significant to the market because it can be used as a predictor
to estimate future customer demand (Armstrong, Morwitz, & Kumar, 2000).

According to Schlosser (2003), purchase intent is the consumer's evaluation of their
own purchasing behaviour. Many factors, such as product presentation, temperament, and
perceived risk, influence purchase intention (Park, Lennon, and Stoel, 2005; Park and Stoel,
2002). Swinyard (1993) conducted a study on the purchasing experience and found that
customers pay more attention to purchases when they have a positive store experience in terms
of an engaging store exhibit, compared to customers who have a negative store experience.
Customers also tend to make larger purchases when in a good mood (Bitner, 1992).

In addition, Bennett and Harrel (1975) proposed that confidence can be a predictor of
purchase intention and that a reduction in perceived risk can increase consumers' purchase
intent. By focusing on tourism and hospitality studies, visit intention is a term that has been
used to investigate customer and tourist behaviour (Han, Hsu, and Sheu, 2010; Kozak, 2001;
Ng, Lee, and Soutar, 2007). However, studies on the concept of visit intention for tourism and
hospitality products are scarce (Jang, Bai, Hu, and Wu, 2009; Wu, 2015).

According to Jang, Bai, Hu, and Wu (2009), visit intention is an individual's intention
or commitment to travel. In other words, visit intention is the propensity of a tourist to visit a
specific destination (Abubakar and ITkan, 2016; Chen, Shang, & Li, 2014).
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Additionally, Wu (2015) supported the visit to a particular location. In fact, visit
intention is crucial because it serves as a link between travel motivation and future travel
behaviour (Jang, Bai, Hu, & Wu, 2009). Jang, Bai, Hu, and Wu (2009) had previously
demonstrated that visit intention can contribute to an activity and transform motivation into
behaviour. Therefore, it is essential to investigate visit intention, as it benefits the tourism and
hospitality industries (Lam and Hsu, 2006).

Research Hypothesis

RH1: There is a significant relationship between motivation and Malaysia tourist's visit
intention.

RH2: There is a significant relationship between attitude and Malaysia tourist's visit intention.

RH3: There is a significant relationship between preferences and Malaysia tourist's visit
intention.
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Research Framework

By referencing the literature review, a research framework has been developed to
examine the relationship between the factors and travellers' intentions to visit. The proposed
conceptual framework would be depicted in Figure 2.3 below. The proposed independent
variables consist of four components: motivation, attitude, and preference. while the only
dependent variable is the intention of tourists to travel.

EH1
Motivation
RH2 _ Tourist
- visit intenion.
Attitade
EH3

Preferaices

Figure 2. 1: Conceptual Framework of the study
METHODOLOGY
Research Design

The broad strategy for conducting a study to look into testable research topics of interest
is known as the research design. Researchers will utilize a quantitative design in this study,
which is a formal, objective, systematic approach that uses numerical data to gather
information. According to Bum and Grove (2010), this research methodology is used to
characterize variables, analyze correlations between variables, and identify cause-and-effect
interactions between variables.
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Data Collection

As the primary method of data collection for this study, questionnaires will be used. In
Malaysia, a convenient distribution technique will be used to provide the questionnaire directly
to pertinent respondents who are also the target demographic. This method is the best way to
get the most sincere and accurate data from respondent as they are not influence by any
circumstances including by the researchers. Besides, this method enable questionnaire to be
carried out in a faster pace compared to other data collection method such as interviewing.
Moreover, by understanding the important and concern of respondent’s privacy, every answer
and opinion made will be kept anonymous. The questionnaire will be provided to respondent.

The Likert scale consists of 5 choices of scale. The purpose of choosing 5 Likert scale
is to avoid bias where according to Toner (1987), respondent have the tendency to say “Yes”
indiscriminately in answer to questions provided to them and this can cause a serious problem.
To avoid such problems in the future, researchers might use forced-choice scales which also
called as Likert-type scale.

Table 3. 2: Likert-Type Scale Table

Strongly disagree [Disagree Neutral Agree Strongly Agree

(1) (2) (3) (4) (5)

Sources: Likert-Type Scale Table (Toner,1987)

Sampling

This study's sample strategy used a non-probability convenience sampling method.
Instead of choosing from the complete populations, the researchers can use this sampling
strategy to select any of their preferred respondents who are available. Due to some members
in the population does not have chance to be sampled, the use of convenience sampling
regardless of the size of sample, it can represent the entire population that cannot be known.
By using this convenient sampling method, the researchers can distribute the questionnaire
easier to collect the data.
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Data Analysis

Shamoo and Resnik (2003) state that various analytical techniques "offer a way of
drawing inductive inferences from data and differentiating the signal (the phenomenon of
interest) from the noise (statistical fluctuations contained in the data)". Data analysis, by
definition, is the process of analysing data. Statistical Package for the Social Sciences will be
used to analyse the data that has been obtained (SPSS). The programming language SPSS is
used to carry out statistical analysis. It is a piece of software that illustrates how independent
and dependent variables relate to one another when using the regression, correlation, or factor
analysis methods. On the other hand, it is a very convenient and straightforward method for the
researchers to transmit the respondent's responses with the appropriate coding before being
converted into a data file for the subsequent analysis methods.
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FINDINGS

The demographic profile provided in the questionnaire, as well as the mean and average
mean of the dependent and independent variables, are all described using descriptive analysis.
A straightforward quantitative presentation of the gathered data set is what is implied by
descriptive analysis. It assists the researcher in fully comprehending the experiment or data set
and provides all necessary context-setting information.

249 respondents were the respondents we used for the data analysis. The correlation of
the data collection is shown in table 1.

Table 1 show the correlation of the data collection.
**Correlation is significant at the 0.01 level (2-tailed)

INTENTION MOTIVATION PREFERENCE ATTITUDE

INTENTION Pearson Correlation 1 J7133%% J7133%% 749%*

Sig. (2-tailed) 0 0 0

N 349 349 349 349
MOTIVATION Pearson Correlation .733** 1 766%* 722%%

Sig. (2-tailed) 0 0 0

N 349 349 349 349
PREFERENCE Pearson Correlation .733%* 766** 1 794%*

Sig. (2-tailed) 0 0 0

N 349 349 349 349
ATTITUDE Pearson Correlation .749%%* J122%* 194%* 1

Sig. (2-tailed) 0 0 0

N 349 349 349 349

** Correlation is significant at the 0.01 level (2-tailed).

Motivation

Research objective 1, research question 1, and hypothesis 1 are provided in Table 5.1.
According to hypothesis H1, there is a considerable correlation between visitor intention and
motivation. According to the findings of Pearson's correlation analysis (table 4.13), the first
independent variable, motivation, had a strong positive association with the dependent variable,
intention to visit. H1 is therefore approved. This is in reference to Pearson's correlation
coefficient, whose r-value of 0.733 indicated a positive association between motivation and
visit intention.
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Table 5. 1: Research Objective 1, Research Question 1, And Hypothesis 1

No Research objective Research question

1 To access the factors attribute to the Malaysia touristWhat are the factors attributed to the Malaysia Tourist
visit intention toward theme park in Malaysia visit intention toward theme parks in Malaysia?

H1- There is a significant relationship between motivation and tourist visit intention

To conclude, the research objective, which is “What is the relationship of tourist
motivation towards theme parks visit intention in Malaysia” achieved. While the research
question, which is “What is the relationship of tourist motivation towards theme parks visit
intention in Malaysia?” is answered.

Attitude

Research question 2 and hypothesis 2 are provided in Table 5.2. According to H2, there
is a considerable correlation between attitude and tourist intention. According to the findings
of Pearson's correlation analysis (table 4.14), the independent variable (attitude) and the
dependent variable (intention to visit) showed the strongest positive relationships. H2 is
therefore approved. This is in reference to Pearson's correlation coefficient, whose r-value of
0.749 indicated a positive association between attitude and visitation intention.

Table 5. 2: Research Objective 2, Research Question 2, And Hypothesis 2

No Research objective Research question

2 What is the relationship of tourist attitude towardsWhat is the relationship of tourist attitude towards
theme parks visit intention in Malaysia. theme parks visit intention in Malaysia?

H2- There is a significant relationship between attitude and tourist visit intention
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To conclude, the research objective, which is “What is the relationship of tourist attitude
towards theme parks visit intention in Malaysia” achieved. While the research question, which
is “What is the relationship of tourist attitude towards theme parks visit intention in Malaysia?”’
is answered.

Preference

Research objective 3, research question 3, and hypothesis 3 are displayed in Table 5.3.
According to H3, there is a considerable correlation between attitude and tourist intention.
According to the findings of Pearson's correlation analysis (table 4.15), the independent
variable (preference) and the dependent variable (intention to visit) exhibited a strong positive
association. H3 is therefore approved. This is in reference to Pearson's correlation coefficient,
whose r-value of 0.733 indicated a positive association between motivation and visit intention.

Table 5. 3: Research Objective 3, Research Question 3, And Hypothesis 3

No Research objective Research question

3 To access the the “ideal Theme Park™ consider byWhat is the “Ideal Theme Park™ consider by
Malaysia Tourist Malaysia Tourist.

H3- There is a significant relationship between preference and tourist visit intention

To conclude, the research objective, which is “What is the relationship of tourist
preference towards theme parks visit intention in Malaysia” achieved. While the research
question, which is “What is the relationship of tourist preference towards theme parks visit
intention in Malaysia?” is answered.
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DISCUSSION AND RECOMMENDATION

In order to investigate the relationship between the hypotheses about a significant
association, such as motivation, attitude, and preference towards visitors in intention to visit
theme parks in Malaysia, Pearson's correlation analysis was utilised. In terms of the various
hypotheses, the attitude holds the strongest moderately positive correlation (r = 0.749, p 0.01),
followed by motivation (r = 0.733, p 0.01), and preference (r = 0.733, p 0.01), both of which
have a positive influence on tourists' intentions to visit Malaysian theme parks. Consequently,
the outcome demonstrated that all hypotheses states were accepted at a 0.01 significance level.

Table 4. 16: The summary for hypothesis testing in this study.

H Research objective Pearson’s correlation results

H1 There is a significant relationship between motivation and tourist visit supported
intention to th ks in Malaysi
intention to theme parks in Malaysia r=0.733,p <001,

H2 There is a significant relationship between attitude and tourist visit supported
intention to theme parks in Malaysia r=0.749, p <0.01,

H3 There is a significant relationship between preference and tourist visit supported
intention to th ks in Malaysi
intention to theme parks in Malaysia r=0.733,p < 0.01,

The researcher will provide some recommendations in this section that will be useful
for future studies. This will guarantee higher-quality research and better results in the future.
Additionally, it can aid the tourism sector in developing better future products and services. In
this study, the researcher only identified three variables: visit intention (dependent variable),
intentions, motivation, attitude, and preferences (independent variables). The independent
variable and the dependent variable only have a weakly positive correlation, according to the
results of the two variables.

Future research may integrate fresh discoveries by using additional variables, such as
price, as an independent variable. Additionally, the design of websites created by tourism
operators receives less attention in this study. This is due to the fact that there are numerous
ways to book theme parks, including through theme park websites and online travel firms like
(booking.com). Future studies may thus add fresh findings in which respondents decide
whether to utilise an online travel agency or make reservations directly from a website. The
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best theme park is the only benchmark used in the current study to meet the study's objectives.
This is due to the fact that a well-known theme park is the place where visitors first enter and
has a high standard of amenities and infrastructure; as a result, choosing the greatest theme
park is strongly advised if future research need to examine visitor intentions.Researchers are
highly recommended to continue collecting data from respondents using quantitative
approaches rather than qualitative methods for future studies.

The researcher did advise handing out the questionnaire to respondents in person,
though. This is due to the bias introduced by the fact that social media is currently being used
in research to distribute surveys to respondents. The researcher can gather more data from the
chosen respondents by handing out the questionnaire in person. The researcher may ask
respondents additional questions if the questions and vocabulary are unclear.

Last but not least, the researcher thinks that it would be preferable for future studies if
the respondents were visitors who had only visited theme parks. This is due to the fact that
visitors have firsthand knowledge of the environment and state of the theme park and can
therefore provide a more thorough evaluation. The study's findings will be more reliable if a
suitable sample of respondents is chosen.
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CONCLUSION

This chapter's conclusion is that there is a significant association between all the
variables and tourist visit intention. This demonstrates how the factors had a role in the
customer's decision to reserve tickets for Malaysia's greatest amusement park. The variables
passed the reliability test, the reliability analysis, and the correlation analysis with scores above
0.7, indicating dependability and suitability for this study. However, because our study was
conducted online, the restriction did not stop us from collecting data. Finally, the suggestions
made will support further research in this area.
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ABSTRACT

The study aimed to reveal the indicators that factors that influence customer satisfaction
towards service quality in 3-star hotels in Kelantan. A survey was carried out and a total
number of 384 respondents was completing the questionnaires which is consisted overall 38
questions. The result showed the customer satisfaction that fulfil their necessary and feelings
are based on ‘“service quality” and the several factors such as “price”, “ambiance” and
“location”. Hence, any factors must be addressed appropriately in order to maintain a high
level of customer satisfaction and the image of the hotel intact. Furthermore, customers from
different subgroups have different feelings on the service quality. In this study, questionnaires
were distributed to customers from different segments. The aim was to investigate the factors
that influences the customer satisfaction towards service quality in 3-star hotels in Kelantan.
The research also tested the mediating effect on customer satisfaction based on the service
quality that provided. Thus, the results demonstrated a need for better service quality to create
satisfaction from customers to those factors that fail to generate customer satisfaction based

on the investigation.

Keywords: Hotels, Price, Ambiance, Location

INTRODUCTION

Hospitality is a contemporary human interaction that is designed to enhance the mutual
wellbeing of one another (Brotherton and Wood 2000). In the context of the hospitality
industry, the term "hospitality industry" describes a wide range of institutions and departments
related to accommodation, food and beverage, travel and tourism, meeting and event, and

recreation (MA Ferdous, S Mim, 2021).

The hotel industry is defining all forms of business which are related to a provision.
For instance, accommodation in lodging, food and beverage and also other services provided
connect and form the public service. Hotels in Kelantan are provided with extra health and
safety measures. For example, hotels such as “The Grand Renai”, “Perdana Kota Bharu”,
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“Tanjong Inn”, “OYO 90274 “Wadi Isfa Inn” etc. These kinds of hotels are recommended as
the best hotel in Kelantan (Tripadvisor,2014).

According to a review of a 5-star hotel which is Perdana Kota Bharu, the reviewer 2022
gave the hotel a 2-star rating to them due to reasons such as the ambiance and structure of the
room does not suit the ambiance of a 5-star hotel. The reviewer mentions the room was dingy
and furnished very shabbily with old wooden furniture (TripAdvisor, 2022). According to a
study by Steffy (1990), this leads to customer satisfaction in hotel environments when lighting
is structured to blend in with furnishings and decorations as well as the pleasing aroma that
guests detect. However, in some situations where the lighting is unsuited or the scent in the
hotel environment is unpleasant with other room elements, this can cause customer

dissatisfaction or impacted customer spendings.

Hotels will decide to situate nearby another hotel with comparable features to profit
from the external economies of all businesses operating in the same location (Adam, Mensah,
2014). The 3-star hotel has been mentioned earlier, Ibis Styles Hotel Kota Bharu is 1.5 km
from tourist spots such as the Handicraft Village and Craft Museum. The hotel is located
exactly in the strategic location at the centre of Kota Bharu. In an interview with a reporter
from a U.S. economics journal, Conrad N. Hilton, the previous owner of Hilton hotels,
emphasized that location is the top, second, and third most crucial aspect for a hotel's success

(Park and Min, 2012).

Customer expectation refers to the thoughts and feelings that a customer has. The
feelings of customers are required from a product or service they received (Parasuraman
Zeithaml and Berry,2018). The expectation that services provided for visitors in 3-star hotels
serves as a gauge of consumer satisfaction (Holmes, Ovenden and Wilson,2008, p.28).
Customer or customer satisfaction is kind of ill-defined notion, and the actual manifestation of
the state of satisfaction varies from person to person or from service to service (Bluestein,
Abram, M. Moriarty and R.J. Sanderson,2003). Therefore, the customer’s expectations of
hotels are competent services, friendly nature staff, important of 4 courtesies, professional
service, etc. It is basically the customer satisfaction that will be shown if the customers will

repeat their visitation if they met their expectations based on the above.
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SIGNIFICANCE OF THE STUDY
Practical
Hotel Entrepreneur

Hotel entrepreneur is a person that manages hotel operations and oversees aspects from
the hotel workers to the guests. This study will help in finding out the specific information on
what the hotel guests are dissatisfied with the hotel and would plan ahead and fix what they
lack thereof.

Customer

A customer is the most significant factor because they would be the ones to buy a firm’s
product or service. It is the business's job to fulfil the customer’s needs and demands. This
study will help customers in a way to receive a better service provided by the hotel side. This
is due to them improving what they have lack of while back and now learning to take care of

their customers better.
Academic
Researcher

Researcher is a person that carries out research-based papers. They would be the ones to
contribute to society by giving out their ideas and analysing information. The study will help
them in utilizing the content of the study effectively by gathering recommendations and

experience. There would also be high dissemination of knowledge among them.

LITERATURE REVIEW

“Customer satisfaction” is defining as an analysis of the perceived gap between
previous expectations and the product's actual performance (Tse and Wilton,1998,
Oliver,1999). It is a subjective, ethereal and complex idea that combines how satisfied and
thrilled customers are with the goods and services offered by the company. Customers'
happiness with its good and services is said to be the most important factor in determining how
competitive and successful the firm is (Henning-Thurau&Klee,1997). Customer satisfaction
enhances customers' dependability for a single telecommunications provider. Customer
satisfaction in the telecommunications industry can beat out brands by cultivating a long-
lasting and lucrative relationship with their clienteles (Eshghi, Haughton, and Topi, 2007).
Although it is expensive to gain satisfied and devoted clients, doing so would ultimately be

advantageous for a business (Anderson, Fornell, and Mazvancheryl, 2004). A business should
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be focus to improve their quality of services and charge reasonable prices instead of pleasing
their customers (Gustafsson, Johnson, and Roos, 2005). This will help the business keep its
clients. It is a well-known fact that more than any other factor, a company’s ability to keep
customers happy depends on the services and the prices it charges (Turel et al. 2006). Customer
engagement is crucial because it raises the satisfaction level when a customer views a product
as significant and takes time to research it (Russell Bennett, McColl-Kennedy, and Coote,
2007). Quality is an ambiguous and indistinct construct. A product or service's quality can be
assessed based on how well it guarantees total customer satisfaction and how well it is used.
According to previous studies, customer service is a set of activities that includes ways to assist
consumers, handle complaints promptly, make it simple to file complaints and provide a
welcoming environment for authorizing complaints. And service quality is the conclusion of
a process of evaluation wherein a client contrasts their expectations with their impressions of
the service delivery process and its results. According to Kim, Park, and Jeong, 2004:
“Customer service is a set of actions that includes methods for providing support to customers,
processing complaints quickly, making it simple to file complaints, and providing a friendly

environment for filing complaints.”

Price is the sum of all the values that consumers are ready to give up in exchange for
a product or service's benefits. The entire number of products or money required to purchase
a particular combination of one object and associated services may also be mentioned.
According to Kotler and Armstrong (2010), price is the sum of the value customers switched
for the advantages of owning or using a good or service while Stanton, Michael, and Bruce
(1994) state price are the amount of money or other resources needed to buy a specific mix of
one product and its ancillary services is referred to as the price. Price fairness referred to
consumer evaluate whether a seller's price is fair or reasonable (Xia et al., 2004; Kukar-
Kinney, Xia and Monroe, 2007). Pricing is an important consideration when assessing
satisfaction. Reasonable pricing has a positive effect on consumer satisfaction and loyalty.
According to prior studies, a customer's choice to accept a certain price has been demonstrated
to have an impact on both their level of happiness and loyalty, both directly and indirectly
(Martin-Consuegra et al., 2007). According to Herrmann et al., (2007), it was determined that
pricing perceptions have a direct impact on customer satisfaction while perceptions of price

justice have an indirect impact.

The larger service scape includes ambient conditions, which have been observed to

have an impact on customers' pleasure, behavioural intentions, and image. A suitable and
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comfortable environment has enhanced customer satisfaction by staying in a hotel. Customers’
opinions of the services or brand are improved by positive service reviews and favourable
service environment aspirations. Aside from influencing these factors, ambiance can also
impact how various clients with various personalities respond (Ebenezer & Akaninyene, 2021).
According to Eroglu and Machleit (2001), much research is on the aspects of consumers’
behaviour or individual characteristics at the expense of other behavioural facts. Openness to
experience is correlated with how active person is in seeking out and appreciating novelty;
conscientiousness reflects their likelihood of achieving their goals; extraversion factors show
how much and how intensely they interact with others; agreeableness is correlated with their
propensity to empathise with others; and neuroticism is correlated with their propensity to
experience psychological distress (Mowen, 2000).

Choosing the right strategic location for the hotel is important due to an ideal location
is linked to higher demand for accommodations, improved company performance, higher level
satisfaction of guests, and the least rate of failure (Xiang and Krawczyk 2016). Once the hotel
is constructed, hotel management’s strategic marketing must fit into the target market of the
surroundings. Factors such as local areas economical condition, zone rules, public properties
and services, transit convenience and accessibility, parking facilities, geographic
considerations, natural resources, and space are taken into account when choose perfect
location for a hotel, correlation can be accomplished in order to maintain the business (Chou,
Hsu, and Chen 2008; Gray and Liguori 1998). The hotel's location significantly affects how
much its customers enjoy and gain from their experiences while there (Yang et al., 2017). After
the strategic location of the hotel is identified, the customer that came to the tourist’s attraction

must chose the hotel based on their travel itinerary.

Research Hypothesis

H1: There is a relationship between prices towards customer satisfaction on services

quality in 3-Star hotels in Kelantan.

Price 1s the sum of all the values that consumers are ready to give up in exchange for a
good or service's benefits. The entire number of products or money required to purchase a
particular combination of one object and associated services may also be mentioned.
According to Kotler and Armstrong (2010), price is the total of what consumers are willing to
pay for the benefits of owning or using a good or service while Stanton, Michael, and Bruce

(1994) state the amount of money or other resources needed to buy a specific mix of one
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product and its ancillary services is referred to as the price. It may also refer to the price paid
for a good or service. Price fairness refers to consumer assessments of whether a seller's price
is reasonable or fair (Xia et al., 2004; Kukar-Kinney, Xia and Monroe, 2007). Pricing is an
important consideration when assessing satisfaction. Reasonable pricing has a positive impact
on customer satisfaction and loyalty. It was discovered that customer pricing perceptions have
a direct impact on customer happiness, whereas the perception of price equity has an indirect

impact. However, the price alone has a big impact on satisfaction.

Customer satisfaction has a strong positive relationship with perceived fairness. In
order to satisfy, Oliver and Swan (1989a, b) discovered that the seller's commitment and the
worth of the goods and services in comparison to the price had an impact on consumers' views
of fairness. The price perception has an impact on consumers satisfaction both directly and
indirectly. Al-Msallam (2015), price is playing major role in boosting consumer pleasure
because it is believed by experts that customers constantly evaluate services’ worth and its
price. Campbell (1999) demonstrated that pricing fairness has a significant impact on branded
image. As a result, perceived price unfairness may cause consumers to switch brands and
spread negative word of mouth. Rothenberger (2015) revealed that customers' negative
perception of unfair prices may be a factor in their complaints, decreased repurchasing

behaviour, bad word of mouth, and complaints.

H2: There is a relationship between ambiance towards customer satisfaction on service

quality in 3-Star hotels in Kelantan.

Staying in a hotel has increased customer satisfaction because of the appropriate and
comfortable setting. Positive service ratings and good intentions for the working environment
help customers' perceptions of the business or service. Aside from having an impact on these
variables, the environment can also affect how distinct clients with different personalities react
(E, Ebenezer & Akaninyene, 2021). According to Eroglu and Machleit (2001), despite the
detriment of other behavioural facts, many study focuses on the features of consumer
behaviour or individual qualities. Extraversion traits reveal how frequently and strongly a
person interacts with others, while conscientiousness measures how likely a person is to
achieve their goals, agreeableness is correlated the ability to sympathise with others while
likelihood of psychological suffering is correlated with neuroticism. Openness to experience
is related to how proactive an individual is in seeking out and appreciating novelty (Mowen,
2000).
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An essential environmental cue in the hotel sector is ambiences (Jani & Han, 2014, 2015).
Jani and Han (2014) examined the atmosphere as a moderator that influenced factors including
happiness, hotel image, and overall loyalty that were related to the link between customers'
personalities and hotel assessments. They understood the value of hotel ambiance and provided
evidence that relationships grew stronger in warm environments. The researcher also
mentioned the significance of environments in the hotel industry, where ambience

circumstances may influence enhancing customer loyalty.

H3: There is a relationship between location towards customer satisfaction on service

quality in 3-Star hotels in Kelantan.

The hotel's location has a big influence on how much its visitors enjoy and gain from
their stays (Yang, Mao, and Tang, 2017). The customer who visited the tourist attraction must
select the hotel depending on their trip plan after the hotel's strategic location has been
determined. In accordance with the rule of distance decay, research on tourism and tourism
geography has further revealed that hotel location significantly affects visitor movements
(Dredge 1999). Facilities nearby may have an impact on the criteria that customers use to select
a hotel. Customers can arrange their travel to nearby facilities in advance. The hotel's
geographic location predetermines the level of customer activity. The amount of client activity
would increase if the hotel were situated in a city, whereas it would decrease if it were situated
in a rural location. The latter is the situation involving the geographical obstacle. A gravity
spatial allocation paradigm was introduced to examine location satisfaction criteria for
residential buildings. Their approach identifies three factors: neighbourhood influence, site
attributes, and accessibility (Werczberger and Berechman,1988). Since it makes financial
sense for hotel guests to reduce their time and financial commute expenses, accessibility plays
a significant role in both picking a hotel site and being content with it (Yang, Mao and Tang,
2017). The researchers acknowledged that the hotel's location was significant in providing

customers with the appropriate level of service.
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Research Framework

[ Independent Variable ]

Price
[ Dependent Variable}
Ambiance W Customer’s Satisfactions
J Towards Service Quality
Location

Figure 1: Conceptual Framework

Adapted and adopted from Zelthami and Len Berry (1970), E, Ebenezer & Akaninyene,

2021, and Xiang and Krawczky 2016)

METHODOLOGY

Research Design

Aresearch design is a collection of techniques and steps used to gather and examine data
on the variables mentioned in a research challenge. This study uses a cross-sectional design
and a quantitative research methodology, in which the researcher gathers all the data at one
particular moment. It also examines how guests pick hotels based on the amenities and services
they receive. The researcher also consults journals and other papers linked to development to
make sure that the choice of hotels based on facilities and equipment in the hospitality sector

is appropriately identified.
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Data Collection

To gather, measure, and analyses precise study-related data for this investigation,
typical data collecting approaches that have been validated are used. A primary questionnaire
titled "Factors that Affect Customer Satisfaction with Service Quality in 3-Star Hotels in
Kelantan" was used to gather primary data. Researchers had used a site which is Google Form
to collect data and choose appropriate respondents to fulfil the questionnaires. The method
utilized in this study is simple random sampling, which facilitates the respondents by using a
straightforward survey. In the pilot project, 384 questionnaires were created for participants to
complete, with instructions on how to explain their responses in light of the assistance they
received at the time. The purpose of this pilot study is to gather insightful comments that will

help the researcher rewrite and enhance the publishing paper.

Sampling

The accessible participants for this study were chosen from a pool of individuals or
employees in the Malaysian hotel business using a non-probability convenience sampling
technique. Instead of choosing from the full population, convenience sampling is utilized since
it is quicker and less expensive. These surveys, which are generally filled out by students and
the general public, must be completed by respondents who subsequently must submit data

based on their answers.

Data Analysis

A well-liked computer tool to analyse quantitative data is called the Statistical Package
for the Social Sciences (SPSS). It can be used to create tabular reports with graphs and
incentive plots and to examine the collected data using the Pearson Correlation Coefficient
method. This study intends to determine the connection between organisational fairness,
limitations, trust, work autonomy, and employee performance as well as to assess the

relationship between the independent variable (IV) and dependent variables (DV).

FINDINGS

This study discussed the results of the data analysis that was done on the data obtained
from the survey. The data collected from 384 respondents were analysed to examine the factors

that influence customer satisfaction towards service quality in 3-star hotel in Kelantan. Besides
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that, the researchers were able to test the hypothesis and answer the research objective of the

study.

Demographic Profile

The demographics collected include gender, race, age, marital status, occupation and how often
do they stay in hotels in Kelantan. The result showed the major respondents are female with
274 respondents. Followed by race which is the majority of them are Malay with 156
respondents. Next, we have the age of the respondent mostly were 21-30 years old for 210
respondents which could be explain that this is their prime time in visiting other places whilst
staying in Kelantan hotel. Most of the respondents are single and unmarried for 262
respondents which is could be that they have more freedom to move without anyone holding
them back. Furthermore, most of them are students too for 192 respondents. The number of
how often they stay in hotel in Kelantan most answered were less than 1 time or had stayed
once would be 169 respondents. Therefore, most of the students that stayed in hotel once could

be choosing hotels as an alternative for a quick pit stop.

Descriptive Statistic

Figure 2 shows the total mean score and standard deviation of the variables for the
independent variables which were price, ambience and locations while the dependent variable
would be Customer Satisfaction based on service quality. For independent variable, the total
of mean scores and standard deviations would be ambience (mean=3.64, SD=1.03). The
following would be price (mean=3.48, SD=0.97) and the lowest of them would be location
(mean=3.59, SD=0.95). The dependent variable which is the customer satisfaction based on
service quality (mean=3.41, SD=0.73). In conclusion, ambience has the most influence on the

customer satisfaction based on service quality.

Table 1: Total Mean Scores and Standard Deviation

VARIABLES N MEAN STANDARD
DEVIATION

Price 384 3.48 0.97

Ambiance 384 3.64 1.03
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Location 384 3.59 0.95

Customer Satisfaction Based on Service 384 341 0.73
Quality

Reliability Test

The Cronbach’s Alpha Coefficient test are to see whether the study is reliable or not.
Based on Figure 3, it shows price has Cronbach’s value of 0.829. The second variable is
ambience with Cronbach’s value of 0.932 followed by the last independent variable which is
location for Cronbach’s value of 0.94. The dependent variable, service quality Cronbach’s
value would be 0.92. All four variables are considered consistent and therefore are reliable to

use in this study.

Table 2: Results of Cronbach’s Alpha Coefficient of price, ambience and location and

customer satisfaction on Service Quality in 3-Star hotels in Kelantan.

Independent Variable Dependant Variable Number of
Items
Customer's Satisfaction Towards Service
Quality
Price 0.829 10
Ambience 0.932 10
Location 0.94 8
Service Quality 0.92 10

Pearson Correlation

Figure 4, hypothesis 1 illustrates the relationship between price and customer
satisfaction on service quality in 3-Star hotels in Kelantan. The correlation coefficient of 0.580
suggested a moderate positive relationship between price towards customer satisfaction on
service quality in 3-Star hotels in Kelantan. The p-value of food price is 0.000 which is less
than the highly significant level of 0.001. Therefore, there is a significant relationship between

price towards customer satisfaction on service quality in 3-Star hotels in Kelantan.
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Hypothesis 2 illustrates the relationship between ambience towards customer
satisfaction on service quality in 3-Star hotels in Kelantan. The correlation coefficient of 0.596
suggested a moderate positive relationship ambience towards customer satisfaction on service
quality in 3-Star hotels in Kelantan. The p-value of food price is 0.000 which is less than the
highly significant level of 0.001. Therefore, there is a significant relationship between

ambience towards customer satisfaction on service quality in 3-Star hotels in Kelantan.

Hypothesis 3 illustrates the relationship between location and customer satisfaction on
service quality in 3-Star hotels in Kelantan. The correlation coefficient of 0.384 suggested a
weak but definite relationship between location and customer satisfaction on service quality in
3-Star hotels in Kelantan. The p-value of food price is 0.000 which is less than the highly
significant level of 0.001. Therefore, there is a significant relationship between location and

customer satisfaction on service quality in 3-Star hotels in Kelantan.

Table 3: Pearson Correlation of price, ambience and location and customer satisfaction on

Service Quality in 3-Star hotels in Kelantan.

Independent Variable Dependant Variable p-value
Customer's  Satisfaction Towards
Service Quality

Price 0.829 0.000
Ambience 0.932 0.000
Location 0.94 0.000

DISCUSSION AND RECOMMENDATION

H1: There is a relationship between price towards customer satisfaction on service quality in

3-Star hotels in Kelantan.

The result for hypothesis 1 has a positive influence on each other due to price fairness
can influence guests’ perception of value for their money. Xia (2007), price fairness is whether
a sellers’ price is reasonable or fair that evaluate by consumers. If price fairness does not apply
here, the tendency to switch to other hotel alternatives will be high because nowadays it is
easily accessible (Abrate, 2012) Having access to online booking applications in their

smartphone helps customers in making the right decision.
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H2: There is a relationship between ambiance towards customer satisfaction on service quality

in 3-Star hotels in Kelantan.

The result for hypothesis 2 has a positive influence on each other because of the
inclination of guests to stay in a hotel could depends on the ambience the hotel exudes. Jani
and Han (2014) looked into ambience as a moderator that affected the connection between
guests’ personalities and hotel assessments such as contentment, hotel images, and overall
loyalties. The role of the human five senses in making deductions on projecting the correct
ambience are significant to their satisfaction. D’ Astuous (2000) mentioned in his study that
ambience affected the five senses by defining the ambience is a term used to describe
conditions in the backdrop of an environment that are below the level of immediate

consciousness.

H3: There is a relationship between location towards customer satisfaction on service quality

in 3-Star hotels in Kelantan.

The result for hypothesis 3 shows a positive influence on each other due to the
accessibility of the hotel to the place of their desired destination. Xiang and Krawczyk (2016).
The accessibility of a hotel, such as the distance from urban area and tourist attractions is
typically correlated with its location. The hotel may be located where transportation would be
available for them 24/7 and is safe for them. Enz (2009) discovered a direct relationship

between a hotel’s location and its level of security and safety.

One of the recommendations that can be done to overcome customer origin is to
increase the sample size from different states by not just specific in the Kelantan area. The
researcher believes that customers who came from different states will have different
perceptions when they answer the questionnaire and may have relied on the perception of the
customers. This is because the customers that went to 3-Star hotel are not just people that live
in Kelantan, but we must consider the population from different states in Malaysia that came

to Kelantan as tourists.

Other than that, limit the age of the respondents to only 18 and above to answer the
questionnaire. This is because respondents at 18-year-olds and below did not have income to
support the fees such as hotel fees and amenities just yet. It is advised that future research

expand the age range of the sample to increase the generalizability of the findings based on the
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study's findings. This can be accomplished by actively seeking out and recruiting individuals

from a larger age range to ensure representation across all life phases.

The next one should use qualitative methods in collecting data from respondents. This
is because some respondents lacked the necessary information to complete the survey. Some
of them would rather have an interview session. It’s suggested for future research to consider
other factors other than price, ambience, and location in influencing customer satisfaction of
service quality in 3-Star hotels in Kelantan. The hotel facility or the type of room provided by
the hotel could be made as one of the variables because it has the efficiency of helping

understanding factors affecting hotel customer satisfaction.

On top of that, to deal with the respondents who, tend to answer neutral in the
questionnaire would be to give up on the possibility of neutral option. This way, the
respondents will be forced to choose a definite answer one way or another. The researcher may
want to opt for a more accurate mode of Likert-scale questionnaire which is by using the seven-
point Likert items. 7-point Likert scales are more precise, simpler to use, and a better

representation of the real opinion of the respondents

In addition, the researcher may only focus on a single location. In this study, the
researcher only focused on the Kelantan area. This limitation has restricted the generalizability
of hotels that are in other places with potentially varied customer expectations, cultural
influences, and service standards. So, the future research should be testify the effect of

geography on the phenomenon under inquiry, according to the study's conclusions.
CONCLUSION

To be conclude, this study carried out to investigate the relationship between price, ambience
and location towards customer satisfaction on service quality in 3-Star hotels in Kelantan. The
conceptual framework is developed using the reviewed literature. The researcher intended to
look into the relationship between the independent and the dependent variables. Survey was
conducted via online questionnaire and drew 384 respondents. The data was collected and
analysed by usage of descriptive statistics, reliability analysis, and correlation analysis using
SPSS software version 28 and 27. The overall variables were 0.9003 as a result of the reliability

analysis. As a result, the presented result is trustworthy and can be accepted in this study.
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ABSTRACT

“The world has been presented with a variety of modernity and technological sophistication
that can match human efficiency. Robots are among the technologies that can replace humans
in terms of daily work. But to what extent can these advanced robot capabilities meet and give
satisfaction to humans in their use, especially in industrial sectors such as the hospitality
industry where robots are now increasingly taking over all the tasks that were previously done
by humans. Research has shown that there are several factors that influence customer
satisfaction towards robotic service restaurants. The purpose of the study is to determine the
four main factors in knowing customer satisfaction with robot restaurant services. These four
factors are service efficiency, time saving, security and monetary value. For gathering
information and data, an online questionnaire has been distributed through social media.
Malaysian population is used, and samples have been taken to analyse the data to find answers
to this study. Scientific methods are also applied to obtain excellent results along with making
this study more practical and useful”.

Keywords: Customer Satisfaction, Time Saving, Service Efficiency, Security, Monetary

Value

INTRODUCTION

Numerous sectors around the world use robots nowadays, particularly in the restaurant
sector of the hospitality industry. Our daily lives now contain many robots (Ferreira, 2017).
The restaurant sector makes use of several different kinds of robots. For instance, a cook robot
oversees preparing various foods, and a host robot oversees welcome clients to the reception
area and directing them to their tables (Lu, 2019). Customers place orders, and a waiter robot
brings the food to the tables (Eksiri & Kimura, 2015). In 2014, Aloft Hotels debuted the A.L.O
" robotic butler or Botlr " in its Cupertino location, making it the first hotel chain to use robot
technology. The robot can deliver packages across the hotel. Robot service is already being
used in the restaurant and hotel industries in Arabic. Due in part to the fact that concepts of
mechanisation and self-administration are unquestionably playing a key role in the customer
experience, restaurant hotel robots in Saudi Arabia have become a popular technological trend
within the hospitality industry. The use of robots can lead to improvements in terms of speed,
cost effectiveness, and even precision (Insureqlik, 2021). In the core of Dubai's city centre, at
Umm Hurair 1, the restaurant known as "Drink and Spice Magic" is the first to employ the
services of a robot server named Ruby which is entertains and increases customers satisfaction
who visit his restaurant (AirTimes,2018).
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The main problem in this research that there is still less use of robot service in
Malaysian restaurants because it can have a negative impact on human employment
opportunities. In Malaysia, the use of robot service in restaurants can be said to be very
unsatisfactory because only some restaurants use the service. Only 50% of restaurants in
Malaysia use robot services because some restaurants do not meet the criteria, especially in
terms of the size of the premises (Berita Harian et al., 2022 This is evident since robots was
unable to perform tasks other than those programmed into their systems.

Significance Of the Study
Practical

This study will help hospitality sector entrepreneurs to build and sustain a good service
with a right choice when they want to decide an appropriate service to their customer. in another
practical aspect, it will open the eyes of hospitality sector operators to the use of advanced
robots from a positive or negative point of view.

Academic

This study reopens the gap of lack of research resources carried out by researchers in
matters related to this study and open space for their research to venture and deepen far in their
research. Besides, with this study, an increase in related reference materials or similar searches
can be accessed by researchers to carry out their future studies where’s this research will
provide information on customer satisfaction and factor also related to the use of robot’s
service.

LITERATURE REVIEW
Service Efficiency

Robotic service has grown in favor among customers and organizations. A serving
robot, a sort of service robot built for the primary purpose of serving and utilized in the
restaurant business, is a robot with a limited objective of "serving," as opposed to service robots
with a broad range of applications (Jang & Lee, 2021). When the serving robot brings the
requested meal to the front of the client's table, the customer places the food on the table
himself. The serving robot substitutes the serving that the employee must do, allowing the
person to deliver additional high-quality services while enhancing efficiency. It can also give
clients with a robot serving attraction and advertising impacts (Park, 2020). Service efficiency
(total length and delay time) expectations were considerably different for service-related
elements, with carry-out evaluated as the most efficient, followed by human delivery and
finally robot delivery. Notably, even though the specific robot for each meal delivery attempt
was not monitored, researchers and customer survey participants observed delivery robots
frequently halting for significant periods of time. Restaurants may benefit from robotics in a
variety of ways, including greater efficiency and production, improved safety and sanitation,
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and improved customer service. Furthermore, robots can help free up humans for other
activities or even allow organizations to run with fewer personnel.

Time Saving

Robots produce various benefits over human labour, one of which is time savings.
Reducing the amount of time required to complete a task, particularly in restaurants where
customer happiness is highly impacted, is known as time saving. Robots can work continuously
for 7 days a week, providing customers with any services in restaurants without becoming
weary. Due to their ability to work continuously and incredibly effectively, robots do not
require breaks or vacation days because robots are created to help human jobs (Robotworx,
2021). This allows businesses like restaurants to save time and money while also enhancing
the quality and value of their business. With the presence of this robot, it can indirectly reduce
the amount of time it takes for human labour to deliver and collect each order from clients by
a short amount of time. Given the rise in orders, most restaurants currently employ robot labour
since it saves time and gives the establishment an advantage over human labour, which requires
more time to move about while performing work in restaurants. As a result, this robot can
reduce delivery times overall and may even enable the restaurant to expand. Collaboration
between humans and robots can save time and resources on specific jobs (Amanz, 2021). Due
to the high number of robot employees, many managers of restaurant use them as staff because
there are many advantages obtained from human labour, especially in terms of time saving
(Soyacincau, 2021).

Monetary Value

Financial value can also be linked to an agreement in the payment of goods and services
according to economic value (Lo & Spash, 2013). Investing in something affects the decision
in the portfolio for monetary value (Amendinger et al., 2003). The use of this robot focuses on
the customer's reaction as a service value with the advanced technology available on the robot.
Blanche et al. (2021). Telemedicine is successfully addressed with the help of robots and robots
become an economic option in terms of telemedicine consultation systems. (Jang et al., 2020).
This causes telemedicine to affect the demand for the value of money to meet human needs.
This robot will also accelerate economic growth through business operations. This robot
service is also able to reduce the covid-19 infection for the process of economic recovery to
the value of money. The service sector contributes to the economy in monetary value,
especially in restaurants with good work results.

Security

Security is the state of being or feeling secure, free of fear, anxiety, danger, and
uncertainty. Something that provides or guarantees safety, tranquillity, or certainty, such as
protection or safeguard. Security is an outsourced service in which an outside company handles
and manages your security because robots can directly perceive and affect the physical world
(Webster’s New World College, Hougton Mifflin. 2014). Besides, security is especially
important in robotics. As autonomous systems interact with humans and robotic systems grow
more widespread, the necessity to safeguard these systems becomes crucial. As robots gain
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popularity in a wide range of disciplines and applications, increasing emphasis is being placed
on the safety and security aspects of robotic performance. The term "safety" typically relates
to human-robot interaction or the protection of the robot from physical injury (Jorge Pea
Queralta, Qingqing Li, and Tomi Westerlund. 2021). What is commonly overlooked is that the
safe operation of an autonomous robot is closely tied to the rigorous security of the data
involved includes mission order data.

Customers Satisfaction

Customer satisfaction is defined as the degree to which customers are satisfied with a
company's products, services, and capabilities. Customer satisfaction data, such as surveys and
ratings, can help a company decide how to improve or modify its products and services.
According to the Service robot acceptance model (sSRAM) proposed by (Stefanie Palunh,
Jochaen Wirtz, Werner H Kunz.2018), in addition to functional components like perceived ease
of use and utility influencing customer satisfaction, social-emotional and relational elements
are also important factors forming customer satisfaction of service robots (Marketing Metrics,
Paul Farris.2010). The number of customers, or proportion of all customers, reporting positive
experiences with a company, its goods, or services surpasses predetermined satisfaction goals.
Customer satisfaction as a 'person's emotion of joy or disappointment, which comes from
measuring a product's perceived performance or outcome versus his/her expectations'.
However, in the case of hospitality, experts have proposed that additional criteria may be
required to completely explain the adoption of robot technology (Go et al., 2020). For example,
may be impressed by the faster service provided by robots (Lee, 2011). Similarly, the novelty
of the robot service experience itself may boost client pleasure (Bello and Etzel, 1985; Duman
and Mattila, 2005). In restaurants, this means that order wait times can be significantly
decreased, perhaps leading to higher customer satisfaction by (Stefanie Paluch, Jochen Wirtz,
Werner H Kunz.2018.

Research Hypothesis
Ist Hypotheses:

H (1): There is relationship between service efficiency with customers satisfaction towards
robotic service restaurant in Malaysia.

The results of hypothesis H1 stated that there is a significant relationship between
service efficiency and customer satisfaction toward robotic service in the restaurant industry.
From the findings, it shows that it is moderately positive with a correlation coefficient of 0.529
at a p-value of 0.00 which is less than the highly significant level of 0.1. Therefore, H1 is
accepted.
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2nd Hypotheses:

H (2): There is relationship between time saving with customers satisfaction towards robotic
service restaurant in Malaysia.

This was answered by reviewing the outcomes of hypothesis H2. According to H2,
there is a significant relationship between time saving and customer satisfaction toward robotic
service in the restaurant industry. To the findings, the correlation coefficient is 0.689, and the
p-value is 0.00, which is less than the highly significant level of 0.1. Therefore, H2 is accepted.

3rd Hypotheses:

H (3): There is relationship between security with customers satisfaction towards robotic
service restaurant in Malaysia.

To answer this need to review and look at the result of hypothesis 3. H3 mentioned that
there is relationship between security with customer satisfaction towards robotic service
restaurant in Malaysia. From the findings, it is positive with the correlation coefficient of 0.70
while p value is 0.00 which is less than the highly significance level 0.01. As a result, H3 is
accepted.

4th Hypotheses:

H (4): There is relationship between monetary value with customers satisfaction towards
robotic service restaurant in Malaysia.

To answer RQ4, need to review and look at the result of hypothesis 4. H4 mentioned
that there is relationship between monetary value with customer satisfaction towards robotic
service restaurant in Malaysia. From the findings, it is positive with the correlation coefficient
of 0.68 while p value is 0.00 which is less than the highly significance level 0.01. As a result,
H4 is accepted.

69



Research Framework

Independent

SERVICE EFFICIENCY
(Adapted by Gronroos,
1984)

TIME SAVING
(Adapted by Lloyd, A. E.,
Chan, R. Y., Yip, L. S., &

Chan, A., 2014)

Dependent variable

\_ ) CUSTOMER SATISFACTION
e N
MONETARY VALUE
(Adapted by Tam, 2004)
\_ J
SECURITY

(Adapted by Bryd, K., Fan,
A., Her, E., Liu, Y., Almanza,
B., & Leitch, S. 2021

\_ /

Figure 1 : Conceptual Framework Adapted From Gronroos (1984), (Lloyd, , A. E., Chan,R. Y., Yip, L. S., &
Chan, A., 2014), (Tam, 2004), (Byrd, K., Fan, A., Her, E., Liu, Y., Almanza, B., & Leitch, S., 2021)

METHODOLOGY
Research Design

In this study, a quantitative method will be used to gain all the data through
questionnaires. A good research design aids in the resolution of the research topic. According
to Abutabenjeh and Jadara (2018), Babbie (2004) stated that the study design is a plan for the
researcher to determine what to observe and analyse, why, and how. To collect all the data for
this investigation, a quantitative method is used. The quantitative research method comprises
a variety of techniques for conducting systematic investigations of social issues using statistical

or numerical data.
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Data Collection

This research must clarify the data sources, data types, and methodology used during
data collections. For this research, before data can be measured, it could be necessary to
analysed once it is collected. For examples, it might be required to change questionnaire and
survey results from words to numbers. In this research use Google Form because it easy to
obtain responses without to ask face to face. There are random respondents who were chosen
to complete the questionnaires or survey were used to collect the data. The questionnaires will
be divided into Sections A and B, and they will each be represented in both English and Malay.
This questionnaire is about how customers can give answer or perspective about customers

satisfaction toward robotics in the restaurant.

Sampling

Sampling is the method used to choose this subgroup from the population, and this
subgroup is called as a sample. In this research, sampling method strategies which are
probability sampling technique. Probability sampling technique have many techniques, but
simple random sampling is suitable for this research. So, in this case the researcher use
questionnaire using social platform is Google Form and research give the questionnaire through
social media such as WhatsApp, Facebook, Instagram and more. This way is easier because of
people nowadays use smartphone to communicate. This method is helpful and suitable by using

simple random sampling.

Data Analysis

The data in this study was analysed using the Statistical Package for Social Science
(SPSS), version 28. SPSS is a piece of software that can utilise descriptive analysis and
correlation to describe the relationship between independent and dependent variables. SPSS
can convert data from Malaysian respondents into meaningful information. As a result, the
researcher benefits, and the reliability analysis aids in data interpretation. There are three types

of data analysis: reliability analysis, descriptive analysis, and Pearson's Correlation Coefficient.
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FINDINGS

Demographic Analysis
Table 1: Respondents’ Gender
Frequency Percent
Valid Male 192 50.0
Female 192 50.0
Total 384 100.0
Table 2: Respondents’ Age
Frequency Percent
Valid 18 - 25 year old 181 47.1
25 - 30 year old 104 27.1
30 - 45 year old 77 20.1
45 year old and22 5.7
above
Total 384 100
Table 3: Respondents’ Race
Frequency Percent
Valid Malay 220 57.3
Chinese 94 24.5
India 64 16.7
Other 6 1.6
Total 384 100.0
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Table 4: Respondents’ Education Level

Frequency Percent
Valid Primary School 3 0.8
Secondary School 69 18.0
Stpm / Diploma 139 36.2
Bachelor Of Degree 161 41.9
Masters 12 3.1

Table 5: Respondents’ Occupation

Frequency Percent
Valid Student 143 37.2
Self-Employee 92 24.0
Government Staff 89 23.2
Private Staff 56 14.6
Other 4 1.0
Total 384 100.0

Table 6: Respondents’ Income Level

Frequency Percent
Valid No Income 134 34.9
Below RM 1000 9 2.3
RM 1000 - RM 3000 182 47.4
RM 3000 - RM 5000 54 14.1
RM 5000 and above 5 1.3
Total 384 100.0
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Table 7: Respondents’ State

Frequency Percent
Valid Kelantan 54 14.1
Terengganu 27 7.0
Pahang 37 9.6
Johor 58 15.1
Melaka 8 2.1
Kuala Lumpur 24 6.3
Selangor 31 8.1
Negeri Sembilan 18 4.7
Perak 30 7.8
Kedah 26 6.8
Perlis 21 5.5
Pulau Pinang 11 2.9
Sabah 19 4.9
Sarawak 20 5.2
Total 384 100.0

Descriptive Analysis

Service efficiency

Table 8: Descriptive Analysis of Service Efficiency

NO. Item Description N Mean Level Of
Agreement
1. | Did you satisfied did with the 384 3.90 Agree

speed and efficiency of the robot
service you received?

2. | Did the efficiency of the robotic 384 3.62 Agree
service at the restaurant impact
your overall satisfaction with the

dining experience?

3. | The robot service was efficient in 384 3.88 Agree

meeting my needs.

4. | The robot service was easy to use 384 3.98 Agree

and navigate.
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Did you satisfied with the
accuracy of robotic service

provided.

384

3.93

Agree

Did robotic service function-able
to you nicely?

384

3.99

Agree

The robotic service responded
quickly to my queries.

384

3.91

Agree

I would use the robotic service
again in the future.

384

3.99

Agree

The robotic service met my
expectations.

384

4.00

Agree

10.

Overall, I am satisfied with the
efficiency of the robot service.

384

4.00

Agree

Average Mean

384

3.92

Agree

Time Saving

Table 9: Descriptive Analysis of Time Saving

NO.

Item Description

N

Mean

Level of

Agreement

The time-saving benefits of
robotic service in a restaurant are
more important to me than the

novelty of using a robot.

384

3.97

Agree

Did the robotic service save your
time?

384

3.79

Agree

Did the robotic service reduce
your waiting time in the
restaurant?

384

391

Agree

Are you satisfied with the time it
takes to receive your order when
using robotic service in a
restaurant?

384

3.91

Agree

Did you satisfied with the time it
took for your food to be prepared
and served by the robotic
system?

384

3.95

Agree

Did the robotic service save your
time compared to traditional
service methods?

384

3.94

Agree

The time-saving benefits of
robotic service in a restaurant
make me more satisfied with the
value of the food and service.

384

3.89

Agree

The speed of robotic service in a
restaurant is more important to
me than personalized service
from a human server.

384

3.89

Agree

I am willing to use a robot server
for faster service than a human
server in a restaurant.

384

3.92

Agree
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10.

I believed that the speed and
efficiency of robotic service in a
restaurant enhances my overall
dining.

384

3.98

Agree

Average Mean

384

3.96

Agree

Security

Table 10: Descriptive Analysis of Security

Item Description

N

Mean

Level Of

Agreement

I believe the robotic service is

reliable and trustworthy.

384

3.96

Agree

I feel comfortable interacting
with the robotic service.

384

3.74

Agree

The robotic service provides
clear instructions on how to use
it safely.

384

3.97

Agree

Did you satisfied with the
security measures of the robotic
service you have used.

384

3.99

Agree

I am confident that the security
measures in place for robotic
services are effective.

384

4.02

Agree

Did you satisfied the security
measures in place for the robotic
service in the restaurant.

384

4.00

Agree

Are you satisfied with the level
of training and knowledge
displayed by the restaurant staff
in regard to the robotic service.

384

3.92

Agree

I trust the security measures
implemented by the restaurant
for the use of robotic service.

384

3.99

Agree

I would recommend the
restaurant's robotic service to
others based on its security
measures.

384

4.02

Agree

10.

The presence of security
measures for robotic service in
restaurant enhances my overall
dining experience.

384

4.01

Agree

Average Mean

384

3.96

Agree
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Monetary Value

Table 11: Descriptive Analysis of Monetary Value

Item Description

N

Mean

Level of

Agreement

The cost of the robotic service in
the restaurant was reasonable.

384

3.91

Agree

I received good value for the
price I paid for the robotic
service.

384

3.75

Agree

Have you ever felt that the cost
of the robotic service in the
restaurant was too high for the
benefits it provides.

384

3.87

Agree

Did you will recommend the
restaurant to others based on its
cost or value for money for the
robotic service.

384

3.96

Agree

Would you be willing to pay
more for a restaurant that offers a
wider range of robotic service
options, such as automated
ordering, robotic food delivery,
and automated payment.

384

3.78

Agree

Would you be more likely to
visit a restaurant that offered a
discount or promotion for the use
of robotic service.

384

4.02

Agree

Do you agree that the cost of the
robotic service in the restaurant
is fair compared to the cost of
traditional human service.

384

3.93

Agree

Did the cost of the robotic
service affect your decision to
dine at this restaurant.

384

3.97

Agree

Did the price of the robotic
service influence your decision
to order more or less food or
drinks than you would have
otherwise.

384

3.91

Agree

10.

The cost of the robotic service
did not negatively impact my
overall satisfaction.

384

3.94

Agree

Average Mean

384

3.90

Agree
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Customer Satisfaction

Table 12: Descriptive Analysis of Customer Satisfaction

No. Item Description N Mean Level of
Agreement
l. Robotic service in a restaurant 384 3.90 Agree

improves the efficiency of my

dining experience.

2. Robotic service in a restaurant 384 3.70 Agree
increases my overall satisfaction

with my dining experience.

3. I find robotic service in a 384 3.83 Agree

restaurant to be impersonal.

4, Overall, robotic service in a 384 3.65 Agree
restaurant is more accurate than
human service.

5. I believe that a restaurant using 384 3.12 Neutral
robotic service cares less about
its customers.

6. I believe that a restaurant using 384 3.72 Agree
robotic service cares less about
its customers.

7. I feel comfortable interacting 384 3.86 Agree
with a robot in a restaurant
setting.

8. Overall, robotic service in a 384 3.84 Agree

restaurant increases the quality
of my dining experience.

9. I am willing to pay more for a 384 3.86 Agree
restaurant that uses robotic
service.

10. The availability of robotic 384 3.90 Agree

service in a restaurant increases
my overall satisfaction with the
dining experience.

Average Mean 384 3.74 Agree
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Reliability Analysis

Table 13: Results for Reliability Analysis

Item Description N. No. of items Cronbach’s Alpha
Service Efficiency 384 10 0.810
Time Saving 384 10 0.795
Security 384 10 0.765
Monetary Value 384 10 0.752
Customers Satisfaction 384 10 0.779

Pearson Correlation Analysis

Table 14: Relationship of factors that influence customers satisfaction towards robotic in restaurant

CS SE TS S MV
CS Pearson 1 5209%%* .642%* S552%%* O7T7H®
Correlation
Sig. (2-tailed) .001 .001 .001 .001
N 384 384 384 384 384
SE Pearson 5209%* 1 788** 746%* 682%*
Correlation
Sig. (2-tailed) .001 .001 .001 .001
N 384 384 384 384 384
TS Pearson .689%* 7188** 1 796%* 746%*
Correlation
Sig. (2-tailed) .001 .001 .001 .001
N 384 384 384 384 384
S Pearson 703%%* 746%%* 796%* 1 JTT2xE
Correlation
Sig. (2-tailed) .001 .001 .001 .001
N 384 384 384 384 384
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MV Pearson 677*E .682%* 762%* TT72%* 1

Correlation
Sig. (2-tailed) .001 .001 .001 .001
N 384 384 384 384 384

**_Correlation is significant at the 0.01 level (2-tailed)

DISCUSSION AND RECOMMENDATION

For demographic analysis:

The frequency and proportion of respondents' gender is shown above. A total of 384
responders are female 192, with a ratio of 50.0%. The total number of male responders is 192,
representing a ratio of 50.0%. The highest age frequency 181 (47.1%) respondents with the age
18 — 25-year-old. The age with the lowest frequency is 45 years old and above with only 22
(5.7%) respondents. The highest frequency race 220 (57.3%) of the 384 responders is Malay.
The lowest just 6 (1.6%) respondents for the last race, which is others. The education level of
respondents, a total of 161 (41.9%) respondents has a Bachelor's degree as their greatest level
of education. Primary School has the lowest frequency of respondents, with only three (0.8%).
The highest frequency respondents' occupations with 143 (37.2%) responders are student. The
lowest frequent occupation followed by others with 4 (1.0%) respondents. In income level of
respondents most of respondents are not earning with a frequency of 134 (34.9%) respondents.
The lowest frequency is followed by 5 (1.3) with an income level of RM5000 and above. The
highest frequency and the corresponding percentage values for each state is Johor where 58
occurrences which make up 15.1% of the total. The lowest is Melaka, just appears 8 times,

representing 2.1% of the total.

For descriptive analysis:

For service efficiency, the highest mean value is 4.00 which is for item “The robotic
service met my expectations” and “Overall, I am satisfied with the efficiency of the robot
service” refer to agree on level of agreement. The lowest mean is 3.62 refer to item “Did the
efficiency of the robotic service at the restaurant impact your overall satisfaction with the

dining experience?” also agree for level of agreement. For time saving, "I believed that the
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speed and efficiency of robotic service in a restaurant enhances my overall dining." the highest
mean in the range of means is 3.98, and their level of agreement is agreed. The lowest mean is
3.79 refer to item “Did the robotic service save your time?” with agree level of agreement. The
highest range of mean for security is 4.02 which are for item “Are you the security measures
in place for the robotic service in the restaurant” and “I would recommend the restaurant's
robotic service to others based on its security measures”. Both are agree in the level of
agreement. The lowest mean is 3.74 for item “I feel comfortable interacting with the robotic
service” and agree were mentioned. For monetary value, the highest mean is 4.02 with agree
level of agreement for item “Would you be more likely to visit a restaurant that offered a
discount or promotion for the use of robotic service” and the lowest mean is 3.75 with agree
level of agreement for item “I received good value for the price I paid for the robotic service”.
The highest mean for customer satisfaction is 3.90 and agree level of agreement which have
two item “Robotic service in a restaurant improves the efficiency of my dining experience”
and “The availability of robotic service in a restaurant increases my overall satisfaction with
the dining experience”. The lowest mean is 3.12 and the level of agreement is neutral for this

item “I believe that a restaurant using robotic service cares less about its customers”.

For reliability analysis:

The first one is service efficiency; the variable had a total of 10 items under it with
Cronbach’s alpha value of 0.810 with the internal consistency of good (0.9 > o > 0.8). The last
is monetary value, also with 10 items used as well under it and Cronbach’s alpha value for this

variable is 0.752. This value fall under the internal consistency of acceptable (0.8 > o> 0.7).

For Pearson Correlation Analysis:

The highest is the relationship between security and customer satisfaction toward
robotic service in restaurant. The interpretation of the value 0.703 means that the relationship
between those two variables is moderate positive correlation. The lowest is the relationship
between service efficiency and customer satisfaction toward robotic service in restaurant. The
interpretation of the value 0.592 means that the relationship between those two variables is

moderate positive correlation.
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Recommendations is the quantitative method is suited for this study because the goal is
to determine the elements that influence customer satisfaction with robotic service restaurants
in Malaysia. The second piece of recommendations is to choose respondents who are familiar
with the questionnaire. This will facilitate data collection and increase the number of sample
data. The last recommendation would be to increase the languages used for the questionnaire.
The 2 languages were used for the questionnaire which were Bahasa Melayu and English. It
would be more advantageous and beneficial if the questionnaire included languages such as
Chinese and Tamil for wider and better understanding. This could potentially increase

understandable languages in the questionnaire.

CONCLUSION

Finally, the purpose of this study was to look at the elements that influence customer
satisfaction with robotic service restaurants in Malaysia. Furthermore, other scholars
undertaking study on robotic service restaurants in Malaysia may find this paper useful. The
data obtained in Chapter 4 using the Statistical Package for the Social Sciences (SPSS) were
investigated further, and conclusions were formed. As a result, it is reasonable to conclude that
in Malaysian robotic service restaurants, there is a link between service efficiency, time
savings, security, monetary value, and customer enjoyment. As a result, it is believed that all
the information supplied throughout this research will assist parties involved in improving

robotic service in restaurants comparable to industrialised countries.
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ABSTRACT

The advent of social media platforms has had a significant impact on consumer behavior,
particularly in the realm of food purchasing choices. Among these platforms, TikTok has gained
immense popularity as a platform for sharing short videos, including those related to food and dining
experiences. This abstract delves into the influence of TikTok on customer purchase decisions
specifically regarding food, and examines the underlying factors that shape these decisions.
The research primarily aims to identify the factors that impact customers' purchase decisions in
relation to food on TikTok. It specifically focuses on attractiveness, confidence, and incentives as the
factors expected to play a role in shaping these decisions. The data for this study was collected using

a structured questionnaire and subsequently analyzed using SPSS data analysis software.

Keywords: The viral marketing role in directing customer purchasing decision regarding

food in TikTok
INTRODUCTION

This chapter serves as an introduction to the research conducted on the impact of viral
marketing on customer purchasing decisions specifically within the realm of TikTok food. It begins

by providing background information, stating the problem that the research aims to address,

presenting the research question and objective, defining the scope of the study, highlighting its
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significance, and providing definitions of key terms. The chapter concludes by summarizing the

content covered in Chapter 1.

Viral marketing is an innovative marketing strategy that leverages the power of internet users to
spread messages and attract new customers. It involves the creation of messages that rapidly circulate
within online communities, such as TikTok, in order to disseminate information and engage potential
customers. Previous studies have indicated that several factors contribute to the success of viral
marketing campaigns. These factors include the value of the product, its accessibility, the online
distribution strategy employed, the characteristics of the viral marketing team, and the target
audience. Additionally, trust, dependability, the desire to share content, and the attractiveness of the
viral message are all crucial elements. For instance, Wei (2014) discovered a positive correlation
between consumer incentives and attitudes toward viral marketing, and consumer attitudes toward
viral marketing significantly influence their intention to make a purchase. Furthermore, Francis
and Alexander (2015) established a positive causal relationship between consumers' propensity to

rely on wireless marketing techniques and the social aspects of viral marketing.

By conducting research in this area, the aim is to shed light on the impact of viral marketing
on customer purchasing decisions in the context of TikTok food. The chapter provides an overview
of the relevant background information, outlines the problem statement, presents the research
question and objective, specifies the scope of the study, emphasizes its significance, and provides

definitions of key terms. Finally, it summarizes the content covered in Chapter 1.

There are three objectives of this research:

1. To determine the attractiveness of the direction customer purchasing decisions food in

TikTok.
2. To determine the confident of the direction customer purchasing decisions food in TikTok.

3. To determine the incentive of the direction customer purchasing decisions food in TikTok.
Significance of the Study

Academic Aspects
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Academic exposure to online food platforms like TikTok can increase public awareness and drive
the online food market. This study benefits entrepreneurs, helps entrepreneurs market their

products, and directs customer purchasing decisions regarding food on TikTok.
Practical Aspects

This study aims to improve TikTok's marketing strategy for entrepreneurs to enhance their
products and attract consumers to purchase food online. By understanding the increasing number of
customers, entrepreneurs can promote their products and ensure they go viral on social media.

Promotions should be welcomed by customers to attract more customers.

LITERATURE REVIEW

PURCHASE DECISION

The process of making a purchase decision is a critical step in the consumer buying journey.
It involves carefully assessing various options and considering factors such as price, quality, features,
brand reputation, and personal preferences. This decision-making process can be influenced by
marketing messages, recommendations, online reviews, and past experiences. Nobel laureate Herbert
A. Simon argued that economic decision-making is a complex process, influenced not only by
rational considerations but also by emotions and non-rational factors. He suggested that the
assumption of perfect rationality should be replaced with a more realistic framework that accounts
for the cognitive limitations of individuals. Cognitive effort and decision-making time also come into

play as factors affecting the decision-making process.

The amount of time and effort invested in each stage of the decision-making process depends
on the perceived risk and motivations of the consumer. In instances of impulse purchases, consumers
may spend minimal time on information search and evaluation, resulting in spontaneous buying
decisions. This study aims to examine the factors that influence customer purchasing decisions, with

a particular focus on attractiveness, confidence, and incentives.
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ATTRACTIVENESS

Viral message content on TikTok is a powerful public marketing strategy that influences
buyers' choices by delivering humour and uplifting messages. Creative product marketing videos that
catch viewers' attention and make them want to buy products are also effective. Videos with specific
themes, viral music, and trademarks can make them stand out from the competition. Continuous
promotion of products through TikTok, such as discounts and freebies, increases sales and attracts

buyers, even if they initially don't intend to buy.
CONFIDENCE

Confidence is a belief in one's abilities, qualities, and judgments, characterized by self-
assurance and confidence in one's abilities and abilities. It is a state of confidence that stems from a
deep sense of self-worth and self-belief. Building and maintaining confidence can vary from person
to person and is influenced by factors like past experiences, achievements, support systems, mind set,

and personal growth.

Developing confidence involves setting goals, embracing failure as learning opportunities,
recognizing strengths and weaknesses, and engaging in self-care and self-reflection. Confidence is
crucial for personal and professional success, empowering individuals to express themselves, pursue
opportunities, and reach their full potential. It is also beneficial for businesses, as it helps customers

trust and engage with products, especially through viral marketing on social media platforms like
TikTok.

INCENTIVE

An incentive is a motivating factor that encourages specific behaviour or action. It can take
various forms, such as monetary rewards, discounts, bonuses, gifts, recognition, or privileges.
Incentives are used in various contexts, such as business, economics, psychology, education, and
marketing, to create a perceived value for individuals. They can encourage productivity, increase
sales, boost performance, foster loyalty, promote behaviour change, or achieve specific goals.
Effective incentives are tailored to the target audience, perceived as valuable and attainable, and the

timing and delivery of incentives play a crucial role in their effectiveness.
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Research Hypothesis

In this study, there were four hypotheses that have been indicated to study the research objectives

as following:
H1: Increase the rate of exposure to the buyer's decision related to food product.

H2: Consumer choice for food products is influenced by how attractive the message is to

influence the buyer's decision.

H3: Incentives used to determine the buyer's decision about food products have an effect

on consumers buying these products.

H4: Consumers' decision to buy food products is influenced by their confidence in the

facts that go viral in this industry.

Research Framework

To completing the analysis, a conceptual framework will be used to gathering the data in

research. This framework describes the relationship between independent variable and

dependent variable.

/" ATTRACTIVENESS |
N / \\
/" CONFIDENCE T - ' ‘
S —_— /" PURCHASEDECISION

T— - “ o/
' ™~ _ —
- INCENTIVE ) ~

A

89



METHODOLOGY

Research Design

A research design is a strategy for answering research questions using empirical data. A well-
planned design ensures methods align with objectives and appropriate data analysis. Research
designs can be divided into quantitative, qualitative, and mixed method research. In this study, a
quantitative research method will be used, which is the most selective and selective approach. This
method measures and collects data from various sources, using statistical and mathematical tools to

determine results.

Quantitative research designs are fixed and deductive, with variables and hypotheses clearly defined
in advance. This study uses both quantitative methods and questionnaires, allowing for easy

dissemination through an online platform.

Data Collection

The data collection procedure is a systematic process for gathering, recording, and acquiring data for
research, analysis, or informational purposes. It involves planning, designing instruments, selecting
methods, collecting data, and ensuring quality. Data collection is divided into primary and secondary
methods, with primary data collected through interviews, surveys, questionnaires, and experiments.

This study uses data to induce up to data-supported objectives and topics.

Using social media platforms like Instagram, Telegram, and What, researchers use Google Forms to
collect information efficiently and cost-effectively. The form is divided into three sections: Part A,
Part B, and Part C. Part A questions respondents about demographic segmentation, while Part B
discusses dependent variables and the stage of purchase decisions. Part C discusses the
independent variables of attractiveness, confidence, and incentive, which influence customer

purchasing decisions on TikTok.
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Sampling

This study uses probability sampling techniques, including simple random sampling, systematic
sampling, stratified sampling, and cluster sampling, to ensure the population resembles the
research. Simple random sampling is the most fundamental method, as it ensures equal probability
of being selected from a sampling frame for customer purchasing decisions on TikTok food. The
questionnaire includes essential questions and demographics, allowing respondents to easily

answer and collect data.

Data Analysis

Data analysis involves inspecting, cleansing, transforming, and modelling data to discover useful
information, inform conclusions, and support decision-making. It involves drawing inductive
inferences and distinguishing signals from noise. Analytical data is crucial for researchers to

understand the study, particularly in directing customer purchasing decisions on TikTok.

FINDINGS

DEMOGRAPHICS ANALYSIS
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GENDER

Frequency | Percent Valid Cumulative
Percent Percent
Valid Female 169 55.8 55.8 55.8
Male 134 44.2 44.2 100.0
Total 303 100.0 100.0
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The table presented the gender distribution of the participants. Out of the total of 303
respondents, 134 were male and 169 were female. This means that men accounted for 44.2% of the

respondents, while women constituted the remaining 55.8%.

AGE
Frequency Percent Valid Percent Cumulative
Percent

Valid | 18-20 42 13.9 13.9 13.9

21-23 193 63.7 63.7 77.6

24-26 33 10.9 10.9 88.4

27-29 12 4.0 4.0 92.4

30 and above 23 7.6 7.6 100.0

Total 303 100.0 100.0

The table displayed the distribution of respondents based on their age. The respondents were
categorized into different age ranges: 18-20 (42 respondents), 21-23 (193 respondents), 24- 26 (33
respondents), 27-29 (12 respondents), and 30 and above (23 respondents). The largest percentage of
respondents fell within the 21-23 age range, accounting for 63.7% of the total respondents. Following
that, 13.9% of respondents were in the 18-20 age range, 10.9% were in the 24-26 age range, 7.6%
were in the 30 and above age range, and the smallest percentage, 4%, consisted of respondents aged

27-29.

RACE
Frequency Percent Valid Percent Cumulative
Percent

Valid | Chinese 38 12,5 125 12.5

Indian 29 9.6 9.6 22.1

Malay 216 73 712 93.4

Other 20 6.6 6.6 100.0

Total 303 100.0 100.0

The table provided an overview of the respondents' racial distribution. A total of 303

individuals participated in the survey, representing different races. Among them, there were 38
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Chinese respondents, 29 Indian respondents, 216 Malay respondents, and 21 respondents from other
racial backgrounds. The largest proportion of respondents belonged to the Malay race, comprising
71.3% of the total. Following that, the Chinese respondents accounted for 12.5%, the Indian
respondents made up 9.6%, and the lowest percentage of respondents came from other racial

backgrounds, amounting to 6.6%.

LEVEL OF EDUCATION
Frequency Percent Valid Percent Cumulative
Percent

Valid DEGREE 224 739 73.9 73.9

DIPLOMA 12 4.0 4.0 T had

MASTER 3 1.0 1.0 78.9

SPM 34 11.2 11.2 90.1

STPM 30 9.9 9.9 100.0

Total 303 100.0 100.0

The table presented data on the distribution of respondents based on their level of
education. A total of 303 individuals participated in the survey, with varying educational
backgrounds. Out of these respondents, 224 held a degree, 12 had a diploma, 3 had a master's degree,
34 had completed SPM (Sijil Pelajaran Malaysia), and 30 had completed STPM (Sijil Tinggi

Pelajaran Malaysia).

The highest percentage of respondents, accounting for 73.9% of the total, had a degree.
Following that, 11.2% of the respondents had completed SPM, 9.9% had completed STPM, 4% had

a diploma, and the lowest percentage, 1%, had a master's degree.
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MONTHLY INCOME
Frequency Percent Valid Percent Cumulative
Percent

Valid | BELOW RM 1000 246 81.2 81.2 81.2

RM 1000-RM 45 14.9 14.9 96.0

2999

RM 3000-RM 12 4.0 4.0 100.0

4999

Total 303 100.0 100.0

The table provided an overview of the respondents' monthly income distribution. Among the

participants in the survey, the data revealed that 246 individuals had a monthly income below

RM1000. Additionally, 45 respondents reported a monthly income between RM1000 and

RM2999, while 12 respondents fell within the income range of RM3000 to RM4999.

The highest percentage, representing 81.2% of the total respondents, had a monthly income

below RM1000. The next highest percentage, 14.9%, belonged to those with a monthly income

between RM1000 and RM2999. The lowest percentage, at 4%, consisted of respondents with a
monthly income within the range of RM3000 to RM4999.

DESCRIPTIVE ANALYSIS
Descriptive Statistics
N Minimum [ Maximum [ Mean [ Std. Deviation 1
Attractiveness 303 1.43 5.00 4.8581 35224
Confidence 303 1.00 5.00 4.8432 37826
Incentive 303 1.00 5.00 4.8375 .39839
Purchase Decision 303 1.00 5.00 3.8713 74135
Valid N (listwise) 303

The table displays the data regarding the number of respondents, mean
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deviations for both the independent and dependent variables. Among the independent variables,
attractiveness had the highest mean ranking at 4.8581, closely followed by confidence at 4.8432, and
incentive at 4.8375. On the other hand, the dependent variable, purchase decision, had a mean ranking

of 3.8713..

REABILITY ANALYSIS

Variable Number of Cronbach’s Alpha Strength of
item coefficient Association

Attractiveness 7 0.932 Very strong
Confidence 8 0.943 Very Strong
Incentive 8 0.950 Very Strong
Purchase 5 0.841 Strong
decision

To assess the attractiveness variable's impact on purchase decisions related to food on
TikTok, a set of seven questions was utilized. The Cronbach's Alpha coefficient for this section's
questions yielded a result of 0.932, indicating a very strong level of internal consistency. Similarly,
for the confidence and incentive variables, a set of eight questions was employed. The Cronbach's
Alpha coefficients for these questions were found to be 0.943 and 0.950, respectively, signifying a

very strong level of internal consistency as well.

In the measurement of purchase decisions concerning food on TikTok, five questions were
used. The Cronbach's Alpha coefficient for this section's questions was 0.841, indicating a strong
level of internal consistency. This suggests that the coefficient obtained for these questions in

measuring purchase decisions regarding food on TikTok is also reliable.
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PEARSON CORRELATION

Corrvelation

Altractiveness Pearson correlation
Sig. (2-tailed)

Purchase Pearson Correlation

Decision Sig (2-Tauled)

H1: There is a significant relationship between confidence and purchase decision regarding food in

TikTok

The table shows relationship between attractiveness and purchase decision regarding food in
TikTok . The p-value of this variable shows 0.948, which means that it is very strong. It also indicates
that there is a positive and significant relationship between both variables. Therefore, the hypothesis

is accepted since there is a significant relationship between attractiveness and purchase decision

regarding food in TikTok.
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Correlation

Confidence Purchase
Decizion
Confidence Pearson correlation 1 B56%%
Sig. (2-tailed) 000
™ 03 an3
Purchase Pearson correlation D56** 1
Decision Sig. (2-tailed) 000
M 303 303

H2: There is a significant relationship between confidence and purchase decision regarding food in

TikTok

The table depicts the relationship between confidence and purchase decision regarding food
in TikTok. The p-value of this variable shows 0.956, which means that it is very strong. It also
illustrates that there is a positive and significant relationship between the variables. Thus, the
hypothesis 1s accepted since there is a significant relationship between confidence and purchase

decision regarding food in TikTok.
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Correlation

Incentive Purchase
Decision
Incentive Pearson correlation | 67
Sig, (2-tailed) 000
N in3 303
Purchase Pearson correlation o67T**
Decision Sig. (2-tailed) 000
N 03 a3

H3: There is a significant relationship between incentive and purchase decision regarding food in

TikTok

The table shows the relationship between the incentive and purchase decision regarding food
in TikTok. The p-value of this variable shows 0.967, which means that it is very strong. It illustrates
that there is a positive and significant relationship between the variables. Therefore, the hypothesis
(H3) is accepted since there is a significant relationship between incentive and purchase decision

regarding food in TikTok.

DISCUSSION & RECOMMENDATION

Attractiveness is important to customer purchasing decisions regarding food in TikTok based
on the study hypothesis. the p-value is 0.000, which is smaller than the 0.01 significance level. While

the correlation coefficient between attractiveness and purchasing decisions shows 0.948, there is a
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moderate positive and significant relationship between the variables. Therefore, hypothesis (H1) is
accepted. It can be shown that the results of the literature review can be trusted with the results of

this study.

Next, confidence is also significant to customer purchasing decisions regarding food in
TikTok based on the study hypothesis. the p-value is 0.000, which is smaller than the 0.01
significance level. While the correlation coefficient between confidence and purchasing decisions
shows 0.956, there is a positive and significant relationship between the variables. Therefore,
hypothesis (H1) is accepted. It can be shown that the results of the literature review can be trusted

with the results of this study.

Lastly, incentive is also significant to customer purchasing decisions regarding food in
TikTok based on the study hypothesis. the p-value is 0.000, which is smaller than the 0.01
significance level. While the correlation coefficient between incentive and purchasing decisions
shows 0.967, there is a positive and significant relationship between the variables. Therefore,
hypothesis (H1) is accepted. It can be shown that the results of the literature review can be trusted

with the results of this study.

There are a number of restrictions to take into account when conducting research on "The
Viral Marketing Role in Directing Customer Purchasing Decision Regarding Food in TikTok." First
off, there may be a gender imbalance in the results due to the male respondents' lesser sample size
(134) compared to the female respondents' larger sample size (169). This disparity might have an
impact on how well the findings apply to the wider population. Second, the findings' application to
other age demographics may be constrained by the substantial concentration of respondents (64%)
in the 21-to-23 age range. Furthermore, the distribution of respondents by race is unbalanced,
with a higher percentage of Malay respondents (71%) compared to other races, which could affect

how broadly the research findings can be applied to various ethnic groupings.

it's critical to overcome the gender gap in the responder sample. Compared to male

respondents, there were more female respondents in the survey. To provide a thorough knowledge of
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the relationship between viral marketing and customer purchasing decisions in the context of TikTok,

future study should try to attain a more equal representation of genders.

CONCLUSION

Overall, the research highlighted the significant role of viral marketing in shaping customer
purchasing decisions regarding food on TikTok. The findings provide valuable insights for
businesses and content creators to effectively engage TikTok users and influence their purchasing
decisions in the context of food marketing. Individual tastes and personal preferences continued to
play a significant role in the decision-making process because various consumers had varying
preferences for particular foods or flavours. Additionally, it has been discovered that providing
viewers with incentives like discounts, coupons, and promotional offers will encourage them to try

or buy the advertised food items.
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ABSTRACT

Intention of usage of online delivery services has emerged as one of the most significant
issues affecting student’s behavior today since it necessitates a high level of engagement
between contact personnel and specific clients and is largely dependent on meeting intangible
requirements. Additionally, the degree of client satisfaction with a company's services may
directly correlate with the degree to which workers are content with the responsibilities that have
been given to them. This research intends to determine the indicator of intention of usage of
online delivery services in student’s daily life by using factor which is time saving orientation,
convenience and peer influence. This study employed quantitative method which is using
questionnaire surveys which were distributed to all university students in Malaysia. Based on
the questionnaire distributed, a total of 384 respondents had been obtained and the data gathered
had been analyzed for descriptive, reliability and correlation by using Statistical Package for the
Social Sciences (SPSS) version 26. The discussion is due to the outcome of a survey in public

institutions of higher learning (IPTA) in Malaysia.

Keyword: Intention of usage, online, food delivery services, public institutions, higher learning
institutions (IPTA)

INTRODUCTION

Online food delivery service is actually a combination of the online platform nowadays
in meals and drinks sector. Online food delivery service is one of the classifications from e-
commerce that uses the method of online to offline business that means the consumers ordered
their product of food or drinks through the online platform and earn the product physically.
According to Purvis, Mao and Robinson (2019), they said that the rise of the online service
methods had change the world of the food industry in the aspect of the communication of the

customers and the food suppliers. This factors could make the food industry sustain such as
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economic, social, and also environmental. Also, the market of the e-commerce has experienced
rapid growth because of a number facets that impact customers to implement e-commerce tools.
As a precedent, the factor that plays the role is the work style of the consumer that consumes a
lot of time, the increase of the number of the retailers that use the online platform and the

awareness of the e-commerce application by the consumers nowadays.

Food delivering service started in 1995 in northern California by the company World
Wide Water also known as Waiter.com. According to Dosas and Samosas (2017), this service
expanded to several additional cities in the United States quickly after their first launching in
that year. By the late 2000s, many pizza chains had created the same mechanism in order of the
increase of smartphone usage among people. In 2015, the service grew to its highest level when
online ordering began taking phone orders, and today online ordering has started to become the

norm.

According to Pang (2017), in Malaysia, online food delivery service started in 2012 with
the Food panda’s platform, followed by Grab in 2018 and so on. The food delivery businesses
now have an easier time connecting with customers and promoting themselves, notably through
social media platforms like Facebook, Instagram, and Twitter, which is in accordance with
Malaysia's booming e-commerce sector. In this context, people can choose whether they want
their restaurant to be mentioned on one of the many independent websites that offer restaurant

reviews.
There are three objectives of this research:
» To identify factors influencing the university student to use online food delivery service:

I. To identify the relationship between time saving orientation and the usage of online

food delivery service.

II. To identify the relationship between convenience and the usage of online food

delivery service.

III. To identify the relationship between peer influence and the usage of online food

delivery service.
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SIGNIFICANCE OF THE STUDY

Food Delivery Service Company

From the food delivery service company point of view, this research can provide a
significant benefit which is the key factor of why university students are mostly using their
online service every day. By conducting this study, the potential companies can use this
opportunity to grow their business and may offer some deals to make sure their service offered

every day for the society and especially to the students.

University Student

Students can gain the benefits from this study especially the students that are using the
online food delivery service. With this study, the university student can identify the main factors
of why they are using this service and know the benefit of it. The students also will have an

awareness about the facilities of the service provided.

Future Researcher

From this survey, the future researchers can refer to this study as a guide to do better
research and advance what the researcher have done for this research. With all the points and
explanations, the future researcher can use it as a reference and expand the knowledge on the

area of study regarding on online food delivery service.

LITERATURE REVIEW

The Usage of Online Food Delivery Service

The most popular reason given by Chai and Yat (2019) for the apparent demand for
quick meals during or after a long workday is the use of online food delivery services. A variety
of readily available food delivery services save consumers from the stress of having to consider
about meals, beverages and snacks. Additionally, ordering food online can save time over going
to the restaurant. Online meal delivery services are quietly but steadily transforming the food
and beverage industry due to a number of factors, including the potential for business expansion,
increased employee efficiency, order accuracy, and the creation of enormous client databases
(Moriarty, 2016).

Fast food is typically served ready to be consumed and has expanded to constitute a

considerable proportion of overall nutritional intake (Burgoine et al., 2019; Mackenbach et al.,
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2019). A different ordering method that appears to be gaining popularity is using third-party
online ordering and delivery services, or online meal delivery companies (Maimaiti et al., 2018).
Online platforms are used by customers to make orders, which are then sent to restaurants where
the food is prepared and delivered to customers by couriers employed by the restaurant or the
online food delivery service (Yeo et al., 2017). However, the majority of the food cooked for
online food delivery services is done so at already-existing food outlet facilities (Allen et al.,

2020).

Time Saving Orientation

When using online FDI, clients' wants and needs vary. In context of technology adoption,
some studies found out that significant relationship among disposition and behavioral intention
to use online services (Ingham, 2017; Chang, Yan & Tseng, 2015). Particularly, as it addresses
in efficient analysis, consumers often to have "purchase time" during they purchase on the
internet (Jensen, 2012; Settle, 2002). The need to save time is an immensely significant
dimension on buyers' proclivity to use technology based on self-service (Meuter et al., 2003).
Most consumers desire to minimize their time commitments so that they can complete other
vital responsibilities promptly.

People occasionally explore themselves in short time based on routine consist of duty
and amusement, forcing them to seek solutions to circumvent time (Bashir et al., 2015; Settle &
Alreck, 1991). A lot of people detest the exertion necessary to get meals also need to queue in
eateries since of the contemporary hectic style of life. They ought to anticipate nourishment to
be handed over swiftly (Yeo et al., 2017) through the most essential elements that affects
individual’s behaviour in purchasing any item on internet (Khalil, 2004).

Internet shopping is supposed to conserve time because clients not required physically
forsake their homes to finalize a deal. As stated by Sultan and Uddin's (2011), time savings have
a positive impact on behavior demand for online purchasing. According to the study, a
substantial percentage of respondents said that internet shopping because they did not have to
squander hours like offline shopping while travel (which they should literally arrive at the store).
Alreck and Settle (2002) emphasized that physical buyer longer than online shopping since they
do not have to stand throughout the line. Based on Alreck (2009) observed that numerous clients
wished they can save more time in different research. Time savings have a highly beneficial
impact on behaviour intention to embrace online purchasing (Ganapathi, 2015; Zendehdel et al.,

2015).
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Convenience

By utilizing goods and services or making purchases, reduced non-monetary transaction
expenses are regarded as being more convenient, including time, energy and money (Chang &
Polonsky, 2012). Hours of operation, location, and phone, internet, or in-person accessibility all
affect how convenient something is (Meuter, Ostrom, Roundtree & Bitner, 2000; Seiders, Berry
& Gresham, 2000). Additionally, the most significant factor and benefits of convenience in
internet business services are exploring and possessing comfort (Hanus, 2016). When people
need to make an order, it is the most convenient since it saves them time from having to travel
to the location (Verhoef & Langerak, 2001).

Consumer convenience will concluded because it will impact customer loyalty (Dhurup,
2006). Consumers are bound to get inspired to use the composition on a regular basis once it
meets their convenience expectations. Users can employ the new, simple, and secure electronic
technologies, in line with the current trends (Kimes, 2011). Due to the flexibility of placing
orders and receiving delivery at any time, many prefer ordering food online versus doing it in-
person. Making takeout orders online offers various benefits, including preventing inadequate
client service and reducing in-store traffic (Chen & Hung, 2015; Katawetawaraks & Wang,
2011).

Both time and diligence convenience an important factors in influencing consumer
adoption of OFD services (Collier & Kimes, 2013). Customers that prioritize convenience
would constantly invest taking time and diligence into account (Zhou et al., 2007). They desire
to purchase at home to conserve time. Food delivery services are considerably safer and more
convenient for customers since they have the ability to place an order anywhere and anyplace.
The distribution platform will be designed to work with any mobile device, including

smartphones and tablets.

Peer Influence

Peer influence is established as occasions where only a person has an impact on or is
impacted by one or more persons at their age. Consumers adapt in reactions to their close
companions and colleagues, which is a prevalent concept in influence definitions. People can
evolve as a result of peer pressure, for better or worse. Peer influence is a meaningless concept
that can relate to any kind of change (Laursen & Veenstra, 2021). Thus, peer influence can be
viewed as instance in which one person inspires or is influenced by others in their own circle.
A recurring theme in definitions of influence is change people adjust to their acquaintances and

associates. Peer pressure has the power to either improve or damage individuals. Any kind of
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transformation might be referred to as peer influence, which is a general understanding. Society
pressure and socialization, which describe (respectively) peer impact is different from adaptive
and maladaptive change in this sense (Laursen, 2018).

Peer pressure implies coercion or persuasion, as opposed to socialization is an
expression with positive connotations that is meant to be the passing of knowledge and abilities.
Influence encompasses both concepts but is not the same as either. Influence presumes a shift
in direction. The study discovered that peers can play a more important effect in meal choice
than calorie labels. By virtue of peer pressure, FDA use has a significant impact on friends'
social interactions (Li, Mirosa & Bremer, 2020). The characteristics of the connection or group
dictate the direction of change as it aim. Peer influence almost often amplifies similarities
between friends and associates. Despite the likelihood of complimentary (Kindermann & Gest,
2018), there is no significant prove that peer interaction while adolescence supports divergent
roles and/or strengthens distinctions. In fact, youth join groups of people who are similar to

them and make friendships this is known as selection similarity.

Research Hypothesis

From this study, the variables such as Time saving orientation, Convenience and Peer
Influence was determined as independent variables, while the Usage of Online Food Delivery as
dependent variable. Based on the variable cited above, these hypotheses are created:
HYPOTHESIS 1:

= HO: There is no relationship between time saving orientation and the usage of online food
delivery service among university students.
= HI1: There is a relationship between time saving orientation and the usage of online food
delivery service among university students.
HYPOTHESIS 2:
= HO: There is no relationship between convenience and the usage of online food delivery
service among university students.
= HI1: There is a relationship between convenience and the usage of online food delivery
service among university students.
HYPOTHESIS 3:
= HO: There is no relationship between peer influence and the usage of online food delivery

service among university students.
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= HI1: There is a relationship between peer influence and the usage of online food delivery

service among university students.

Research Framework

Independent Variable Dependent Variable

Time saving orientation
(Chai & Yat, 2019)

Intention to use online
food delivery services
(Chai & Yat. 2019)

Convenience
(Chai & Yat, 2019)

Peer influence
(Bao & zZhu, 2021)

Figure 1: Conceptual Framework

METHODOLOGY

Research Design

A specific study design will be carried out by the researchers using a strategy and
framework called research design. A quantitative research approach will be applied in this
study's research design (Torchim, 2015). In addition, the quantitative methodology is the most
appropriate for carrying out this study. As a result, this strategy uses mathematical and statistical
method to determine results. This quantitative technique can be created through a questionnaire
survey or in-person interviews, according to Oxford Fajar (2013). This study employed
quantitative techniques and questions in order to distribute its large-scale research survey

through an internet platform.

Sampling Method
The sampling method is an approach that aids researchers in learning more about a
population from a sample of their findings by concentrating on a single individual. Instead, the
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researcher will choose sample by using probability random sampling from a whole sampling
frame of all eligible people. It is a sampling strategy in which the researcher chooses population
members depending on their evaluation (Saunders, 2019). Simple random sampling is a non-
probability sampling strategy. The main goal of the data collection phase is to distribute the
questionnaires created during the pilot phase to a sample of university students who were

representative of those who used online food delivery services.

Sample Size

The concept "sample size" refers to the small portion of the population that has been
chosen for a given study. To obtain information on the group, the researcher chooses and
contacts a representative group of people or components that fall inside the target demographic.
Based on the results, the researcher groups the characteristics of the population into features they
wanted. The word "sample survey" refers to the practice of surveying to collect data from a
sample.

The sample size for this study will be stated on the percentage of Malaysian university
students who used online food delivery services. This study’s population of 1,000,000 users of
university students will be focused on (Hennink, Kaiser & Weber, 2019). The study will decide
on the sample size by using the formula from Krejcie and Morgan (1970). According to chart in
Table 1, 1,000,000 people used the online food delivery services which are among university
students. This study therefore includes the largest sample, 384 respondents. Finally, 384 surveys

had been distributed to respondents to get their opinions.

Research Instrument

Research instrument is a device to measure and analyze data for a research. This study
used several past questionnaires in order to create a sound and solid research instrument. In this
questionnaire, there are several section. Section A is a survey question that asks about the
demographic profile. It asks about the details of the demographic for example gender, race,

religion, age range and educational attainment.

Next is Section B. In this section the questions asked are related to the dependent variable
that is the usage of online food delivery services. This dependent variable is being measured by
these survey questions and the outcome will be evaluated using a five-point Likert scale. 1
denoting "strongly disagree", 2 denoting "disagree", 3 denoting "not at all", 4 denoting "agree",

and 5 denoting "strongly agree".
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Then, Section C represented the independent variables that consisted of time saving
orientation, convenience and peer influence. To ascertain the link between all those independent
variables and online food delivery services, the researchers used studious, a tool created by
Daffodil International University and used by other scholars. These questionnaires employ a
five-point Likert scale with 1 denoting "strongly disagree", 2 denoting "disagree", 3 denoting
"not at all", 4 denoting "agree" and 5 denoting "strongly agree" to measure the first independent

variable.

Each of the dependent variable and independent variables in this study are related and
had been measured by using the 5 point Likert scale of “1 = Strongly disagree”, “2 = Disagree
”,“3 =Not at all”, “4 = Agree” and “5 = Strongly agree”.

Data Collection Method

This method is used to generate the data received into a numerical form and is being used
because the scale of the research is large. This study technique was chosen by the researcher for
a number of reasons, including its affordability, and ease of use. The researcher had distributed
the questionnaire to the targeted respondent by using Google Form. The researcher utilized the

online platform to collect all the data.

Data Analysis

Analysis of data is the process of evaluating data by carefully examining each component of the
information presented. Information from different sources are collected, inspected, and broken.
Next, the researcher used descriptive statistics, reliability statistics and Pearson's correlation to
evaluate the quantitative data. The data had been analyzed by using the Statistical Package for
the Social Sciences (SPSS) version 26.

FINDINGS

Descriptive Analysis

According to Kenton (2019), a descriptive statistic is a details that summarizes certain
data set, that signify a population or sample. In descriptive statistics, measurements of central
tendency and measures of variability (expansion) are separated. Measurement unit such as mean,

median, and mode are used, while to measure variability it used standard deviation and variance.
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Reliability Test

The reliability experiment use non-biased (error-free) and to ensure the accuracy of
calculation in different part of instrument (Kumar, 2013). Measurements are accurate to the
degree that they produce clear outcomes. Reliability is a critical contribution to validity, but it
is not an adequate term of rationality. The relationship between reliability and validity can be
demonstrated by a basic example of a weighing instrument. If the apparatus calculates erratically
from time to time, it is not correct and cannot be accurate. The reliability calculation is the way
instrument being calculated in achieving accurate measurement. Total of values is close to the

value (Cronbach, 1951).

Table 1.0: Score of Reliability Test

Variable Number of Reliability Comment
items Cronbach's Alpha

Online Food Delivery 5 0.746 Excellent
Time Saving 5 0.796 Excellent
Convenience 5 0.836 Excellent
Peer Influence 5 0.823 Excellent

Table 1.0 of the SPSS findings highlighted the importance of both independent and
dependent variables in this investigation. The Cronbach Alpha results for all variables
are Online Food Delivery (0.746). Time saving (0.796), Convenience (0.836) and Peer
Influence (0.823).

Demographic Profile

The online platform had assigned a total of 353 questionnaire sets. In this portion,
respondents' contextual profiles were presented. This section is on the respondent's demographic
profile and background: gender, race, religion, age, and educational background. According to
Table 1.1, 61.8% (n=218) of respondents are female and 38.2% (n=135) are male. According to
the table, the majority of the race's respondents are Malay, with 199 (56%) followed by Chinese,
with 60 (17%). Also, 48 respondents (14%) are Indian, while 46 (13%) are from other races.

According to the data, the majority of religion among those who responded is Islam,
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which has a frequency of 225 respondents (63.7%), followed by Christian, which has a
frequency of 50 respondents and a percentage of (14.2%). Furthermore, Buddhism had 49
respondents (13.9%), followed by other religions with 29 respondents (8.2%).

Based on Table 1.1, the respondents to this survey are mostly between the ages of 21 and
30, with a total of 261 (74%). This is followed by respondents under the age of 20 years old,
with 58 (16%). While the age group 31-40 years old had 23 replies (7%) and the age group 41-
50 years old had three respondents (1%). The age group over 51 years old has the fewest
respondents (8%).

Finally, Table 1.1 demonstrates that the majority of respondents (73.7%, n=260) had a
degree. This was followed by 73 respondents (20.7%) receiving a diploma. While 16 of the
respondents (4.5%) have a Master's degree. Last but not least, four respondents (1.1%) have a

PhD.

Table 1.1: Respondent Demographic Profile — Gender

Category Respondent’s Frequency | Percentage
Profile N=353 (%)
Gender Male 135 38.2%
Female 218 61.8%
Race Malay 199 56%
Chinese 60 17%
Indian 48 14%
Others 46 13%
Religion Islam 225 63.7%
Christian 50 14.2%
Buddhism 49 13.9%
Others 29 8.2%
Age Less than 20 years 58 16%
Group old
21-30 years old 261 74%
31-40 years old 23 7%
41-50 years old 3 1%
51 years old and 8 2%
above
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Education Diploma 73 20.7%

Level Degree 260 73.7%
Master 16 4.5%
PHD 4 1.1%

Hypothesis Testing

In this part, three (3) possibilities were provided. The first hypothesis establishes a
favorable association between university students' time-saving orientation and their use of online
meal delivery services. The second hypothesis investigates the association between convenience
and university students use online food delivery services. The third hypothesis looks into the

relationship between peer influence and university students use of online meal delivery services.

Table 1.2: Summary result of Spearmen Correlation Coefficient.

Hypothesis Result Findings of Data Analysis
H1:  There is a relationship r=0.622,p= H1: Accepted
between time saving orientation 0.000

and the usage of online food

delivery service among university

students.
H2: There is a relationship r=0.677,p= H2: Accepted
between convenience and the 0.000

usage of online food delivery

service among university students.

H3:  There is a relationship r=0.600,p= H3: Accepted
between peer influence and the 0.000
usage of online food delivery

service among university students.

The table above summarize the findings of this research. Following are some of the
hypotheses that have been tested for this study:

Hypothesis 1 (H1) proposed that time saving have relationship with the usage of online
food delivery service among university students. The finding shows in table where it stated the
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value of Spearmen Correlation Coefficient, which is r=0.662, p = 0.000. Thus, the result accepts
hypothesis 1 (H1), whereby time saving is positively significant with the usage of online food
delivery service among university students.

Furthermore, Hypothesis 2 (H2) proposed that convenience have relationship with the
usage of online food delivery service among university students. The finding reported in Table
1.2 revealed that the recorded value of Spearmen Correlation Coefficient, which isr=0. 677, p
=0.000. Thus, the result accepts hypothesis 2 (H2) whereby convenience is positively significant
with the usage of online food delivery service among university students.

Lastly, Hypothesis 3 (H3) anticipated that peer influence has a relationship with the
usage of online food delivery service among university students. According to the finding stated
in Table 1.2, the findings demonstrated that the value recorded in Spearmen Correlation
Coefficient, r = 0. 600, p = 0.000. Thus, the result accepts hypothesis 3 (H3), whereby peer
influence is positively significant with the usage of online food delivery service among

university students.

DISCUSSION AND RECOMMENDATION

The initial goal of this research is to investigate the variables impacting the use of online
food delivery services. It can be concluded that there is a considerable correlation among
university students' preference for time savings and their use of online food delivery services.
Encouragement for using an online food delivery service is provided by the first independent
variable. The effect of the correlation between the independent and dependent variables stated
that hypothesis H1 is reflected. The majority of respondents agreed that the person delivering
meals should not be very busy because this may cause a delay in delivery.

Next, objective is focuses on identifying the connection among convenience and the
usage of online food delivery service. The results show that convenience positively relates to the
usage of online food delivery services. The result of the relationship between the independent
and dependent variables reveals the H2's reflection. The majority of responders concurred that
they are certain that timely deliveries of meals will win them over and keep them using the online
food delivery service. They also agreed that their expectation that online food delivery services
would cover a large area will increase their purpose to use online food delivery services. The
respondents acknowledge that relationship between convenience and the usage of online food
delivery service among university students.

The third goal of the research is to discover the relationship between peer influence and

the usage of online food delivery services. Based on the data analysis, both peer influence and
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the usage of online food delivery services have beneficial relationship. It displays how H3
captures that there is a positive relationship between peer influence and the usage of online food
delivery services.

Some empirical elements have been identified and can have a bearing on university
students in Malaysia's use of online food delivery services. For the sake of progress, the research
for further studies, certain recommendations were made. The researchers might do additional
research into the variables affecting university students' usage of online food delivery services.
This is a crucial topic of research because it can provide light on how university students'
behaviours are evolving and how they are adjusting to the digital world.

The current study has identified several factors influencing university students' usage of
online food delivery services, such as time saving orientation, convenience and peer influence.
However, there are likely to be other factors that have not been identified in this study. For
instance, the impact of social media on the usage of online food delivery services could be
further explored. Additionally, the impact of cultural and regional differences on the usage of
online food delivery services could be investigated.

Furthermore, the current research has focused on university students in one country. It
seems to be intriguing in extend the research to other nations to see if the same factors influence
the usage of online food delivery services. Additionally, the study could be extended to other
age groups to see if the same factors influence the usage of online food delivery services among
them.

In a nutshell, it is thought that additional investigation into the variables affecting
university students' usage of online food delivery services is necessary. Such studies might offer
insightful information about how university students are changing their behaviour and adjusting

to the digital era.

CONCLUSION

This study examines the factors influencing the usage of online food delivery services
among university students. It looks at the motivations and preferences of university students
when it comes to online meal ordering, as well as the variables that affect their choice to use
online food delivery services. The research looks at the effects as well of time saving orientation,
convenience and peer influence on the usage of online food delivery services. Finally, the study
looks at the potential implications of the usage of online food delivery services for university

students. The results of the study suggest that time saving orientation, convenience and peer
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influence are the main factors influencing the usage of online food delivery services among
university students.

The entire goal of this study has been accomplished, in summary of the reliable
knowledge. Nearly all of the respondents stated that they intended to use an online food delivery
service as the outcome of experiences, which were mostly influenced by time saving orientation,
convenience and peer influence. When they used the internet for food delivery services, they
delighted and loved it.

This study's sample size is rather small because the researcher simply used a Google
Form to collect responses from Malaysian public university students. An accurate message could
be delivered quickly to a large number of the intended audience by a Malaysian public university
student. In order to get over this problem, a future study in this area needs to increase the sample
size, conduct a more thorough analysis of the factors impacting university students' usage of
online meal delivery services, and produce a more accurate study conclusion.

Considering the previous chapter's recommendations, several empiric factors have been
established that decide there are likely to be other factors that have not been identified in this
study. For instance, more research may be done on the impact of social media on the usage of
online food delivery services. Additionally, it may be studied how cultural and regional
variations affect people's usage of online food delivery services.

Latest research has also concentrated on university students in a single nation. If the same
characteristics affect the usage of online meal delivery services, it would be fascinating to
expand the study to other nations. The study might also be expanded to other age groups to see

if the same criteria apply to how often other ages use online meal delivery services.
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ABSTRACT

This study examines the relationship between service quality, fast food restaurant,
tangibility, reliability, assurance, empathy and responsiveness which is the main factor that
plays an important role in ensuring customer loyalty towards fast food restaurants among
Malaysians. We are using quantitative methods which is using questionnaire surveys were
distributed to all layers of Malaysians regardless of race and age. Based on the questionnaire
provided, we obtained a total of 384 respondents and the data gathered and analyzed for
descriptive, reliability and correlation using SPSS version 26. In this study, the reliability test
is one option to discuss the pilot test which is to know that the question is valid for the variables.
Next, the Pearson correlation identifies the relationship between tangibility, reliability,

assurance, empathy, responsiveness and customer loyalty in Malaysia’s fast-food restaurants.

Keywords: Service Quality, Fast Food Restaurant, Tangibility, Reliability, Assurance,

Empathy, Responsiveness

INTRODUCTION

Fast food restaurant is a type of restaurant that serves food and drinks that are ready to be served
quickly. Fast food generally has a standardized preparation and cooking process, so it can be
served quickly to customers. Fast food outlets, sometimes referred to as quick service
restaurants (QSR) in the business. This restaurant has certain features in its business which are
specialising in fast meal fare and providing scant table service. Fast food companies typically

serve cuisine that is "sweet meat diet" friendly and has an affordable menu.
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Fast food restaurants are typically a part of a chain of eateries or franchise businesses that
supply each restaurant with standardised ingredients or partially produced food and supplies
via a controlled supply system. There are many fast food restaurant companies today such as
KFC, Mc Donald, Subway and others. Those fast food companies are the largest and most
numerous in the world. Every country in the world, including Malaysia, has its franchise and

restaurants are multinational corporations.

There are objectives of this research:

This research is aiming to accomplish the following objectives:

1. To identify the attribute of service quality in influencing customers to visit fast food

restaurants.

a. To identify the relationship between tangibility and customer loyalty towards fast food

restaurants in Malaysia.

b. To identify the relationship between reliability and customer loyalty towards fast food

restaurants in Malaysia.

c. To identify the relationship between assurance and customer loyalty towards fast food

restaurants in Malaysia.

d. To identify the relationship between empathy and customer loyalty towards fast food

restaurants in Malaysia.

e. To identify the relationship between responsiveness and customer loyalty towards fast food

restaurants in Malaysia.
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SIGNIFICANCE OF THE STUDY

Researchers

This study explores the importance of the service quality toward fast food restaurants
surrounding Malaysia people. This part uses five dimensions which are tangibility, reliability,
assurance, empathy and responsiveness to take out the perceived service quality of fast food.
Researchers use a lot of material like media social, and technology to investigate customer

satisfaction which will lead to customer loyalty.
Owners

This study will provide information about the customer’s loyalty in fast food restaurants in
Malaysia. The study clarified the problems that fast food restaurants faced. Fast food
restaurants are one of the main choices where a million people use to get some food. Indeed,
fast food restaurants have numerous advantages and disadvantages for everyone. Therefore,
fast food restaurant operators can use the information obtained from this study to ensure

customer loyalty towards their restaurant.

LITERATURE REVIEW

In order to present a balanced perspective that contains conflicting evidence,
discrepancies, established and latest thinking, a literature review must be an insightful, unique,
and yet objective summary of the data (Catherine L Winchester, 2016). The systematic
literature research goes beyond a quick evaluation of literature and requires more than just a
few succinct bullet points. It is an extension of the information gathering that may be done to
obtain a personal viewpoint into the history of a topic. Performing a literature review is
essential for coming up with research ideas, incorporating what is known about a subject,
finding potential knowledge gaps, and determining how the study could contribute to a deeper

understanding of the subject (Mark Salji, 2016).

Service Quality

Measure of how well a company meets consumer expectations in terms of the services
it provides. In comparison to their consumer’s expectations, customers purchase services. The
level of service in fast food restaurants can vary depending on a multitude of variables, such as

the restaurant chain, the location, the management style, and specific staff members. In fast
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food restaurants, there are some common elements that contribute to the overall service quality.
One of the key elements in determining an organization's performance and greater efficiency
is customer happiness in general. The SERVPERF instrument's definition of customer

satisfaction is used in this essay. (Cronin and Taylor, 1992)
Fast Food Restaurant

An industry term for a specific kind of the term "quick-service restaurant" (QSR) refers
to a restaurant that sells fast food and provides minimal table service. These places often of a
set menu and limited table service, which encourages guests to place their orders, pay, and get
their food quickly. The fast food restaurant business is growing rapidly in this decade. Example

for fast food restaurants is McDonald’s, KFC, Pizza hut, and Subway.

Tangibility

What is meant by "tangibility" is the outward look of physical facilities, including the
equipment, personnel, and written materials offered by the service provider. (Blose &
Tankersley, 2004). For instance, the appearance of the staff and the hygiene of fast food
restaurants. Tangibility is a term frequently used in business and marketing to refer to a product

or service's tangible qualities that buyers can actually experience.
Reliability

In a fast food restaurant, reliability refers to the business's dependable and constant
performance in providing its goods and services. It includes a number of crucial components
that provide a dependable client experience. The way a service provider responds to a
customer's issue and provides the appropriate service as requested and at the scheduled time
are all factors in reliability (Blose & Tankersley, 2004). For example, customers will
believe what they see in the advertisement and they will accept that they can get the same as

the advertisement.
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Assurance

Described as the extent to which service providers are knowledgeable, courteous, and
able to engender confidence. Restaurant customers feel secure when transacting in money there
since the staff members are kind, informed, and welcoming. Additionally, the assurance
dimension comprises the following: customers feel secure in their transactions; employees
regularly show consideration for customers; and staff are knowledgeable enough to respond to

customers' inquiries (Parasuraman et al., 1988).
Empathy

Empathy is the staff members' tenderness and love for the client (Zeithaml et al., 1990).
Empathy is important because the staff needs to understand the customer’s thoughts and
emotions. In addition, by filling in knowledge gaps, empathy enables businesses to engage with

their customers more effectively.

Responsiveness

Refers to how quickly and attentively a business responds to customer requirements,
requests, and concerns. Responsiveness is depending on how ready the service provider or its
staff is to satisfy the expectations of their customers (Saghier & Nathan, 2013). It entails taking
the initiative to deliver effective and beneficial customer service. Customer satisfaction and

referrals are both positively correlated with responsiveness.

Research Hypothesis

A hypothesis ought to be reasonable, testable, and take into consideration the most recent
findings and research techniques. A forecast or a hypothesis is also a statement of the
relationship between two variables. It suggests that an independent variable and a dependent
variable are causally related. As a result, the research suggests:

Hlo: There is no relationship between tangibility and customer loyalty towards fast food
restaurants in Malaysia.

H1a: There is a relationship between tangibility and customer loyalty towards fast food
restaurants in Malaysia.

H2o0: There is no relationship between reliability and customer loyalty towards fast food

restaurants in Malaysia.
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H2a: There is a relationship between reliability and customer loyalty towards fast food
restaurants in Malaysia.

H3o0: There is no relationship between assurance and customer loyalty towards fast food
restaurants in Malaysia.

H3a: There is a relationship between assurance and customer loyalty towards fast food
restaurants in Malaysia.

H4o: There is no relationship between empathy and customer loyalty towards fast food
restaurants in Malaysia.

H4a: There is a relationship between empathy and customer loyalty towards fast food
restaurants in Malaysia.

H5o0: There is no relationship between responsiveness and customer loyalty towards fast
food restaurants in Malaysia.

H5a: There is a relationship between responsiveness and customer loyalty towards fast

food restaurants in Malaysia.

Research Framework

Figure 1 shows the conceptual framework about measuring perceived the service quality
toward customer loyalty in Malaysia fast food restaurants. The dependent variable for this
research is customer loyalty in Malaysia fast food restaurants, and this is 5 dimensions of
independent variable in service quality that conclude which are tangibility, reliability,

assurance, empathy and responsiveness.
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Figure 1 : Conceptual Framework
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METHODOLOGY
Research Design

In this study, the researcher used a quantitative research method. In addition, the quantitative
approach is the most appropriate research method to conduct this research. This method is an
organized way to measure and gather data from different sources. While this method also has
statistics and mathematical tools to determine the results. In addition, quantitative can be
determined by the relationship between the cause of the issue and the factors affected by the
issue. Based on Oxford Fajar (2013), this quantitative method can be developed through
questionnaires or face-to-face interviews. In this study, the researcher will make more use of
online platforms to conduct questionnaires and quantitative methods because they can be

disseminated on a large scale.

Data Collection

The researcher used the main data approach for this investigation. Data that has never been
seen or that has never existed before is referred to as primary data. Primary data is the outcome
of the initial investigation. Primarily, primary data collection and analysis take more time.
Primary data collection techniques come in two flavours: quantitative and qualitative. The
researcher then used a questionnaire to gather data. This is due to the researcher's employment
of a quantitative research methodology. Additionally, because they are standardised, surveys
are less expensive than other approaches and simpler to manage. Data concerning numerical
variables make up quantitative data, used to verify or put to the test theories and premises. A
subject's generalizable facts can be established using this research technique. Common
quantitative techniques include experiments, observations that are recorded statistically, and
thorough investigations. Finally, the researcher uses Google Forms to implement data

gathering through internet channels.

Sampling

Sampling is a research strategy in which data is collected from a segment of the population in
order to make conclusions about the entire population. A "population" in this sense is often
referred to as a "universe." According to Sedgwick, 2013, to describe study participants, there
are two different sampling techniques that might be utilised: Random samples (sometimes

called probability samples) and non-random samples (sometimes called non-probability
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samples). Therefore, the number of people is large, the technique used by the researcher in the

survey, and the population is a random sample that is not a probability sample.

Researchers utilise convenience sampling as a technique to get information for market
research from a preexisting pool of respondents.. The data collected using this sample is used
exclusively for scientific research purposes. This sampling approach relies on criteria such as
ease of contact, ease of contacting the group, willingness of respondents to participate, low
cost, inexpensive method, and ease of conducting the survey. In addition, a questionnaire
should be prepared for all individuals who participate. This sample is conducted for 384
respondents where everyone can participate because the researcher wants to collect data from
everyone throughout Malaysia. The target population is Malaysians. Overall, this method is

related to surveys.

Data Analysis

Data analysis is a method for assessing information using intellectual and scientific thought to
investigate all aspects of the provided information that must be resolved. Information from
various sources is collected, reviewed and categorized to determine the final outcome or type.
With the sophistication of the computer, the researcher's information collected in this analysis
will be analyzed using the Social Science statistical package Version 24 (SPSS). IBM SPSS
version 24 is a set of comprehensive statistical tools to process statistical data and generate
various results to answer research objectives. Next, the researcher used descriptive statistics,

reliability statistics and Pearson's correlation to evaluate quantitative data.
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FINDINGS

The Respondent's Demographic Profile

Table 1: Demographic Profile of Sample

Characteristic Frequency %
Gander Male 123 32
Female 261 68
Age 20 — 25 years old 326 84.9
26 — 30 years old 25 6.5

31 —35 years old 11 2.9

35 — 40 years old 10 2.6

Above 40 years old 12 3.1
Race Malays 341 88.8
Chinese 29 7.6

Indian 9 2.3

Iban 5 1.3
Marital Status Married 40 10.4
Single 344 89.6
Education Level SPM / STPM 49 12.8
Diploma 67 17.4
Degree 262 68.2

Master 6 1.6

Occupation Full-Time Employee 72 18.8
Part-Time Employee 24 6.3

Unemployed 4 1

Self — employed 13 34
Student 271 70.6

Table 1 presents an overview of the responder profile. First of all, look at the gender of
the respondent. As humans know that there are only two genders, male and female. The total
number of male respondents is 123, while the total number of female respondents is 261. A
total of 384 respondents participated in this study, with 32% of them being male and the

remaining 68% being female.
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Next, also look at the age of the respondents found in the study. There were 384
respondents which consisted of 326 respondents from the category 20 - 25 years old
respondents equal to 84.9%, respondents from the category 26 - 30 years old respondents equal
to 6.5%, respondents from the category 31 - 35 years old respondents equal to 2.9%,
respondents from the category 35 - 40 years old respondents equal to 2.6% and respondents
from the category 40 years old and above respondents equal to 3.1% had responded to
questionnaire. Then, went to the race and the researcher found that there were 384 respondents
who consisted of 341 respondents equal to 88.8% for the category of Malays, 29 respondents
equal to 7.6% for the category Chinese, 9 respondents equal to 2.3% for the category Indian

and 5 respondents equal to 1.3% for the category Iban had responded to the questionnaire.

After that, the data was shown that the single status consumes more fast food which is
344 respondents equal to 89.6% compared to the married status which is only 44 respondents
which is equal to 10.4%. Besides, the educational level shows there were 384 respondents who
were consisted of 49 respondents equal to 12.8% for the category SPM / STPM, 67 respondents
equal to 17.4% for the category Diploma, 262 respondents equal to 68.2% for the category
Degree and 6 respondents equal to 1.6% for the category Master had responded to
questionnaire. Finally, Table 1 shows the respondents by occupation. The total number of
respondents is 384 respondents. Respondents for full - time employee is 72 respondents equal
to 18.8%. Then, respondents for part - time employee is 24 respondents equal to 25.0%. Next,
respondents for unemployed is 4 equal 1.0%, and respondents for self - employed is 13
respondents equal to 3.4%. The last respondents are students with the 271 respondents equal

to 70.6% who contributed to this study.
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Reliability Test

Reliability analysis was used to measure the reliability of questionnaires. Before discovered
the actual questionnaire, researcher had performed in pilot test section, which is conduct 30
respondents to test before the questionnaire was distributed to 384 respondents. This is to know,
that the questionnaires are reliable and validity of the variable. Cronbach's Alpha analysis was

used to evaluate the data in order to guarantee the reliability and coherence of information.

Table 2: Result of Reliability Test

Variable Number of  Cronbach's alpha Strength of
Item coefficient association
Customer loyalty in Malaysia’s 4 0.841 Very good

fast-food restaurants

Tangibles 4 0.853 Very good
Reliability 4 0.874 Very good
Assurance 4 0.858 Very good
Empathy 4 0.825 Very good
responsiveness 4 0.865 Very good

Table 2 above is a measure for the dependability of dependent and independent
variable analyses in pilot tests. The questionnaire has a Cronbach's alpha more than 0.6,
which is over the threshold for good and dependable reliability. As a result, the test can be
applied and accepted in this study, according to the results. Next, there were four questions
in the dependent variable, which is customer loyalty in Malaysia fast food restaurants. This

section's the Cronbach's Alpha coefficient result is 0.841, which is considered to be very

132



good. As a result, the responses to the variable's questions' coefficients were valid and
supported. There are five independent variables in a reliability analysis. The quantifiable

variable was measured using four questions.

Table 2 also showed that, this question had a very good Cronbach's Alpha score of
0.853. Then, the coefficient obtained for the questions in personal variable were reliable.
The second variable in Independent Variables is reliability and have four questions
correctly, thus the Cronbach’s Alpha value for these sections is 0.874 and the remark is
very good. The other Independent Variables is assurance and empathy which also have four
questions. Therefore, the coefficient obtained for these questions were also reliable. The
result in Cronbach's Alpha is 0.858 and 0.825, and it is very good. Responsiveness was
identified as the last item in the Independent Variables and has four questions in this section.
Besides, the coefficient obtained from the result is 0.865 and it is very accepted. Last, all
of the response was very well comprehended and accepted in this study, as shown by the

reliability,

Descriptive Analysis

The mean and standard deviation of this study have been examined in section C, which includes

all the research questions presented to the respondents

Table 3: Descriptive Statistic

Variables N Mean Standard Deviation
Tangibility 384 1.83 0.65
Reliability 384 2.10 0.75
Assurance 384 1.95 0.68
Empathy 384 1.95 0.66
Responsiveness 384 1.89 0.68
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Table 3 displayed the total number of responses, as well as the mean value and
standard deviation for both independent and dependent variables. Reliability, with a mean of
2.10% for independent variables, had the highest mean. The second highest variable was
assurance and empathy with the same score 1.9%. Next, responsiveness mean score is 1.89%

and the lowest score is tangibility which is 1.83%.

Pearson's Correlation

The Pearson Correlation Coefficient analysis is a crucial tool for finding the statistical
correlation or relationship between independent variables (IV) and dependent variables (DV).
The objective of this analysis is to identify whether the independent variables are correlated,
which is Tangibility, Reliability, Assurance, Empathy and Responsiveness and Dependent
Variable which is customer loyalty toward fast food restaurants in Malaysia. If a correlation
was found, the strength and direction of the relationship between the variables needed to be

determined.

Hypothesis 1

Hla: There is a relationship between tangibility and customer loyalty towards fast food

restaurants in Malaysia.

Table 4: Correlation coefficient for Tangibility and customer loyalty towards fast food restaurants in

Malaysia.
Customer Tangibility

Customer Pearson Correlation 1 630"

Sig. (2-tailed) 0

N 384 384
Tangibility Pearson Correlation 630" 1

Sig. (2-tailed) 0

N 384 384
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Table 4 shows the significant value, the overall response rate (384), and the Pearson correlation
coefficient. The p-value was 0.000, which was below than the significance level of 0.01.With
a correlation value of 0.630, the tangibility item and customer loyalty towards a fast food

restaurant in Malaysia shown a strong positive relationship.

Hypothesis 2

H2a: There is a relationship between reliability and customer loyalty towards fast

food restaurants in Malaysia.

Table 5: Correlation coefficient for Reliability and customer loyalty towards fast food restaurants in

Malaysia.
Customer Reliability

Customer Pearson Correlation 1 483"

Sig. (2-tailed) 0

N 384 384
Reliability Pearson Correlation 483" 1

Sig. (2-tailed) 0

N 384 384

Table 5 shows the total number of respondents (384), the Pearson correlation coefficient, and
the significant value. The p-value was 0.000, below the level of significance of 0.01. With a
correlation value of 0.438, the reliability item and customer loyalty towards a fast food

restaurant in Malaysia showed a high positive relationship.

Hypothesis 3

H3a: There is a relationship between assurance and customer loyalty towards fast food

restaurants in Malaysia.
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Table 6: Correlation coefficient for Assurance and customer loyalty towards fast food restaurants in

Malaysia.
Customer Assurance

Customer Pearson Correlation 1 552"

Sig. (2-tailed) 0

N 384 384
Assurance Pearson Correlation 552" 1

Sig. (2-tailed) 0

N 384 384

Table 6 shows the total number of respondents (384), the Pearson correlation coefficient, and

the significant value. The p-value was 0.000, below the level of significance of 0.01. With a

correlation value of 0.552, the assurance item and customer loyalty towards a fast food

restaurant in Malaysia showed a strong positive relationship.

Hypothesis 4

H4a: There is a relationship between empathy and customer loyalty towards fast

food restaurants in Malaysia.

Table 7: Correlation coefficient for Empathy and customer loyalty towards fast food restaurants in

Malaysia.
Customer Empathy

Customer Pearson Correlation 1 .565"

Sig. (2-tailed) 0

N 384 384
Empathy Pearson Correlation 565" 1

Sig. (2-tailed) 0

N 384 384
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Table 7 shows the total number of respondents (384), the Pearson correlation coefficient, and
the significant value. The p-value was 0.000, below the level of significance of 0.01. With a
correlation value of 0.565, the empathy item and customer loyalty towards a fast food

restaurant in Malaysia showed a strong positive relationship.

Hypothesis 5

H5a: There is a relationship between responsiveness and customer loyalty towards fast food

restaurants in Malaysia.

Table 8: Correlation coefficient for Responsiveness and customer loyalty towards fast food
restaurants in Malaysia.

Customer Responsiveness
Customer Pearson Correlation 1 .599™
Sig. (2-tailed) 0
N 384 384
Responsiveness Pearson Correlation .599” 1
Sig. (2-tailed) 0
N 384 384

Table 8 shows the total number of respondents (384), the Pearson correlation coefficient, and
the significant value. The p-value was 0.000, below the level of significance of 0.01. The
responsiveness item and customer loyalty towards Malaysia’s fast food restaurant exhibited a

strong positive relationship with a correlation value of 0.599.

DISCUSSION AND RECOMMENDATION

The first recommendation of study is a perspective study on the importance of ensuring
customer loyalty in business. This is because the importance of ensuring customer loyalty is
that it can help a business grow more rapidly. In addition, research related to this topic will also

give awareness to entrepreneurs to focus on customer loyalty. In addition, they can also do
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research on customer loyalty not only in the field of fast food. They can also do research related
to other businesses such as hospitality, transportation and telecommunications. Researchers
can also conduct a study to open the eyes of entrepreneurs about the importance of providing
good products and services to their customers in order to ensure that their customers will be
loyal to the products and services they run. In addition, the researcher can also provide some
of the best steps in ensuring customer loyalty. For example, giving promotions to customers,

creating a member card system, and so on.

Therefore, customers will be more interested in choosing the products or services
provided because they feel valued and get various benefits when they are loyal to the products
and services offered. For the second recommendation, future research needs to use appropriate
methods to obtain information related to customer loyalty. Researchers can obtain information
by using quantitative methods, which is by conducting surveys. This will help the researcher
in obtaining data about the research being conducted. In survey questions, researchers need to
prepare questions that are appropriate to the study being conducted to facilitate respondents to
provide accurate information to help them complete the study. In addition, the survey questions
also need to be disseminated well in order to obtain a sufficient number of respondents to
conduct their research. Researchers can use google form to prepare their questions. This is
easier and more productive to make it convenient for responders to respond to the questions
provided. Therefore, we hope that future researchers will use the suggestions given to help

them in conducting research in ensuring customer loyalty.

CONCLUSION

Finally, based on data collected from 384 respondents using Google Form, the
researchers had successfully finished this research, which was titled "Measuring Perceived
Service Quality Towards Customer Loyalty in Malaysia's Fast Food Restaurant.". The
researcher identified the most important elements as follows for study objectives: tangibility,
reliability, assurance, empathy and responsiveness as an important factor that must be present
in ensuring customer loyalty in fast food restaurant services. Based on the statement of

problems found in this study, there are several things that fast food restaurant operators need
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to do in order to overcome this problem in order to increase customer loyalty to their products
and services. The first problem statement is that fast food operators find it difficult to ensure
that products and services produced are always in the best condition because this plays a major
role in attracting the interest and loyalty for their customers. In addition, the quality of the food
provided must also be constantly monitored to ensure that the quality of the food is always in

a satisfactory condition to prevent customers from making complaints about the food provided.
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ABSTRACT

The goal of this study is to look at the elements that influence consumer visit intention to food
and beverage outlets in Malaysia. Hence, this study investigates the factors that affecting the
customer visit intention towards food and beverage establishment in Malaysia. To perform this
analysis, a quantitative approach was used, and the questionnaire were distributed to collect
the required information. The sample size of this study was conducted on 384 respondents who
have visited the food and beverage establishment in Malaysia through online surveys which
1s Google form. For data analysis, reliability testing and Pearson correlation had been used by
using the Statistical Package for the Social Sciences (SPSS) version 26. As a result, the analysis
shows that the number of reviews, content of reviews and online rating have a significant
relationship with customer visit intention towards food and beverage establishment in

Malaysia.

Keywords: Number of Reviews, Content of Reviews, Online Rating

141



INTRODUCTION
Background of the Study

Online reviews are important components nowadays for consumers to decide to choose a
suitable restaurant. Consumers rarely have access to direct information about product quality
when they are making infrequent or distant purchases. They frequently rely on outside sources
as a result (Browning, 2010). So, consumers can check the food and beverage establishment
social media or look at the online reviews at the food and beverage establishment website.
Online reviews have also improved as individuals can easily share their opinions with other
internet users. Many of these social media platforms allow users to publish and share travel-
related comments, ideas, and personal experiences, which are then shared with others.
Consequently, a restaurant's impact from online reviews is significant. Reviews are crucial
since 59% of prospective clients look at least 2-3 reviews before making a choice. Online
reviews are crucial as they boost company reputation, drive sales, and improve the website's
search engine rankings. The reputation may suffer if the website is empty of reviews. People
believed that customer reviews are more reliable than what a local business may say about
itself, which explains why (Kruessel, 2021). In this context, online reviews have a big impact
whereby they can eliminate the potential conflicts of interest. This study tries to demonstrate
how internet user reviews affect the profitability of food and beverage establishment in

Malaysia.

In addition, on the study have several problems that should be solved it is an online customer
review which 1is a type of consumer feedback or review of a good or service on different
ecommerce websites by a customer who has bought and used the product. Due to non-
restrictive websites and consumer reviews that are anonymous, the legitimacy and logic of
these reviews have always been called into doubt. Because they are seen to be an inaccurate
comment about a product or service, reviews might occasionally be in doubt. Then it is
important to read restaurant online reviews as it provides the overview of the restaurant.
Entrepreneurs need to understand how online reviews affect dining establishments since these
reviews might make or ruin a company. Positive reviews increase a restaurant's revenue and
patronage. As an alternative, having negative online rating, reviews, and content could affect

how customers in Malaysia perceive food and beverage businesses.
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This study is aiming to achieve several objectives as followed:

1. To identify the relationship between number of reviews and customer visit intention
towards food and beverage establishment in Malaysia.

2. To identify the relationship between content of reviews and customer visit intention
towards food and beverage establishment in Malaysia.

3. To identify the relationship between online rating and customer visit intention

towards food and beverage establishment in Malaysia.

Significance of the Study

According to the topic chosen from the influencing factors of online reviews affecting
customer visit intention towards food and beverage establishment in Malaysia, Researchers
investigate the relationship between independent variables (IV) and dependent variables (DV).
which involved a number of reviews, content of reviews and online rating. The parties involved
which can get advantages are food and beverage establishment operator restaurants, customers,
and the future researchers. Food and beverage establishment operator is the company will in
the end know what the important strategies are to improve their quality to attract more
customer based on the online reviews they received. Customer is they will know which
restaurant that have good feedback. Future researchers are aimed to contribute the clear
information and address all new researchers on the information related to the factors of online

reviews affecting customer visit intention towards food and beverage establishment.

LITERATURE REVIEW
Number of Reviews

Getting as many reviews as possible is simply beneficial to any company. Several favourable
evaluations can overshadow a few unfavorable ones. In general, more positive evaluations
will result in more sales, which in turn generate more feedback and put the company on the
path to success. Accordingly, customers frequently use information from others to guide their
decisions (Mitchell & McGoldrick, 1996; Zhang et al., 2010). In fact, 57% of consumers,
according to Godes (2004) highlighted that customer tend to read online customer evaluations
before making a purchase decision. The amount and quality of online customer evaluations

have a significant impact on consumer information processing. Since it can be assumed that
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the number of reviews is proportional to the number of consumers who have purchased or plan
to visit the product. As a result, from the standpoint of message quantity, the more messages
processed, the more favorable connections to its promotion are created (Petty & Cacioppo,
1984). The number of online customer reviews for a product shows the popularity of the
product as online word of mouth. . When people want to know a nice spot to visit, for example,
a food and beverage outlet, the more reviews there are, the more popular and significant the
product is. In addition, the number of reviews is likely to cause consumers to reconsider their

purchasing decisions.

Content of Reviews

The content of reviews is a form of digital feedback that customers provide online about
products and services. A customer review website provides an opportunity for customers to
independently rate the business. For this era of technology, customers can share their feedback
or opinion about the product with other people by writing their reviews on the online website
of the respective restaurant. Customers reviews are very important in food and beverage
establishment because the other potential customers tend to rely on the online comments which
will allow them to obtain more information about the restaurant that they are interested (Ye,
Law, Gu & Chen, 2011). Customers review or feedback are very essential since the customers'
reviews can help the operator to improve what are the restaurant are lacking in the future. The
content of reviews or feedback has a great influence on customers visit intention towards food

and beverage establishment in Malaysia.

Online Ratings

Online reviews consist of voluntary, user-generated evaluations of a company, product or
service by Internet users who have purchased, used, or experienced the product or service in
question. This online rating is the overall rating which the consumers give to the business they
are visiting. Ratings or feedback given on content in the review area consist a positive and
negative comments through social media. Online reviews have replaced and supplemented
older types of word-of-mouth regarding the quality of services, such as hotels and restaurants,
as an essential source of information for consumers. In general, positive comments are more

likely to create emotional trust in consumers, increase their confidence in the product, and be
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more persuasive. Conversely, negative comments can reduce emotional trust formation and
discourage consumer purchase intentions (Archak et al., 2010). Nowadays, people are more
likely to shop on websites and the first thing they see before deciding on a menu and buying a
menu is first the rating of the restaurant and then the rating of the menu that they want to buy.
Ultimately, 86% of people would balance to do business with a company that has negative
reviews online.

Research Hypothesis

The study hypothesis is based on the impact of online reviews, such as number of reviews and
online rating that affect the customer visit intention towards food and beverage establishment

in Malaysia. Based on this study, the following hypotheses were developed and tested:

Hla: There is a relationship between number of reviews and customer visit intention towards

food and beverage establishment in Malaysia.

H1o: There is no relationship between number of reviews and customer visit intention towards

food and beverage establishment in Malaysia.

H2a: There is a relationship between content of reviews and customer visit intention towards

food and beverage establishment in Malaysia.

H2o: There is no relationship between content of reviews and customer visit intention towards

food and beverage establishment in Malaysia.

H3a: There 1s a relationship between online rating and customer visit intention towards food

and beverage establishment in Malaysia.

H3o: There is no relationship between online rating and customer visit intention towards food

and beverage establishment in Malaysia.
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Research Framework

There are three independent variables (IV) which are the number of reviews, content of reviews
and online rating. The dependent variable for this research is customer visit intention towards

food and beverage establishment in Malaysia.

INDEPENDENT VARIABLE DIHANDIENT WA

CUSTOMER VISIT
INTENTION
TOWARDS FOOD
AND BEVERAGE
ESTABLISHMENT

FIGURE 1: CONCEPTUAL FRAMEWORK

METHODOLOGY
Research Design

A study design is the framework of research methods and techniques chosen by researchers to
conduct research (Bhat, 2018). Study design is also the process of collecting, analyzing,
interpreting and reporting data in research studies (Creswell, 2015). In this research, the
researchers used the quantitative approach to conduct this study. Quantitative research design
involves measurable numerical data that researchers collect using surveys or questionnaires
with multiple-choice questions (Houston, 2022). The quantitative research design such as

questionnaire is the most used technique to collect data from the respondents for the research
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questions. The aim of the study is to determine the influencing factors of online reviews

affecting customer visit intention towards food and beverage establishment in Malaysia.

Population

A populace is a finished gathering of people, whether that gathering incorporates a country or
a gathering with normal qualities. In measurements, a populace is a gathering from whom a
factual example is taken for research purposes. The study subjects consisted of all ethnic
groups in Malaysia. The researcher also got a high level of diversity in the responses from the
respondents because Malaysia has a diverse racial and cultural identity. Therefore, this study
is very helpful and good because they are answers and views from different races and different
ages. Nowadays, more and more people surf the internet and use social media regardless of

age.
Sampling

Sampling is a process in statistical research that collects a certain number of findings from a
broader population. The technique utilised to survey a broader population is determined by the
sort of study, which can be simple random sampling or systematic sampling (Boyle,n.d.).
Sampling is a statistical analysis strategy that draws a defined number of outcomes from a larger
population. According to Sedgwick (2013), there are two types of sampling procedures for
recruiting research participants: random sampling (also known as probability sampling) and
non-random sampling (also known as non-probability sampling). Researchers employ random
sampling in non-probability sampling by considering the time factor for both the survey and the
population.In non- probability sampling, researchers use random sampling by considering the
time factor for both the survey and the population. A random sample is a type of non-probability
sampling method in which the sample is drawn from a group of people who can be easily
reached or contacted. The only requirement for the sampling approach is that participants are
accessible and willing to participate (Nikolopoulou, 2022). Thus, the sample size for this study
1s targeted for 384 respondents where everyone can participate because the researchers aim to

collect data throughout Malaysia since the target population is Malaysians.
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Data Collection

The data collection method employed for this study is through an online survey (Google form).
Participants who lived in Malaysia are the target audience. There are no limitations on the age,
gender, or ethnicity of customers. Participants were kindly asked to take this survey. The link
to a survey page was built on a Google form, along with an explanation of the study's
objectives, was sent via a personal account to respondents living in Malaysia through

Facebook, Instagram, and WhatsApp to get the actual data.

Research Intrument

Multiple-choice questions in the form of questionnaires are being used in this study. Options
are presented to respondents for them to pick from. This questionnaire has the benefit of being
swiftly and simply examined, either manually or digitally. Additionally, a number of higher-
order thinking skills and a wide range of research subjects can be covered and evaluated by
the test. The languages that were used to create this questionnaire were English and Malay.
The goal of using this bilingual language is to make it easier for them to comprehend the
questions and topics under investigation. Utilising Google Form, the survey will be created
and circulated through all social media platforms, but particularly WhatsApp.

The survey questionnaire for this study was broken into three sections. Section A will ask for
demographic information such as age, gender, , status, ethnicity, and income. The questions
pertaining to the dependent variables, such as the variables impacting online reviews on
customers' visit intent to Malaysian food and beverage establishments, will be the main
emphasis of Section B, the second section. The questionnaire will then be connected to
independent factors highlighted by researchers for Section C, such as the quantity of reviews,
their substance, and internet ratings. The researchers incorporate information regarding the
dependent variable, which is Malaysian consumers' desire to attend restaurants and bars, in

this part.

Data Analysis

Data analysis involves modifying, processing, and cleaning raw data to yield useful and
relevant information that supports economic decision-making. This process provides useful
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insights and data that reduce the risk associated with decision-making, often displayed in
charts, graphs, tables and graphs (Kelley, 2022). To analyze the collected data and interpret
the results of research the researcher had used the spreadsheet to organize and analyzing the
responses. To make things easier to organize, they used the features in Google Sheets. It has a
few practical tools that may use to examine data. Calculations like addition and subtraction are
performed using formulas, whereas averages and counts are handled using functions. The data

analysis in this study comprised of descriptive analysis reliability test.

RESULTS

In this part, analysts talked about dependability examination, recurrence investigation,
elucidating investigation, and Pearson connection coefficient investigation. Information results
were acquired from 384 respondents. In this review, the analysts examined information

gathered involving the Factual Bundle for the Sociologies (SPSS) adaptation 26.

Results of Reliability Analysis

Before conducting actual data collection, the researchers conducted a pilot test with 30
respondents before distributing the questionnaire to 384 respondents. The results of the pilot
test show that the reliability test is used for validation of variables. Questionnaire reliability
was measured using reliability analysis. Data were tested using Cronbach alpha analysis to
ensure information reliability and internal reliability. The table below shows the rule of thumb

(2007) for the size of the Cronbach alpha coefficient.
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Alpha Coefficient Range Strength of Association
<0.6 Poor
0.6 to <0.7 Moderate
0.7t0<0.8 Good
0.8t0<0.9 Very Good
0.9 Excellent

Table 1: Rules of Thumb of Cronbach’s Alpha Coefficient Size (2007)
The table above shows the general consistency (pilot trial) of the reliant and autonomous factor.
The credibility Cronbach alpha value of the questionnaire should not be less than 0.6 as it is
considered unreliable. The nearer the worth is to 1, the more dependable the inward

consistency of the component.

Variable Number | Cronbach Alpha Strength of
of Item Coefficient Association
Customer Visit Intention Towards 5 0.863 Very Good
Food and Beverage Establishment in
Malaysia
Number Of Reviews 5 0.838 Very Good
Content Of Reviews 5 0.902 Excellent
Online Rating 5 0.712 Good

Table 2: Result of reliability coefficient Alpha for the Independent Variables and
Dependent Variable

The summed Cronbach alpha coefficients for the independent and dependent variables in this
study are displayed in the table above. We can infer from the table that every variable is more

than 0.6. As a result, the results can be used in this study and are trustworthy.

150



Demographics Characteristic of Respondent

The fundamental examination of this study included recurrence investigation.
Information in Segment An of the poll included inquiries regarding different segment factors

of respondents, including orientation, age, race, conjugal status, and pay level.

The segment profiles of the 384 respondents are summed up in the table underneath.

Table 3:Demographics Characteristic of Respondent

Gender Frequency Percentage
0 Male 163 42.4%
0 Female 221 57.6%
Race
0 Malay 325 85%
0 Chinese 23 6.0%
O India 15 3.9%
0 Others 21 5.5%
Age
O 18-20 years old 28 7.3%
O 21-30 years old 331 86.7%
0 31-41 years old
O 41 yearsold 16 4.2%
and above
7 1.8%
Marital status
O Single 251 91.4%
*  Married 29 7.6%
*  Others
4 1.0%
Income level
0 RM1,000RM2,000 330 85.9%
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0 RM2,001RM3,001 28 7.3%
0 RM3,001RM4,001 11 2.9%
0 RM4,001RMS5,000 10 2.6%
0 More than RMS5,000 5 1.3%
TOTAL 384 100%

Descriptive analysis

This study has examined the mean and standard deviation for segment B, C and D of
questionnaires.

Table 4 : Mean and Standard Deviation

VARIABLE N MEAN STANDARD

DEVIATION
Number Of Reviews 384 3.8891 0.56262
Content Of Reviews 384 4.4099 0.60907
Online Rating 384 4.0891 0.53268
Customer Visit 384 3.9720 0.59493
Intention

Table 4 shows the number of respondents, the means and standard deviations of the
independent and dependent variables. Among the independent variables, content of
reviews had the highest average of 4.4099, followed by online reviews with 4.0891 for
him and number of reviews with 3.8891. The mean of the dependent variable was

3.9720.
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Result of Correlation Coefficient

An important analysis that measures the statistical correlation or relationship between

a independent variable (IV) and a dependent variable (DV) is the Pearson correlation

coefficient study. Researchers need to determine the degree and direction of association

between variables before finding correlations. Pearson's correlation coefficient

indicates the strength of the relationship between two variables. A popular correlation

in linear regression is Pearson's correlation, usually referred to as Pearson's R

correlation. The goal of this research was to see if there was any relationship between

the dependent variable customer visit intention towards Malaysian food and beverage

establishments and the independent variables review quantity, review quality, and

online rating.

Correlations

Table 5:Result of Correlation Coefficient

customer Number Content Online Rating
Pearson Correlation 1 724" A79” .615™
customer Sig. (2-tailed) .000 .000 .000
N 384 384 384 384
Pearson Correlation 724" 1 .345™ .682™
Number Sig. (2-tailed) .000 .000 .000
N 384 384 384 384
Pearson Correlation A79” .345” 1 .615™
Content Sig. (2-tailed) .000 .000 .000
N 384 384 384 384
Pearson Correlation 615" 682" 615”7 1
Online Rating Sig. (2-tailed) .000 .000 .000
N 384 384 384 384

**, Correlation is significant at the 0.01 level (2-tailed).
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Data analysis showed that content of reviews had the highest average value of 4.4099
among other variables. The highest Pearson correlation coefficient between factors
influencing customer visit intention towards food and beverage establishment in
Malaysian was number of reviews with 0.724, followed by 0.615 for online rating, and
finally 0.179 for content of reviews. In summary, significant relationship were found
between the independent variables, number of reviews, content of reviews, online
rating, and the dependent variable, which is the customer visit intention towards food

and beverage establishment in Malaysia.

Finding and Discussion

30 respondents were used for reliability testing before the Google Forms online survey
method used to collect a data from 384 respondents. A range of Cronbach alpha
coefficients from 0.7 to 0.9 was tested, and good results were shown when the highest
Cronbach alpha value was 0.902, followed by the customer visit intention towards food
and beverage establishments in Malaysia with 0.863, followed by the number of
reviews at 0.838, and lastly was online ratings at 0.712. Therefore, all variables met
the minimum requirement as all Cronbach alpha coefficients were significantly greater

than 0.6 for all variables.

In the descriptive analysis of the independent variables, content of reviews had the
highest mean score of 4.4099, followed by online rating with the second highest mean
score of 4.0981, followed by the dependent variable, customer visit intention towards
food and beverage establishment in Malaysia with scored 3.9720. The lowest mean for
the independent variable was the number of reviews at 3.8891. From this, we can
conclude that content of reviews was the biggest factor influencing customers visit
intention towards food and beverage establishment in Malaysia. The study's three
objectives were three variables, and the researchers used a correlationanalysis to

determine the linear relationship between them. The correlation study issummarised in
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Table 6, which reveals a strong association between the quantity,quality and intention

of online reviews and consumer visits to Malaysian restaurants and bars.

Table 6:Summary of Correlation Analysis

Hypothesis Significant Conclusion Correlation Conclusion
Value Value
1 0.000 Accepted 0.724 High positive
correlation
2 0.000 Accepted 0.179 Negligible
correlation
3 0.000 Accepted 0.615 Moderate positive
correlation

Table 6: Summary of Correlation Analysis

Limitations

Like different examinations, this concentrate additionally had own limits made it challenging
for analysts to finish this review. This study had a few limits, one of the impediments was
factors. The review zeroed in just on three autonomous factors, number of surveys, content of
audits, and web-based rating, and one ward variable, client visit aim towards food and
refreshment foundation in Malaysia. This was on the grounds that analysis had restricted assets
and references to concentrate on other free factors. The next limitation in this study is the data
collection method. Only online surveys were employed by the researchers in this study to
gather data. The fact that researchers cannot verify the accuracy of the data provided by
respondents when utilizing online surveys presents a problem. Additionally, the number of
respondents is one of the limitations of this study. Not all Malaysians can participate in this
study by answering questions or receiving questionnaires from researchers and think if they
answer will waste their time. The last limitation in this research is relying on the research
design which employed quantitative approach. There is no study extension as this study

focuses only on quantitative studies. Unless further research, especially qualitative research, is
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conducted on this study, other researchers will not be able to know more about the influencing

factors of online ratings for Malaysian food and beverage companies.

Recommendations

In conducting this research, the researchers discovered several things that could be improved
through online ratings that influence customers visit intention towards food and beverage
establishment in Malaysia. Recommendation for food and beverage establishment operator,
restaurants can enhance their food rating system by adding a comment section to each menu
item in their restaurant. The Chicken Chop menu, for example, has a comment section and
Likert scale that customers can fill in after the meal and give help to other customer by reading
their comment and can fulfil their desires. Additionally, restaurants can harness the power of
virality to promote their restaurants on social media. Recommendation for future researcher
the study suggests that further research could be conducted for those wishing to follow relevant
studies focused on establishing specific food and beverage. For example, they can focus on the
elements of online reviews for restaurants that only serve western food. Researchers can get

more detailed answers about all kinds of food, whether it is western or traditional cuisines.

Conclusion

This study explores the relationships between the number of reviews, content of reviews and
online rating variables that influence customer visit intention towards food and beverage
establishment in Malaysia. There were 384 respondents had partaken in this study through a
web-based overview technique. Information were gathered and investigated by involving the
Measurable Bundle for the Sociologies (SPSS) adaptation 26 in view of graphic, dependability
and connection examination. The aftereffects of the dependability examination showed that

the outcomes introduced in this study were solid.
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ABSTRACT:

This study investigates the influence of deviant workplace behavior, namely organizational justice,
organizational constraints, trust in the organization, and work autonomy, on employee
performance within the Malaysian hotel industry. This study employed a quantitative approach
where 140 questionnaires were distributed to individuals working in hotels in Kota Bharu, Kota
Kinabalu, Kuantan, and Georgetown. Data collection was conducted through convenient
sampling using an online survey. The findings of this study indicate that organizational justice,
organizational constraints, trust in the organization, and work autonomy significantly impact
employee performance within the hotel industry. By offering a comprehensive understanding of
the factors influencing employee performance in the hotel industry, this research contributes to
existing theories and practical applications.

KEYWORD: Deviant Behaviour, Organisational Justice, Trust in Organisational, Work
Autonomy, Employee Performance.

INTRODUCTION

Hotel businesses' success heavily relies on their employees' performance, mainly due to
the emphasis on service as the primary product. Employees providing exceptional service to guests
increases guest satisfaction and generate more income for the business. Malaysia's hotel industry
employed approximately 196.4 thousand people in 2021 (United Nations World Tourism
Organization [UNWTO]). However, the prevalence of high crime rates in Asia, including the
Philippines, has escalated deviant behavior from minor to severe forms, observable in various
locations. In recent years, the rates of reported bad behavior among adolescents have reached
alarming levels, prompting concerns from the Department of Social Welfare and Development
(DSWD) in the Philippines. Notably, deviant behaviors with negative impacts on others, such as

lawbreaking, rape, robbery, theft, murder, juvenile delinquency, assaults at school, bullying,
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vandalism, addictions, and substance abuse, have gained particular attention, as highlighted by
articles in the Philippines Crime and Safety Report published in 2017 (Psychol, 2021).

Furthermore, the issue of workplace deviance has received considerable attention in
Malaysia, as evidenced by frequent reports of dishonesty, absenteeism, accidents, employee
turnover, bribery, poor work attitudes, and industrial accidents in newspapers and other public
media sources. The gravity of workplace deviant behavior has captured the interest of relevant
government bodies and the local media, which have highlighted these problems. Consequently,
this study explores the relationships between organizational justice, organizational constraints,
trust, and work autonomy, with employee performance in the Malaysian hotel industry. By
examining these factors, the study seeks to contribute to understanding the impact of workplace
deviance on employee performance and provide insights for effective management strategies in
the hotel industry.

The findings of this research will be beneficial to hotel practitioners and operations, as it
will provide valuable insights into the strategies necessary to enhance service quality and attract a
more extensive customer base based on online reviews. Furthermore, hotel employees can benefit
from this study by gaining awareness of the consequences of engaging in deviant behavior within
the hotel industry. This knowledge can serve as a deterrent, encouraging employees to refrain from
harmful actions. Additionally, the Ministry of Human Resources and labor departments can utilize
the findings of this study to improve employee behavior and promote positive work environments.
Future researchers can also build upon this study by further investigating the impact of online

reviews in related fields.

LITERATURE REVIEW

Organizational Justice

Organizational justice is a critical area of study that explores the psychological processes
underlying individuals' fairness judgments and their subsequent effects. It encompasses two
primary dimensions: distributive justice and procedural justice. Job satisfaction among employees
is closely linked to their perception of organizational justice. Employees who perceive fairness in

their workplace are likelier to experience heightened engagement and commitment to their work.
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Conversely, cynical employees who perceive corporate injustice and a lack of ethical norms are
more inclined towards deviant behavior, including tardiness, absenteeism, theft of company
property or information, sabotage, and dishonesty. The influence of organizational justice extends
beyond job satisfaction, as it significantly impacts employees' overall attitudes, either positively
or negatively.

Employers are vested in comprehending the dynamics within their workplace and
implementing strategies to mitigate employee deviant behavior. However, it is worth noting that
Rowland and Hall (2012) discovered a negative direct relationship between organizational justice
and employee performance. This discovery suggests that certain factors influence the link between

organizational justice and performance, warranting further investigation and analysis in this area.

Organizational Constraints

Organizational constraints refer to the factors within the immediate work environment that
hinder the translation of motivation and skills into effective job performance. These situational
limitations impede employees from carrying out their responsibilities in line with organizational
expectations, resulting in turnover, dissatisfaction, and negative emotions. In the hotel industry
context, organizational constraints may encompass inadequate training, excessive workloads,
unsocial work hours, and job overload. Employees who perceive themselves as restricted by these
circumstances are more prone to engage in illicit behaviors at work, which can harm the company
and its stakeholders.

Workplace deviance encompasses a broad range of behaviors impacting individuals and
organizations. It can be categorized into four main types: production deviance, property deviance,
political deviance, and employee aggression. Interpersonal deviance pertains to deviant behaviors
targeting individuals, while organizational deviance focuses on actions that undermine the
organization. Previous research on organizational constraints has primarily focused on assessing
variables associated with these constraints rather than establishing causal relationships. However,
interruptions from others are more specific and readily understandable, and they are more likely
to impact customer satisfaction due to their uncontrollable nature.

Organizational constraints influence two key aspects: employees' perceptions of the

limitations and the overall work environment. Personality traits such as negative affectivity, anger,
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and agreeableness demonstrate the strongest relationships with perceived constraints from
colleagues, supervisors, and inadequate resources. However, the literature has yet to extensively
explore the causal relationships between organizational constraints and related variables. Further
investigation is needed to understand better these relationships' intricacies and their implications

for employee attitudes and behaviors in the hotel industry.

Trust In Organization

Trust can be defined as the willingness of one party to place themselves in a vulnerable
position, relying on the actions of another party. It entails an expectation that the other party will
undertake specific activities that are crucial for the trustor's benefit, irrespective of their ability to
monitor or control these actions and the inherent uncertainties surrounding the motivations,
intentions, and potential behaviors of the other party. In the organizational context, organizational
trust refers to an employee's belief that the organization will engage in actions that are
advantageous to them or, at the very least, not detrimental.

Various contextual factors influence the development of trust within an organization. These
factors shape the perceptions and beliefs of employees regarding the organization's
trustworthiness. Understanding the contextual factors that impact organizational trust is vital for

comprehending workplace confidence dynamics.

Work Autonomy

Workplace autonomy refers to the extent to which employees have the freedom to carry
out their job responsibilities. It encompasses the rate at which work is completed, the sequence in
which tasks are undertaken, and the degree of independence from micromanagement. Existing
research has highlighted a positive association between deviant behavior, such as fraud and theft,
and the level of opportunity or autonomy granted to employees. Job autonomy empowers
employees to make decisions and exercise discretion most properly. The interplay between job
stress, job autonomy, and employee behavior is significant, as it can lead to feelings of frustration,
aggravation, irritation, impatience, and intolerance. Employees' confidence in executing their tasks

also influences the relationship between job factors and deviant behavior in the workplace.
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Employers need more job autonomy to ensure employees utilize legitimate means to regain power
and resources. Lawrence and Robinson (2007) demonstrated that reduced autonomy is a source of
frustration, ultimately leading to deviant behavior. Conversely, individuals who experience high
job satisfaction show elevated enthusiasm, reduced exhaustion, and a sense of significance and
engagement in their work. By fostering an organizational environment that allows for reasonable

autonomy, the organization can effectively mitigate deviant behavior.

Employees Performance

The purpose of this literature review is to offer an overview of available research on
employee performance in Malaysia's hospitality sector. It looks at motivation, training and
development, leadership, organizational culture, and work satisfaction as elements that impact
employee performance. The evaluation also emphasizes the particular issues that the Malaysian
hotel business faces, as well as the consequences for staff performance. These findings highlight
the significance of addressing these elements in order to enhance staff performance and, as a result,
the competitiveness and success of the Malaysian hotel business. This literature study, by
exploring the numerous dimensions of employee performance in the Malaysian hospitality sector,
gives a helpful insight into the elements that drive employee performance and exposes the
industry's issues. These findings can help hotel managers and policymakers establish effective
ways for improving employee performance, increasing work satisfaction, and maintaining a

competitive edge in Malaysia's dynamic hospitality industry.

RESEARCH HYPOTHESIS

Organizational justice, organizational constraints, trust in the organization, and work autonomy
are independent variables influencing employee performance in the Malaysian hotel industry. So,

this research will investigate the following hypothesis for this study.

HI : There is a relationship between organizational justice and employee performance in Malaysia

hotel industry.
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H2 : There is a relationship between organizational constraints and employee performance in
Malaysia hotel industry.

H3 : There is a relationship between trust in organization and employee performance in Malaysia
hotel industry.

H4 : There is a relationship between work autonomy and employee performance in Malaysia hotel

industry.

CONCEPTUAL FRAMEWORK

This study used a conceptual framework to analyze the relationship between independent
and dependent variables in research. The conceptual framework for this study is shown in Figure
2.1 below.

Organizational Justice

Organizational Constraints

Employee Performance in

/ Malaysia Hotel Industry
Trust in Organization

Work Autonomy

Figure 2.1: Conceptual Framework
Organizational justice, organizational constraints, trust in the organization, and work autonomy

are the four independent variables in this study, which significantly impact employee performance

in the Malaysian hotel industry.

METHODOLOGY

Research Design

The research design encompasses the methods and procedures employed to gather and
analyze data related to the specified variables within the research problem. This study adopted a

quantitative approach, utilizing a cross-sectional design where the researchers’ collected data at a
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single point in time. This research focused on investigating employee performance's influence on

workplace deviant behavior within the Malaysian hotel industry.

Data Collection

This research employed standard and validated data collection techniques to gather,
measure, and analyze precise information relevant to the study. The primary data was collected
through a questionnaire designed for this study, titled "The Influence of Workplace Deviant
Behavior on Employee Performance in the Malaysian Hotel Industry." The researchers used online
platforms such as Google Forms to collect the data, and suitable respondents were selected for the
survey. The research employed a simple random sampling strategy, utilizing straightforward

survey instruments to enhance the ease of response for the participants.

Sampling

This study employs a non-probability convenience sampling technique to select
participants from a readily accessible group of individuals employed in the Malaysian hotel
industry. Convenience sampling is utilized as a time and cost-efficient method of participant
selection, as it allows for the inclusion of easily reachable individuals. The questionnaire is
administered in specific locations, namely Kota Bharu, Kelantan, Kota Kinabalu, Sabah, Kuantan,
Pahang, and Georgetown, Pulau Pinang. Respondents are required to complete the questionnaire

and provide statistical data based on their responses.

Data Analysis

The Statistical Package for the Social Sciences (SPSS) is a widely utilized computer
program for quantitative data analysis. It provides the capability to generate tabular reports, charts,
and visual plots and employs the Pearson Correlation Coefficient method to analyze the collected
data. This investigation aims to assess the relationship between the independent variables (IV) and

the dependent variables (DV), specifically exploring the associations among organizational
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fairness, organizational constraints, organizational trust, work autonomy, and employee

performance.
FINDINGS
Demographic Analysis
Table 1: Demographic frequency (n) and percentage (%)
Demographic Category Frequency (n) Percentage (%)
Gender Male 50 35.7
Female 90 64.3
Race Cina 11 7.9
India 8 5.7
Melayu 84 60.0
Others 37 26.4
Religion Buddha 8 5.7
Kristian 18 12.9
Islam 106 75.7
Others 8 5.7
Age Group 21 — 30 years old 127 90.7
31 — 40 years old 12 8.6
Below 20 years old 1 i
Education Level Degree 92 65.7
Diploma 47 33.6
Doctor Of Philosophy 1 i
Income Level Below RM 1,000 37 264
RM 5,000 and above 2 1.4
Rm 1,000 — RM 2,000 46 32.9
RM 2,100 — RM 3,000 49 35.0
RM 3,100 — RM 4000 6 43

The online platform collected a total of 140 sets of questionnaires from participants. This
section presents the demographic profile and background of the respondents. Regarding gender,
35.7% (n=50) identified as male, while 64.3% (n=90) identified as female. Most respondents
identified as Malay, accounting for 84 respondents (60.0%), followed by other races with 37
respondents (26.4%). The Chinese ethnicity was represented by 11 respondents (7.9%), while eight
respondents (5.7%) identified as Indian. Islam was the predominant religion among the
respondents, with 106 participants (75.7%), followed by 18 (12.9%) who identified as Christian.
Eight respondents (5.7%) reported practicing Buddhism or other religions. Most respondents were

21-30 years old, with a frequency of 127 (90.7%). This category was followed by 12 respondents
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(8.6%) in the age range of 31-40 years and one respondent (0.7%) below 20. Furthermore, Table
1 indicates that the highest educational attainment among respondents was a degree, accounting
for 65.7% (n=92). This group was followed by 47 respondents (33.6%) who had completed a
diploma and one respondent (0.7%) who held a Doctor of Philosophy (Ph.D.) degree. Lastly,
regarding income level, the highest number of respondents, 49 (35.0%), reported an income range
of RM 2,100 —RM 3,000. This group was followed by 46 respondents (32.9%) in the income range
of RM 1,000 — RM 2,000. Thirty-seven respondents (26.4%) reported an income below RM 1,000.
Six respondents (4.3%) reported an income range of RM 3,100 — RM 4,000, while the remaining
two (1.4%) reported an income of RM 5,000 and above.

Descriptive Analysis

The researchers employed descriptive analysis to describe the relationship between variables in a
large sample or population, as Chapman (2017) suggested. The result of the descriptive analysis

for this study is summarized in Table 2 below.

Table 2: Descriptive Analysis Independent variable and Dependent variable

VARIABLES MEAN STANDARD

DEVIATION
DV: Employee Performance 4.5857 0.52180
IV 1: Organizational Justice 4.1893 0.64865
IV 2: Organizational Constraints 4.3411 0.61764
IV 3: Trust in Organization 3.7143 0.88022
IV 4: Work Autonomy 4.0500 0.79409

Table 2 presents the mean and standard deviation for independent variables (IV) and
dependent variables (DV). Among the independent variables, organizational constraints obtained
the highest mean score of 4.3411, followed by organizational justice with a mean of 4.1893, work
autonomy with a mean of 4.0500, and trust in the organization with the lowest mean of 3.7143.
The mean for the dependent variable, employee performance in the Malaysian hotel industry, was
4.5857. The analysis of mean and standard deviation for the dependent variable, employee
performance, suggests that workplace deviant behavior can have a negative impact on employees'

performance.
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Reliability Analysis
Table 3 shows the aggregate reliability for both the dependent and independent variables.

Table 3: Result of Reliability Coefficient Alpha for the Independent Variables and Dependent

Variable
9
Variable Number of Item Cronbach > Alpha Strength of Association
Coefficient

Organizational Justice 4 0.802 Very Good
Organizational Constraints 4 0.794 Good

Trust in Organization 4 0.721 Good

Work Autonomy 4 0.947 Excellent

The Cronbach's Alpha coefficients for the independent and dependent variables in this
study are presented in Table 3. As indicated in the table, all variables had coefficients exceeding
0.7. Therefore, it can be inferred that the results presented are trustworthy and acceptable for
further analysis, as Hair et al. (2017) suggested.

Four questions were utilized to assess organizational justice's influence on employee
performance. According to Table 4.2, Cronbach's Alpha coefficient for these questions was 0.802,
indicating an outstanding level of reliability. Hence, the coefficients obtained for the
organizational justice variable were deemed reliable. Similarly, four questions were employed to
evaluate the organizational constraints variable's impact on employee performance. The
Cronbach's Alpha value for this section was 0.794, indicating good reliability. Thus, the
coefficients derived from the organizational constraints factor queries were considered reliable.
Furthermore, four questions were used to measure the trust in the organization variable, which
influenced employee performance. The Cronbach's Alpha coefficient was 0.721, suggesting good
reliability. Therefore, the coefficients calculated for the trust in the organization factor queries
were deemed reliable.

Lastly, four questions were employed to assess work autonomy and its relationship with
employee satisfaction. This section's Cronbach's Alpha coefficient was 0.947, indicating good
reliability. Therefore, the coefficients calculated for these questions in evaluating employee

performance in the Malaysian hotel industry were also reliable.
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Given that Cronbach's Alpha coefficients for these variables exceeded 0.7, the questionnaires
demonstrated high reliability, indicating that participants understood the questions well.
Consequently, the questionnaires were suitable for this investigation, and the research can proceed

accordingly.

Pearson Correlation Analysis

Table 4: Pearson’s correlation between Organizational Justice, Organizational Constraints,

Trust in Organizational and Work Autonomy toward Employee Performance in Malaysia

Hotel Industry
Variable Employee Performance

Organizational Justice Pearson Correlation 279%*
Sig. (2 tailed) <.001

N 140
Organizational Pearson Correlation S81**
Constraints Sig. (2 tailed) <.000

N 140

Trust in Organization Pearson Correlation 114
Sig. (2 tailed) <.178

N 140
Work Autonomy Pearson Correlation 244%*
Sig. (2 tailed) <.004

N 140

**Correlation is significant at the 0.01 level (2-tailed).

Table 4 presents the results of the Pearson correlation coefficient, significant values, and
the number of responses (N=140) for this study. The findings revealed a strong positive correlation
between organizational justice and employee performance in the Malaysian hotel industry.
Organizational justice demonstrated a moderate positive relationship with employee performance
in the Malaysian hotel industry, with a p-value of 0.000 and a correlation coefficient of 0.581.
Furthermore, the Pearson correlation coefficient, significant values, and the number of 140
responses indicated a high significance level (p-value = 0.178) but a negligible correlation between
trust in the organization and employee performance in the Malaysian hotel industry. Additionally,
the Pearson correlation coefficient, significant values, and 140 responses showed a p-value of

0.004 and a correlation coefficient 0.244 between work autonomy and employee performance.
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DISCUSSION AND RECOMMENDATION

Based on the data collected and the findings presented in Table 4, a significant relationship
between organizational justice and employee performance in the Malaysian hotel industry has been
established. The results align with hypothesis H1, indicating that the perception of organizational
justice significantly influences employee performance related to deviant behavior. These findings
are consistent with existing research that consistently demonstrates organizational justice's impact
on individual workplace behavior (Collquit, 2013). When employees perceive the evaluation
outcomes or the decision-making processes for allocating outcomes to be unfair, they are more
likely to exhibit negative behaviors, as Priesemuth (2013) suggested.

The findings from the data analysis in Table 4 reveal a positive correlation between
organizational constraints and employee performance. These results support hypothesis H2,
indicating that organizational constraints significantly impact deviant behaviors exhibited by
employees that subsequently affect their performance. The responses collected from participants
in the study largely agree that organizational constraints within the hotel industry, such as
inadequate training, excessive workloads, unsocial work hours, and role overload, contribute to
the manifestation of deviant behaviors. This finding is consistent with previous research conducted
by Kim and Miao (2015), which established the presence of situational constraints within the hotel
industry.

The results from the data analysis in Table 4 indicates a positive correlation between trust
in the organization and employee performance within the Malaysian hotel industry. This finding
aligns with hypothesis H3, which posits a relationship between the independent variable of
organizational trust and employee performance. Trust in organizations is rooted in the framework
of integrated social attachment exchange, wherein an employee's level of trust is influenced by
past interactions with their employer and the expectation of future interactions being similar to
those in the past. If an employee encounters negative interactions with the organization, it is
anticipated that their trust in the organization will diminish, subsequently impacting their
engagement in deviant behaviors. This notion is supported by Thau and Bennet (2007), who assert
that a lack of organizational trust among workers influences their inclination toward engaging in
deviant behaviors. Marasi (2016) also found a negative correlation between organizational trust

and workplace deviance.
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The findings in Table 4 reveals a positive correlation between trust in the organization and
employee performance within the Malaysian hotel industry. This finding is consistent with
hypothesis H3, which posits a relationship between the independent variable of organizational trust
and employee performance. Trust in organizations is grounded in the framework of integrated
social attachment exchange, where an employee's level of trust is shaped by their past interactions
with the employer and their expectations for future interactions to resemble those in the past. When
employees experience negative interactions with the organization, their trust in the organization is
expected to diminish, subsequently influencing their inclination towards engaging in deviant
behaviors. This notion is supported by Thau and Bennet (2007), who suggest that a lack of
organizational trust among employees influences their propensity to exhibit deviant behaviors.
Furthermore, Marasi (2016) found a negative correlation between organizational trust and
workplace deviance. These findings collectively highlight the significance of trust in the
organization as a determinant of employee performance and its implications for mitigating deviant
behaviors in the workplace.

Regarding recommendations, future studies should encompass a broader context beyond
the four countries in this research conducted in Malaysia. Expanding the scope of the study would
enhance the understanding of the findings and allow for better generalization of the results.
Additionally, while this study primarily focuses on the four aspects of organizational justice,
organizational constraints, trust in the organization, and work autonomy, it is important to
acknowledge that other influential factors may have been overlooked. These additional aspects
may significantly impact employees' performance in the hospitality industry in Malaysia.
Therefore, it is recommended that future researchers consider incorporating additional factors or
elements to ensure a comprehensive analysis and obtain accurate results in their research

endeavors.

CONCLUSION

In conclusion, the primary objective of this empirical research was to explore the
correlation between employee performance in the Malaysian hotel industry and several
independent variables, namely organizational justice, organizational constraints, trust in the

organization, and work autonomy. The study sought to contribute to the existing body of
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knowledge by comprehensively understanding the factors influencing deviant workplace behavior
and its impact on employee performance in the Malaysian hotel industry.

The research findings are expected to serve as a valuable resource for researchers and
practitioners. By shedding light on the relationships between organizational justice, organizational
constraints, trust, work autonomy, and employee performance, this study offers clear insights into
the dynamics at play within the hotel industry. Furthermore, the findings will contribute to
developing future research endeavors, particularly those investigating the influence of online
reviews and related factors on employee performance.

The implications of this research extend beyond academia and hold practical value for hotel
management and employees. By gaining a better understanding of the factors that contribute to
deviant behavior in the workplace, organizations can develop effective strategies and policies to
prevent and address such behaviors. These strategies, in turn, can foster a healthier and more
productive work environment, benefiting both the organization and its employees. In conclusion,
this empirical study provides significant contributions to understanding deviant workplace
behavior and its impact on employee performance in the Malaysian hotel industry. The findings
have implications for further research and practical applications, ultimately guiding efforts to

mitigate deviant behavior and enhance employee performance in the hospitality sector.

REFERENCES

Abbasi, A., Ismail, W. K. W., Baradari, F., Zureigat, Q., & Abdullah, F. Z. (2022). Can
organisational justice and organisational citizenship behaviour reduce workplace deviance?
Intangible Capital, 18(1), 78-95.

Akgunduz Y. The influence of self-esteem and role stress on job performance in hotel businesses.

Int J Contemp Hosp Manag 27: 1082-1099, 2015.

Akter, M., Sadekin, M. N., & Patwary, A. K. (2020). An Empirical Study on Students’ Satisfaction
from Mawlana Bhashani Science & Technology University, Bangladesh. Review of
Economics and Development Studies, 6(2), 363-379.

Alom, S., Patwary, A. K., & Khan, M. M. H. (2019). Factors affecting the turnover intention of
Bangladeshi migrants in the United Arab Emirates: An empirical study on the hotel
industry. International Journal of Innovation, Creativity and Change, 8(3), 344-360.

Amanda Shantz, Kerstin Alfes, Catherine Truss & Emma Soane. (2015). The Role of Employee

Engagement in The Relationship Between Job Design and Task Perfomance, Citizenship
and Deviant Behaviours.

Bennet RJ, Robinson SL. Development of a measure of workplace deviance. J Appl Psychol 85:

349-360, 2000.
Bhardwaj P. Types of sampling in research. J Pract Cardiovasc Sci 2019; 5:157-63.
Brezina. (2010). Main Factors That Drives Young People to Engage in Deviant Behaviour.

172



Canadian Center of Science and Education. (2018). Promoting Autonomy to Reduce Employee
Deviance: The Mediating Role of Identified Motivation.

Chapman, S. J. (2017). Review of Discovering Statistics Using IBM SPSS Statistics, 4th Edition.
Journal of Political Science Education, 14(1), 145-147.

Department, S. R. (20 October, 2022). Number of people employed in the accommodation industry
in Malaysia from 2012 to 2021.

Fengmin, Z., Baijun, W., Jiangtao, B., Li, L., & Patwary, A. K. (2022). Investigating revisit
intention of medical tourists in China through nutritional knowledge, perceived medical
quality, and trust in the physiologist: A recommendation on health tourism policy
measures. Frontiers in Public Health, 10, 893497.

Gabriel. (2012). International Journal of Business and Management.

Ghaderi, Z., Tabatabaei, F., Khoshkam, M., & Shahabi Sorman Abadi, R. (2021). Exploring the

Halbusi, H. A., Ismail, M. N., & Omar, S. B. (2021). Ethical leadership and employee ethical

behaviour: exploring dual-mediation paths of ethical climate and organisational justice:
empirical study on Iraqi organisations. International Journal of Business Governance and
Ethics, 15(3), 303-325.

Hazbar, A. M. H., alem Mohammed, A., & Karim, A. K. A. (2019). An Empirical Study of
Factors Influencing hotel customers' online booking Intention. s 4 s il aglell daa
Al Al (5), 1-17.

Junehee Kwon & Wansoo Kim. (2013). Effects of Attitudes VS Experience of Workplace Fun on

Employee Behaviours: Focused on Generation Y in The Hospitality Industry.

Kao FH, Cheng BS, Kuo CC, Huang MP. Stressors, withdrawal, and sabotage in frontline
employees: The moderating effects of caring and service climates. J Occup Organ Psychol
87:755-780, 2014.

Kim MY, Miao Q, Park SM. (2015). Exploring the relationship between ethical climate and
behavioral outcomes in the Chinese Public Sector: The mediating roles of affective and
cognitive responses. Int J Business, Humanit Technol 5:88-103.

Kong Hai-yan & Tom Baum. (2006). Skills and Work in The Hospitality Sector.

Li, L., Ragavan, N. A., Patwary, A. K., & Baijun, W. (2022). Measuring patients' satisfaction
toward health tourism in Malaysia through hospital environment, nutritional advice, and
perceived value: A study on Chinese exchange students. Frontiers in public health, 10,
893439.

Li, L., Wu, B., & Patwary, A. K. (2022). How marine tourism promote financial development in
sustainable economy: new evidences from South Asia and implications to future tourism
students. Environmental Science and Pollution Research, 29, 1155-1172.

Li, L., Wu, B., & Patwary, A. K. (2022). The psychosocial factors affecting chinese Outbound
Exchange and mobility students’ academic performance during COVID-19. Frontiers in
psychology, 13, 872516.

Li, X., & Zeng, Y. (2019). How to reduce hospitality employees’ deviant behavior: An
organizational justice perspective. In International Conference on Economics,
Management and Humanities Science (pp. 929-37).

Mazni Alias, Chew Kok Wai, Zauwiyah Ahmad & Abdul Mutalib Azim. (2018). Workplace
Deviant Behaviour among Malaysia hotel Employees. Does Organisational Factors
Matter?

Mazni Alias, Roziah Mohd Rasdi, Maimunah Ismail & Bahaman Abu Samah. (2013). Predictors
of Workplace Deviant Behaviour: HRD Agenda for Malaysian Support Personnel.

173



Naumann CL, Adkins SE. (2001) Situational constraints on the achievement — performance
relationship: a service sector study. J Organ Behav 22:453-465.

Patwary, A. K., Roy, B., Hoque, R., & Khandakar, M. S. A. (2019). Process of developing a
community based tourism and identifying its economic and social impacts: An Empirical
study on Cox’s Bazar, Bangladesh. Pakistan Journal of Humanities and Social
Sciences, 7(1), 1-13.

Perkbox. (2022). How to Encourage Employee Autonomy.

Pieters, W. R. (2018). Assessing organisational justice as a predictor of job satisfaction and

employee engagement in Windhoek. SA Journal of Human Resource Management, 16(1),
1-11.

Pindek, S & Spector, P.E. (2016). Organizational constraints: A meta-analysis of a major stressor.
Work & Stress, 30(1), 7-25. 2016.

Rae, K., & Subramaniam, N. (2008). Quality of internal control procedures: Antecedents and
moderating effect on organisational justice and employee fraud. Managerial Auditing
Journal.

Ranto, D. W. P., Tjahjono, H. K., Muafi, M., & Prajogo, W. (2022). The Influence of
Organizational Justice on Interpersonal and Organizational Deviance: A Conceptual Paper.
International Journal of Marketing & Human Resource Research, 3(2), 87-97.

Role of Perceived Organizational Justice and Organizational Commitment as Predictors of
Job Satisfaction among Employees in the Hospitality Industry. International Journal of
Hospitality & Tourism Administration, 1-30.

Roopa. (2017). Questionnaire Designing for a Survey.

Rosid, A., Najmudin, N., & Suwarto, S. (2020). The mediating role of job satisfaction on the
relationship of workplace spirituality and organizational justice on workplace deviance
behavior. In Proceedings of the 2nd International Conference of Business, Accounting and
Economics, ICBAE 2020, 5-6 August 2020, Purwokerto, Indonesia.

Sarwar, A., Muhammad, L., & Sigala, M. (2021). Unraveling the complex nexus of punitive
supervision and deviant work behaviors: findings and implications from hospitality
employees in Pakistan. International Journal of Contemporary Hospitality Management.

Schober, P., Boer, C., & Schwarte, L. A. (2018). Correlation Coefficients. Anesthesia & Analgesia,
126(5), 1763—-1768.

Shani Pindek, David j, Howard, Alexandra Krajevska, Paul E. Spector. (2019). Organizational
constraints and performance.

Shoss MK, Hunter EM, Penney LM. (2016). Avoiding the issue: Disengagement coping style and
the personality -CWB link. Hum Perform 29: 106-122.

Shoss MK, Hunter EM, Penney LM. (2016). Avoiding the issue: Disengagement coping style and
the personality -CWB link. Hum Perform 29: 106-122.

Sonnentag, S. and Starzyk, A. (2015). Perceived prosocial impact, perceived situational
constraints, and proactive work behavior: Looking at two distinct affective pathways,
Journal of Organizational Behavior, 36(6), 806-824.

Sumethokula, P., Patwary, A. K., Srinuanpanc, B., Srinuanpand, C., Suwandeee, P.,
Thammathikulf, A., & Phanong, W. (2020). The potential of new tour repackaging for
creative tourism among entrepreneurs in Nakhon Si Thammarat. International Journal of
Innovation, Creativity and Change, 13(10), 1752-1771.

Ulmer & Steffensmeier. (2014). The Problem of Proverty.

174



Wu, B., Liu, S., Wang, J., Tahir, S., & Patwary, A. K. (2021). Assessing the mechanism of energy
efficiency and energy poverty alleviation based on environmental regulation policy
measures. Environmental Science and Pollution Research, 28, 40858-40870.

Wu, B., Zhai, B., Mu, H., Peng, X., Wang, C., & Patwary, A. K. (2021). Evaluating an economic
application of renewable generated hydrogen: A way forward for green economic
performance and policy measures. Environmental Science and Pollution Research, 1-15.

Yesiltag, M., & Giirlek, M. (2020). Understanding the nature of deviant workplace behaviors. In

Organizational behavior challenges in the tourism industry (pp. 305-326). IGI Global.

175



Customer Satisfaction and Willingness to Use Self-Service Kiosk In
Genting Highlands Hotel

Norfitriyah Shakirah Binti Mohamad, Norsyafigah Binti Suffri, Nur 'Aisyah Binti
Abdul Razak & Nurashikin Binti a Radzuan*

Faculty of Hospitality, Tourism and Wellness of University Malaysia Kelantan, Kota Bharu, Malaysia

h20al41l@siswa.umk.edu.my, h20a1419@siswa.umk.edu.my,h20al424@siswa.umk.edu.my &
nurashikin.ar@umk.edu.my*

ABSTRACT

“The hospitality industry now includes self-service kiosk (SSK) technology. This study
attempted to examine how self-service kiosks: ease of use, speed of delivery, and monetary
promotion influence customer satisfaction in Genting Highlands hotel. The study also
examined the link between customer satisfaction and future self-service kiosk usage intentions.
The study's aims to investigate how ease of use, delivery speed, and monetary promotion affect
customer satisfaction with SSK. The data was analyzed using descriptive statistics and Pearson
correlation analysis. Respondents were given 384 questionnaires. In the study's findings, there
was no significant relationship between monetary promotion and customer satisfaction,
showing that ease of use and delivery speed influenced customer satisfaction positively. The
likelihood of using self-service kiosks in the future was positively connected to customer
satisfaction. The study validates the elements required for effective SSK customer satisfaction
at the Genting Highlands hotel. It provides significant details on the variables that impact
satisfaction.”

Keywords: Hotel Industry, Customer Satisfaction, Ease of Use, Speed of Delivery, Monetary
Promotion.

1.0 INTRODUCTION

The fastest-growing sector of the global economy is technology in the hotel sector. In
Malaysia, it is quickly expanding (Euromonitor International, 2019). Self-service technology
(SST) adoption is an unfamiliar experience for its users. The Department of Statistics Malaysia
(2019) reports that the number of accommodation facilities increased with a total annual growth
rate of 6.7% from RM13.9 billion in 2015 to RM15.8 billion in 2017. Given that it has
accelerated change and has business implications in numerous industries, technology is one of
the most important forces in the world today (Michelle Evans, 2019). Work is now simpler,
more adaptable, and more satisfying for employees thanks to technology (Casado, 2014).

Self-check-in and self-check-out kiosks are uncommon at hotels in Malaysia. The three-
star First World Hotel and Plaza, Genting Highland, is one of the incredibly few hotels that
uses these kiosks. The goal of this study is to understand how satisfied and eager customers are
to use self-service kiosks in Genting Highlands. The study's findings are extremely important
given Malaysia's rapid growth in the use of self-service kiosks. This study, however, focuses
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on how likely it is for customers to use self-service kiosks in a select number of Genting
Highlands locations.

Significance of the Study

According to the study's title, "Customer Satisfaction Towards Self-Service Kiosks in
Genting Highlands Hotel," the researcher has examined how changes in the independent
variables, which are the factors that determine ease of use, speed of delivery, and monetary
promotion of self-service kiosk in Genting Highlands hotel, affect the dependent variable,
which is customer satisfaction.

In the present study, the researchers were able to gain a deeper understanding of how
the self-service kiosk at the Genting Highlands hotel's ease of use, speed of delivery, and
monetary promotion affected customer satisfaction. Additionally, this study gave researchers
the opportunity to pinpoint significant, previously studied components that have an impact on
the customer satisfaction process. Future researchers might benefit by referring to the study's
topic.

The research paper is important to the hotel industry since it gave the sector information
on how customers felt about using self-service kiosks at the Genting Highlands hotel. As a
result, it will offer a reliable foundation of knowledge that will make evident the relevance of
offering great services and their impact on customer satisfaction. Hotels become increasingly
prevalent in the market as a result of this factor. The hotel industry gets competitive advantages
through better decision-making, which benefits in terms of generating more profit.

Future customers may profit from the research topic because it offered advice on how
to thoroughly understand consumer satisfaction when using self-service kiosks at the Genting
Highlands hotel. The research that has given prospective customers important data
demonstrates the real customer satisfaction of using self-service kiosks at the Genting
Highlands hotel.

2. LITERATURE REVIEW

2.1 Ease of Use

According to Yen HR (2005), ease of use relates to both the effort needed to use
innovation and the complexity of the method used to provide services. This would apply to
both hotel workers and visitors utilizing the software while giving or receiving services inside
the property. According to Bilgihan et al. (2016), systems that are simple to use and don't place
customers under time constraints will result in a better cognitive experience. In light of this, it
is essential for hospitality service providers, especially those working in the hotel sector, to
evaluate and consider the value of incorporating SST into their everyday business practises.
The ease of use of a system is a sign that a company values, cares for, and comprehends its
customers. (Egger and others, 2001) While simplicity of use may improve service delivery for
service providers and increase extrinsic advantages for customers, it prevents consumers from
interacting with service providers, which may disappoint their desire to do so (Ko, 2017). In
contrast, Kim and Qu (2014) assert that perceived use has no impact on consumer satisfaction
with SST.
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2.2 Speed of Delivery

Speed delivery is a value-added service that refers to the time between an item's
replacement and real delivery to the customer's location (Myriam Ertz, 2021). Today's
consumers are incredibly demanding when it comes to how quickly services are provided, and
they usually underestimate how long it will take. When customers want to make bookings, the
responsiveness of the kiosks for delivery is the first impression of hotel service, which today
frequently begins online before the guest stay (Mok et al., 2013). Customers are satisfied when
service delivery meets or surpasses expectations, according to the service quality hypothesis.
However, dissatisfaction happens when the opposite is true and the customer's expectations are
higher than what is provided. As a result, they acknowledged SSTs as a practical tool that
allows them to save time while producing the least amount of waste. Increased service delivery
speed, flexibility, and control are acknowledged as major factors in customers' decisions to use
SSTs (Hilton et al. 2013).

2.3 Monetary Promotion

Monetary promotion is a sort of sales promotion that directly influences the price of the
product that the buyer pays. According to this study, since self-ordering kiosks and apps are
both made available for free, people view them as extra advantages in addition to the benefits
of utilizing them. Consumers' usage intentions are greatly influenced by the self-ordering
kiosk's free-to-download feature. For instance, by merely emphasizing specific discounts,
keyless systems, and rewards, hotels can raise awareness of the self-ordering kiosks used in
administration. With these efforts, it will benefit the active promotions for customers, giving
them the opportunity to fully utilize the available app. We propose that service excellence can
account for the beneficial impact of promotions that are in line with consumers' spending and
financial objectives on customer satisfaction (Ratneshwar et al., 2001).

2.4 Customer Satisfaction

According to the hospitality perspective, customer satisfaction as measured by the
service may have an impact on their future loyalty to the service provider (RA Rather, 2021).
The biggest predictor of a hotel's future profits is how happy its customers are. Khan, S., and
N. N. Abdullah (2019). However, in a purchase transaction, consumer contentment in exchange
for a specific price is referred to as satisfaction. Additionally, it is essential to measure customer
satisfaction in order to establish the discrepancy between expected and actual performance.
This is also known as a consumer's judgement of how satisfied they are with the level of
consumption-related fulfilment offered by the good or service. In light of what the customer
has purchased, consumed, and compared, contentment is defined as a "pleasant reaction" of the
consumer (Hamid. R, et al. 2022).
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2.5 Research Hypotheses

The hypothesis tested are:

H1: There is a significant relationship between ease of use and customer satisfaction towards
the hotel industry in Genting Highlands.

H2: There is a significant relationship between speed of delivery and customer satisfaction
towards the hotel industry in Genting Highlands.

H3: There is a significant relationship between monetary promotion and customer satisfaction
towards the hotel industry in Genting Highlands.

2.6 Research Framework

Independent Variable Dependent Variable
i B
Ease of Use H1
i B
H2 Customer Satisfaction
Speed of Delivery Toward Self-Service Kiosk in
Genting Highlands hotel.
. A H3
i 3
Monetary
Promotion
L. =

Figure 1: Conceptual Framework
Source: Framework adopted from Chanmi Hong and Lisa Slevitch (2018)

Figure 1 was used by the researcher to establish the relationship between independent
variables and dependent variables. Easy of use, quickness of delivery, and financial promotion
are the independent variables. Customer satisfaction with the hotel's self-service kiosks in
Genting Highlands is the dependent variable. The framework demonstrates that consumer
satisfaction with self-service kiosks at Genting Highlands hotel depends on a number of
important aspects, including ease of use, delivery timeliness, and financial incentives.
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3. METHODOLOGY

Research Design

The customer who uses the self-service kiosks in the hotels in Genting Highlands will
be the focus of the analysis. Rahi (2017) claims that while using survey questionnaires for
research, a quantitative method is employed for data collecting, pre-defined instruments, and
sample population searching. In order to conduct this study, self-service kiosk users at hotels
in Genting Highlands were selected. Descriptive research is used to gather data through
questionnaires completed by respondents and then used to characterize the data.

A study design's goal is to provide an explanation of the data collected to help
researchers provide a clear response to the original inquiry (Da De Vaus, 2001). Descriptive
research can also provide answers to the what, when, who, where, and how of an issue because
it typically involves a wider population.

Data Collection

The researcher employed a questionnaire and secondary data to gather data for this
study. Sections A, B, and C make up the three sections that make up the questionnaire. surveys
All were given out to guests who had used the self-service kiosks at hotels in Genting
Highlands. The questionnaire given to the respondents is multilingual and contains questions
in both Malay and English. Before distributing the questionnaire, the researcher first got the
target respondent's permission to go around Genting Highlands and gather data. Respondents
who work in Genting Highlands hotels with guests who frequently use self-service kiosks
received surveys. After the respondent has completed the entire questionnaire, data is gathered.
To ensure the accuracy of the data acquired, researchers personally collected the surveys from
the respondents.

Sampling

Purposive sampling was utilised in this study as a sample strategy to gather
informational data. This purposive sample is one whose characteristics are predetermined for
a particular research objective. C. Andrade (2021). Purposive sampling is used to examine
consumer satisfaction with the self-service kiosks in the hotel in Genting Highlands as a
reflection of the population. Each region has its own autonomous study locations. Customers
who have checked into Genting Highland hotels solely are the research's target group.
According to Krejcie and Morgan (1970), the sample size was 384 people, and the population
was 1,678,700 people with experience checking into Genting Highlands Hotel.

Data Analysis

In order to analyses the data gathered for this study, the Statistical Package for Social
Science (SPSS), version 26 was used. A programme called SPSS uses statistical statistics and
correlation to explain the relationship between independent and dependent variables. The data
collected from guests who responded and checked into the Genting Highlands hotel can be
transformed into useful information using SPSS.
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4. FINDINGS

Table 1: Demographic Analysis

Item Frequency (n) Percentage (%)
Gender

Female 229 59.6
Male 155 40.4

Age Group

18-25 years old 161 41.9
26-35 years old 86 22.4
36-45 years old 98 25.5
46-55 years old 34 8.9
56-65 years old 5 1.3

Level of education

SPM 41 10.7
STPM/STAM/Diploma 61 15.9
Degree 181 47.1
Master/PhD 49 12.8
Others/Lain-lain 52 13.5

Household Income (per month)

RMO0O 111 28.9
< RM1000 57 14.8
RM1500-RM2500 133 34.6
RM3000-RM4500 56 14.6
>RM50000 27 7.0
Race

Malay 168 43.8
Chinese 71 18.5
Indian 77 20.1
Others 68 17.7

Do You Have Experienced Using An SSK in
Genting Highlands Hotel

Yes 228 59.4
No 156 40.6
Hotel Type

Luxury 38 9.9

Mid-price 83 21.6
Budget 76 19.8
Not Applicable 31 8.1

Total 384 100
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The female gender is the highest than male with 59.6% of those surveyed. The majority
are aged between 18-25 years old (41.49%). 47.1% had a bachelor’s degree as their minimum
qualification and 34.6% has a household income for RM1500-RM2500. Next,43.8% is Malay.
59.4% of respondents who answered yes for customer have an experienced using Self-Service
Kiosks in Genting Highlands hotel. The last one is hotel type is mid-price which is 21.6%

Table 2: Descriptive Analysis

Variable Items Mean Standard
Deviation
Ease of Use Using a self-service kiosk for check-in was 2.69 1.112
complicated
Using a self-service kiosk for check-in was 2.77 0.963
confusing
Using a self-service kiosk for check-in took a lot of 3.82 1.139
effort
Using a self-service kiosks for check-in required 4.00 1.074
little work
Speed of delivery Using a self-service kiosk for check-in allowed me 4.76 1.049
to save time during check-in/out
Using a self-service kiosk for check-in made my 3.46 1.500

check-in/out takes a lot of time to check-in or
check-out in the room hotel

Monetary Promotion Self-service kiosk's monetary promotion were 4.19 0.992
attractive
Self-service kiosk's monetary promotion like 3.94 0.856

coupons or promotional deals caused me to use an
self-service kiosks

Customer My choice to use a particular self-service kiosk for 4.72 0.988
Satisfaction check-in/out was a wise one
I was happy with the usage of the self-service in 4.58 0.901
that particular instance
Overall, I was satisfied with using the hotel self- 4.68 0.939

service kiosk

Reliability Analysis

The results of the reliability analysis for the study variables were shown in the table.
The data indicates that Customer Satisfaction towards self-service kiosks in Genting Highlands
hotel is 0.816 (Dependent Variable), Speed of Delivery is 0.397, Monetary Promotion is 0.764,
and Ease of Use is 0.627. Additionally, all of the Independent Variable items—Ease of Use,
Speed of Delivery, and Monetary Promotion—were acceptable; however, only Speed of
Delivery is unacceptable because the results for H1 and H2 were over 0.6 while H3 did not
yield a score. Customer satisfaction with the hotel's self-service kiosks, the dependent variable,
has a value of 0.816, indicating that the variables used were adequate and accurate in assessing
this variable. In summary, Cronbach's Alpha reliability coefficients for the study's independent
variables were satisfactory and correlated with one another; the only variable that wasn't
correlated with another was delivery speed.
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Table 3: Cronbach’s Alpha

No of Study variable Cronbach’s Alpha Remarks
items (acceptable/not
acceptable)
4 Ease of Use 0.627 Acceptable
2 Speed of Delivery 0.397 Not Acceptable
2 Monetary Promotion 0.764 Acceptable
3 Customer Satisfaction 0.816 Acceptable

Pearson’s Correlation

Table 4: Correlations between Ease of Use and Customer Satisfaction towards self-service
kiosks in Genting Highlands hotel

Correlations
Ease Of Use Customer Satisfaction

Ease Of Use Pearson Correlation 1 .009

Sig. (2-tailed) .896

N 228 228

Customer Satisfaction Pearson Correlation .009 1

Sig. (2-tailed) .896

N 228 228

Based on finding, Table 4 show that positive value of correlation coefficient is .009
which is indicates that the relationship between ease of use and customer satisfaction is
positively negligible.

HI1: There is significant relationship between ease of use and customer satisfaction towards
self-service kiosks in Genting Highlands hotel.

Table S: Correlations between Speed of Delivery and Customer Satisfaction towards self-
service kiosks in Genting Highlands hotel

Correlations
Speed of Customer Satisfaction
Delivery
Speed of delivery Pearson Correlation 1 354"
Sig. (2-tailed) 000
N 228 228
Customer Pearson Correlation .354™ 1
Satisfaction Sig. (2-tailed) .000
N 228 228

**_Correlation is significant at the 0.01 level (2-tailed).
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Based on the finding on Table 5, it shows that positive value of correlation coefficient
is .354** which is indicates that the relationship between speed of delivery and customer
satisfaction is positively weak. Therefore, speed of delivery has a weak relationship in
determining customer satisfaction towards self-service kiosks in Genting Highlands hotel.

H2: There is significant relationship between speed of delivery and customer satisfaction
towards self-service kiosks in Genting Highlands hotel.

Table 6: Correlations between Speed of Delivery and Customer Satisfaction towards self-
service kiosks in Genting Highlands hotel

Correlations

Monetary Promotion

Customer Satisfaction

Monetary Promotion Pearson Correlation 1 348"
Sig. (2-tailed) .000
N 228 228
Customer Satisfaction Pearson Correlation 348" 1
Sig. (2-tailed) .000
N 228 228

**_Correlation is significant at the 0.01 level (2-tailed).

Based on the finding on Table 5, it shows that positive value of correlation coefficient
is .348** which is indicates that the relationship between monetary promotion and customer
satisfaction is positively weak. Therefore, monetary promotion has a weak relationship in
determining customer satisfaction towards self-service kiosks in Genting Highlands hotel. H3:
There 1s significant relationship between monetary promotion and customer satisfaction
towards self-service kiosks in Genting Highlands hotel.
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5. DISCUSSION & RECOMMENDATION

As aresult, the study's conclusions may not necessarily represent the entire population,
particularly Malaysian hotel customers. To successfully achieve the research objectives, a 6-
point Likert scale was used in this study. The data discovered for monetary promotion and
customer satisfaction signal positive significant results since the level of reliability from
Cronbach's Alpha exceeds the amount than 0.7, which implies that monetary promotion was
the most prominent element in this study. In contrast, the reliability test for ease of use and
speed of delivery was unable to obtain a positive result, it was significantly lower than 0.7. As
a result, ease of use and speed of delivery are not the variables with the greatest impact in
customer satisfaction.

Implication of The Study

First and foremost, this research study provided all the essential information that a new
researcher or new businessperson interested in this topic could possibly need, particularly
regarding how the ease of use, speed of delivery, and ease of use affect customers' satisfaction
with self-service kiosks in the Genting Highlands hotel. With the use of this information, the
researcher will look into the variables influencing patron satisfaction with self-service kiosk
check-in and check-out at local hotel Genting Highlands. The new researcher was also able to
pinpoint significant, little-studied characteristics that may influence whether or not hotel guests
use self-service kiosks for check-in and check-out.

Second, this study is advantageous to the hotel sector since it sheds light on the factors
that influence customer satisfaction towards the self-service kiosks in Genting Highlands
hotel. Hotel operators can determine if customers plan to better use self-service kiosks in hotels
by adjusting to their expectations for the factors of ease of use, speed of delivery and monetary
promotion. In order to properly satisfy the customer's desire, hotel industry managers should
do in-depth research into customer satisfaction for returning, especially for those who do so
frequently. Thus, a kiosk can make a major impact in how the hotelier handles their customers
and how their customers use services. It provides the hotelier with a reasonable opportunity to
enhance hotel revenue through upsells and elevate their guest experience in the hotel industry.

Thirdly, future customers who plan to use self-service kiosks check-in and checkout at
hotels in Genting Highlands will benefit from the examination of these findings. This study
could help broaden our understanding and tell potential customers about the variables that lead
to a desire to use the technology right now. By outlining the factors that should be taken into
account when customers decide to choose the kiosks technology to check-in and checkout
services at a hotel, this study helps readers understand which factors led the kiosks technology
to integrate it into service producers especially in the hotel industry.

Recommendation

This study employs a purposive sample and quantitative technique, which allows the
researcher to find and maximize the number of respondents who respond determined by the
questionnaire they accomplish. To accurately assess each acquired data set, the reviewer will
consistently keep up and track rightfully on every occasion.
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In this study, the researchers focused only on three variables that can affect Genting
Highlands Hotel guests' satisfaction with self-service kiosks. However, there may be additional
important factors that influence how a researcher determines if customers are satisfied with the
self-service kiosks in the Genting Highlands hotel. Therefore, it is advised that future
researchers conduct more research into additional factors including time management, machine
facility, and machine speed while employing with the aim of enhancing the study's findings,
which truly affect customer happiness.

Furthermore, further research should take consideration of the survey respondents'
experiences, as customers in Malaysia may have varied experiences when utilising self-service
kiosk machines due to different demographic characteristics. It can assist future researchers
understand the pattern of occurrence of customer satisfaction with self-service kiosks at
Genting Highlands hotel.

6. CONCLUSION

This chapter's conclusion looked at the key findings of the customer satisfaction survey
conducted at the Genting Highlands Hotel. The examination of 385 complete questionnaires
revealed that the study's goals were met, its questions were answered, and its hypotheses were
confirmed as reasonable. Overall, there is a strong favorable relationship between financial
advertising and client satisfaction. However, because it falls short of 0.7, the association
between ease of use and delivery speed is weak, demonstrating that Genting Highlands Hotel's
financial promotion plays a significant role in the significance of customer satisfaction.
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ABSTRACT

In Malaysia, the impact of COVID-19 had put management in the business industry under
pressure. The prolonged spread of the coronavirus had caused business in Malaysia to not grow.
This study combined the characteristics of restaurant hygiene such as hygiene of customer-use,
personal hygiene of staff and hygiene of workspaces. The purpose of this study was because not
many studies had been conducted to investigate the perception of risk in doing business following
the health crisis and customers’ fear of the virus. Therefore, this study was designed to examine
the influence of cleanliness on customers’' fear of COVID-19 on businesses in Malaysia. This study
had been a questionnaire as a method to collect data and it would be analyzed using SPSS. This
study was believed to give good insight to academics and practitioners in preparing them for the
post-corona field for the new normal after the limited life experience during the unprecedented
epidemic.

Keywords :
Hygiene attributes, Fear of COVID-19

1. INTRODUCTION

The COVID-19 pandemic was initially identified in mid-December 2019, with the first
case reported in Wuhan, China (Wang et. al., 2020 & Yuki et al., 2020). The COVID-19 virus
is an infectious disease caused by the SARS-CoV-2 virus (Shereen et. al., 2020). This virus
can cause infections such as cough, fever, cold, lung infection and shortness of breath that can
cause death (Boyraz et al., 2020). Anyone infected with COVID-19 can spread it to others,
even if the infected person has no symptoms (Katella, 2022). This outbreak of COVID-19 can
be classified as a pandemic because this epidemic has spread massively and rapidly throughout
the world (Cucinotta et al., 2020). COVID-19 is a highly contagious and pathogenic viral
infection produced by the severe acute respiratory SARS-CoV-2 virus, which caused a global
pandemic and a significant loss of human life globally (Sheree et al., 2020).

Restaurants are one of the industries dealing with various issues related to COVID-19 and
there is no denying that the COVID-19 pandemic is affecting almost all F&B businesses. The
recent global COVID-19 epidemic has had a considerable influence on the restaurant business
(Gossling et al., 2020). This industry's high vulnerability to the outbreak has been universally
recopredignised as a result of the worry that it creates in customers about social
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exception (Gossling et al., 2020). Restaurant owners feel it is vital to provide measures for
client safety and security to encourage repeat business since customers' regular visits to
restaurants may be threatened by potential exposure to COVID-19 dangers (Sharma A. et al.,
2020). However, if customer worries regarding the potential of COVID-19 grow, major
changes in customer behavioral intentions are predicted. Because it directly affects restaurant
operations, customer retention is important for restaurant success (Yan et al., 2015). In this
context, it is necessary to investigate the variables that affect repeat restaurant customer
intentions in context of the developing situation due to COVID-19.

Unhygiene customer-use can make customers afraid to visit the restaurant. Customers are
worried about whether the facilities or equipment provided are in a clean condition or not. This
is because the COVID-19 virus can easily spread even if it is only through contact. According
to (Delea et al., 2020; Yu et al., 2021b), customer interaction can be direct or indirect.
Moreover, the COVID-19 virus can also spread through personal hygiene of staff. This is
because, they are among the groups that communicate a lot with customers. The spread of the
Covid-19 epidemic between staff and customers, whether directly or indirectly, has the
potential to increase viral infections, according to (Boyraz et al., 2020). The way workers do
not follow SOP such as not wearing a face mask and wearing dirty clothes can be one of the
factors to spread viral infections. In addition, the problem of contagion of COVID-19 can also
occur when hygiene at the workplace is not clean. It is well known that the COVID-19 virus
can spread through the air. According to Jamaludin, when the environment is not clean, the
restaurant staff become uncomfortable and afraid to go to work because they are worried if
they get infected with this virus. This situation not only creates fear in employees but it also
creates fear in customers to visit the restaurant.

1.1 Significance of The Study

In this research article, it helps researchers to find out how the quality of environmental
cleanliness and service influences customers and customers to revisit the restaurant.
Additionally, this research enables researchers to identify favorable features that also have a
good impact on restaurant management and customer satisfaction with the hygiene of the
restaurants during the COVID-19 outbreak. The title of this study may provide future scholars
with an idea. Future customers may benefit through the research topic because the research
provides guidance to fully understand the relationship between hygiene that needs to be taken
care of especially in running a business such as food which is also where it should be acted to
all restaurant owners about hygiene that has been made. This research paper is important to
customer health and insight to the food and beverage industry where customers can learn about
the cleanliness and quality of workers during the COVID-19 outbreak.
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2. LITERATURE REVIEW
2.1 Personal Hygiene of Staff

According to Munguti (2022), personal hygiene involves cleanliness of the body and
clothes, healthy eating, proper living habits, exercise and rest. Good personal hygiene means
keeping all parts of the physical body clean and healthy. It is an important part of mental health
and maintaining physical. Ford mentioned that personal hygiene is a personal care routine to
ensure that one's whole body is clean, fresh, and healthy. One of the most effective ways to
protect against infectious diseases is to have good personal hygiene such as frequent hand
washing, showering, and using protection such as wearing gloves. For people with poor
personal hygiene, this may leave a person exposed to germs and viruses (Ames, 2020).

In closed environments like hotels, aeroplanes, and restaurants, there will inevitably be
employee-customer interaction, whether direct or indirect (Yu et al.,, 2021a). Infectious
infections are more likely to be caught and disseminated due to the nature of interactions with
customers and handling their belongings (Zhang et al., 2020).

2.2 Hygiene of Customer-use

According to Humanitarian Global (2021), the term "hygiene" is derived from the
Greek word "hygieinos," which meaning healthy or everything connected to health and
cleanliness. Generally, the term hygiene is used to indicate 'the act of maintaining personal
hygiene and environmental conditions, especially to avoid disease or the spread of infectious
disease outbreaks. Many infectious infections, including the COVID-19 virus, can be avoided
by maintaining good hygiene. It is essential for achieving greater health and well-being. The
World Health Organisation (WHO) defines hygiene as the conditions and practises that support
maintaining health and preventing the spread of disease.

A customer is an individual or business that buys goods or services from a business or
company. Customers are important because they drive the country's income. Without them,
the business cannot continue to thrive and grow. All businesses compete with other companies
to attract customers, either by aggressively advertising their products, by lowering prices to
expand their customer base, or by developing unique products and experiences that customers
love.

2.3 Hygiene of Workspace

According to Hung et al. (2018), a restaurant's workstation that isn't hygienic can
contribute to the spread of infectious diseases and raise customer anxiety. In order to stop this
pandemic from spreading and draw consumers to the restaurant, the work environment must
be kept clean. When regular cleaning and sanitation are performed to stop the spread of
epidemics in every location made available to consumers, the cleanliness of the workplace may
be maintained.

Customers believe that the degree of cleanliness of the workspace is vital in lowering
the likelihood of the virus infection from spreading further in the wake of the COVID-19
epidemic. Customers will harbor reservations about a workspace that is not perfectly cleaned,
per (Park et al., 2019).
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2.4 Customers’ Fear of COVID-19.

Customer behaviour during COVID-19 is affected by fear, anxiety, lockdown,
stocking, panic buying, stress due to loss of control, loss of personal freedom, hygiene
measures, spending patterns, routine changes, and earning capacity (Kavya Satish et al., 2021).
Fear is a very strong emotion in a person which is often triggered by a perceived threat and it
can make a person feel afraid, anxious or panic (Jenkins P., 2022). According to Fritscher
(2022), fear is also said to be a symptom of several conditions such as mental health problems
including social anxiety, phobias, panic disorder, and post-traumatic stress disorder (PTSD).

Schimmenti A., et al. (2020) believes that fear is a basic emotion that arises in reaction
to a perceived threat. The psychological organisation of the three concerns related to the
COVID-19 pandemic revolves around four interconnected dialectical domains. dread of the
body is the first type of dread, followed by fear of significant people or fear of important
people, fear of not knowing or fear of knowing, fear of taking action or fear of inaction, and
fear of key people. However, it depends on the interpersonal, cognitive, and behavioural
aspects of fear. The four fear categories identified during the COVID-19 epidemic reflect
important psychological perspectives on reality.

2.5 The Relationship Between Personal Hygiene of Staff, Hygiene of Customer-use,
Hygiene of Workspace With Consumers’ Fear of COVID-19.

The relationship between personal hygiene of customers uses with cunsumers’ fear of
covid19.Customers typically think that visiting establishments, interacting with staff, and
eating at restaurants is risk-free and secure (Choi et al., 2010). However, it has recently been
noted (Delea et al., 2020; Yu et al., 2021b) that customer encounters, whether direct (such as
a service encounter or shaking hands) or indirect (such as using a room at a restaurant), tend
to increase the risk of infection. The restaurant cleanliness practices, hygiene issues, and strict
SOP processes, according to (Peng and Chen, 2021), would make the COVID-19 scenario
worse.

The relationship between personal hygiene of staff and consumers’ fear of covid-19.
Employees may be more susceptible to contract and spread infectious diseases due to the way
they contact consumers and handle their belongings (Zhang et al., 2020). Yu et al. (2021a)
assert that staff will inevitably have direct or indirect contact with clients, particularly in
service-related industries like hotels, airlines, and restaurants. Additionally, undercooked food,
contaminated equipment, incorrect storage temperature, hazardous food sources, and
inadequate personal hygiene are listed as the top five causes of food safety problems in food
service establishments by FDA (2017). Customers are more likely to dread COVID-19 if
restaurant employees maintain poor personal cleanliness, according to research.

And the relationship between hygiene of workspace and consumers fears of covid-19.
according to (WHO, 2020b), has raised awareness of restaurant cleanliness. Because of this,
restaurant owners only clean the kitchen area when there are illness outbreaks (Sifuentes et al.,
2014). The author understood that filthy eateries with plenty of germs can serve as a cause of
infection, according to (Park et al., 2019). Customers choose restaurants that offer indoor and
outside service and follow regular sanitation and cleanliness procedures, per the research
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described above. But infrequent hygiene inspections can make people worried about the
COVID-19 epidemic.

2.6 Research Hypothesis

A hypothesis must be testable and realistic, taking current knowledge and methodologies into
account. Furthermore, a hypothesis is a forecast or explanation of a link between two variables.
It suggests that an independent variable and a dependent variable have a systematic connection.
As a result, the research suggests:

H1: There is a favorable correlation between patrons' use of restaurant cleanliness and their
concern for COVID-19.
H2: Restaurant patrons' concern of COVID-19 is positively connected with restaurant staff
members' personal hygiene.
H3: Restaurant workplace hygiene is positively correlated with customers' fear of COVID-19.
2.7 Conceptual Framework

The conceptual framework for this research is seen in Figure 2.1. The three factors that
make up the independent variable that will be proposed are hygiene of customers use, hygiene
of workspace, and personal hygiene of staff. Consumers’ fear of covid-19 is the dependent

variable.

Figure 1: Conceptual Framework of the relationship between independent variable and
dependent variable

Indepenilzin W anaids Diepenabear '\ piiakls

Priuimiad Hygens of Sl K " Fear ol COVID-19

Source : Adopred from Siddigi et al.. (2022)
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3. METHODOLOGY
3.1 Research Design

The strategy for responding to the research question can be referred to as the study design.
It covers the examination of numerical data using particular statistical approaches in order to
respond to questions like who, how much, where, what, how many, and how many. Science,
social science, and numerous other fields all place a high priority on research design
(Abutabenjeh et. al, 2018). All of the data will be collected for this study using a quantitative
approach and questionnaires. Quantitative research is a systematic way to collect and analyse
data from multiple sources (SIS International, 2018). Making predictions, determining patterns
and averages, testing causal theories, expanding results to larger populations, and determining
patterns and averages are all possible with it (Bhandari, 2021).

The purpose of this study is to determine the influences of restaurant hygiene attributes
toward customers’ fear of COVID-19. The data will then be collected using questionnaires
given to respondents as part of descriptive research, which may then be used to explain the
data.

The aim of a study design is to ensure that the evidence obtained from the data can address
the research question. Therefore, descriptive research would be able to address the questions
of who, what, when, where and how, when it comes to a certain issue or situation. A sort of
study called descriptive research seeks to give the most precise account of phenomena that
already exist (Atmowardoyo, 2018).

3.2 Data Collection

An online survey was used to collect data in order to decrease in-person interaction and
keep to social distance standards. As a result, researchergathered data online using platforms
like Google Form, a trusted survey tool for social sciences. Respondents were given a brief
explanation of the research, the way the data was collected, and the legally essential data
protection information. So, over the 20 days, 384 replies were gathered. Researcher used a total
sample size of 379 replies after excluding 5 responses that were unsuitable for data processing.

3.3 Sampling

Researcher choose convenience sampling to conduct research. It is a sampling
method that can get information easily, quickly and effectively. This simple sampling is always
used in the exploratory phase of a study or when the researcher needs a sample immediately or
in the near future.

Based on the population estimate of the Department of Statistics Malaysia (in 2022),
Kota Bharu has the largest population of 1,536,516 people or 89% of the 1,720,694 total
population of Kelantan. Therefore, this simple sampling method is very useful in this research
because the high number of the population gives us the potential to get enough respondents.
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3.4 Data Analysis

Researcher examined the data using IBM SPSS 26.0 in order to verify the correlations
in the suggested hypotheses. Researcher used the following quantitative analytic methods, such
as variance inflation factor (VIF), common method variance estimation, structural model
assessment, measurement model assessment, and structural model assessment. Researcher also
determined the effect size and variation of natural factors.

FINDINGS
Table 1:
Demographic Analysis
Respondent Profile Frequency Percentage
n=2379 (%)
Gender
Male 149 393
Female 230 60.7
Age
18-23 135 35.6
24 -29 105 27.7
30-35 45 11.9
36 -41 30 7.7
42 and above 64 16.9
Races
Chinese 48 12.7
Indian 50 13.2
Malay 280 73.9
Other 1 0.3
Frequency of visiting Thai restaurant in a week
1-2 263 69.4
3-4 88 233
5-6 17 4.5
Everyday 11 2.9

This study had collected data from 379 respondents who answered this questionnaire. Table
1 had shown that there were more female respondents than male respondents, with 230 female
respondents or 60.7%, while 149 male respondents or 39.3%.

Next, Table 1 also showed the age range of the 379 respondents who answered this
questionnaire. The higher respondent age group that answered this questionnaire were
respondents aged between 18 and 23 years old which was 135 people or equivalent to 35.6%.
The second highest age group of respondents were respondents aged 24 to 29 years old or
equivalent to 27.7%. The third highest age group of respondents was respondents aged 42 and
over, which was a total of 105 people or equivalent to 16.9%, followed by respondents aged
30 to 35 years which was a total of 45 people or equivalent to 11.9%. Meanwhile, the lowest
age range of respondents who answered this questionnaire were respondents aged 36 to 41
years, of which the number of respondents was only 30 people or equal to 7.7%.
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Not only that, Table 1 also showed the race category through data obtained from 379
respondents. Out of that number, the majority of respondents who answered this questionnaire
were Malay respondents, that was 280 people (73.9%). The second highest race was Indian
respondents, which was 50 people (13.2%). Meanwhile, there were 48 Chinese respondents
(12.7%). However, there was also one respondent (0.3%) who was of another nationality, the
data obtained showed that the respondent was of Siamese nationality.

Lastly, Table 1 showed the frequency of 379 respondents who visit a Thai restaurant in a
week. Out of that number, 263 respondents (69.4%) visit Thai restaurants only between 1 to 2
times a week, followed by 88 respondents (23.2%) who visit Thai restaurants 3 to 4 times a
week. A total of 17 respondents (4.5%) who visit Thai restaurants 5 to 6 times a week.
Meanwhile, only 11 respondents (2.9%) visit Thai restaurants every day in a week.

Table 2 :
Descriptive Analysis
Section Dimension N Mean SD
B Customers’ Fear of COVID-19 375 3.5062 1.1644
C Hygiene of Customer-use 375 3.6653 1.0130
Personal Hygiene of Staff 375 3.7370 0.9978
Hygiene of Workspaces 375 3.6500 0.9655

The mean score for all the three independent variables which were hygiene of customer-
use, personal hygiene of staff and hygiene of workspaces 3.6653 (SD = 0130), 3.7370 (SD =
0.9978) and 3.6500 (SD = 0.9655) respectively. The mean score for dependent variable,
customers’ fear of COVID-19 score was 3.5062 (SD = 1.1644).

Table 3 :
Reliability Analysis
Section Dimension Cronbach’s Alpha Number of
Items
Dependent Variable Customers’ fear of COVID- 0.919 5
19
Independent Variable Hygiene of customer-use 0.848 3
Personal hygiene of staff 0.885 3
Hygiene of workspaces 0.861 3

N of respondents (n) = 379

Table 3 shows the reliability of the analysis for all variables that include dependent
variables and independent variables. Cronbach's alpha coefficient value for customer fear of
COVID-19 is 0.919. The value shows that the reliability of this dependent variable is at an
excellent level. Meanwhile, all independent variables show reliability at a good level.
Cronbach's alpha coefficient value for hygiene of customer-use is 0.848, personal hygiene of
staff is 0.885 and hygiene of workspaces is 0.861.
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Table 4 :
Pearson Correlation Coefficient

IV1 1v2 1V3 DV
V1 Pearson Correlation 1 725" 675" 041
Sig. (2-tailed) 000 000 427
N 379 379 379 379
|\ Pearson Correlation 725" 1 .765™ 067
Sig. (2-tailed) 000 000 191
N 379 379 379 379
V3 Pearson Correlation 675" 765" 1 077
Sig. (2-tailed) .000 .000 132
N 379 379 379 379
DV Pearson Correlation .041 .067 .077 1
Sig. (2-tailed) 427 191 132
N 379 379 379 379

**_ Correlation is significant at the 0.01 level (2-tailed).

Table 4 shows a positive (r) value of 0.041 which showed that the relationship between
hygiene of customer-use and customers' fear of COVID-19 was at a positive level of
correlation that could be ignored. Therefore, hygiene of customer-use had a correlation
relationship that could be ignored in determining customers' fear of COVID-19 at a Thai
restaurant in Kota Bharu, Kelantan. Meanwhile, the significant level (p) for this variable was
0.427 which was more than 0.10. In conclusion, hypothesis H1 stated that there was no
relationship between hygiene of customer-use and customers' fear of COVID-19 was
considered insignificant and it was considered a null hypothesis.

The relationship between personal hygiene of staff and customers' fear of COVID-19
showed a positive value of 0.067 which indicated that was at a positive level of correlation that
could be ignored. Therefore, personal hygiene of staff had a negligible correlation in
determining the customer's fear of COVID-19 at a Thai restaurant in Kota Bharu, Kelantan.
Meanwhile, the significant level of this variable was 0.191 which was more than 0.10. In
conclusion, hypothesis H2 stated that there was no relationship between personal hygiene of
staff and customers' fear of COVID-19 was considered insignificant and it was considered a
null hypothesis.

The relationship between hygiene of workspaces and customers' fear of COVID-19 showed
a positive value of 0.077 which indicated that was at a positive level of correlation that could
be ignored. Therefore, the hygiene of workspaces had a negligible correlation in determining
the customer's fear of COVID-19 at a Thai restaurant in Kota Bharu, Kelantan. Meanwhile,
the significant level of this variable was 0.132 which was more than 0.10. In conclusion,
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hypothesis H3 stated that there was no relationship between hygiene of workspaces and
customers' fear of COVID-19 was considered insignificant and it was considered a null
hypothesis.

. DISCUSSION & RECOMMENDATIONS

Since the COVID-19 pandemic, many industries had prioritizedd cleanliness, particularly
in dining rooms and food equipment. Customers believed that food handlers prioritized
sanitizing their equipment daily. However, closed spaces in service industries like restaurants,
hotels, and airlines increased the risk of acquiring and spreading infectious diseases. The
Malaysian government had introduced a vaccine to prevent the virus from worsening, and food
operators must also take typhoid injections. The temporary closure of premises had caused
significant losses for the food and beverage industry, highlighting the importance of hygiene
in all aspects of the workplace. Customers trusted food operators to take initiative to prevent
the spread of the epidemic and attract customers.

5.1 Implication of The Study

This research study explores the impact of restaurant hygiene on customers' fear of
COVID-19 at Thai restaurants in Kota Bharu. The study aims to investigate the factors
influencing customers' fear of COVID-19 and provide insights for future research. The study
highlights the negative impact of unsatisfactory cleanliness on customers' decision to visit Thai
restaurants, particularly in areas like the dining room, prayer room, food equipment, and
kitchen. Improving cleanliness in these areas can help customers feel less afraid of the virus
and encourage them to visit Thai restaurants with confidence. The findings can help potential
customers in Kota Bharu by easing their fears about visiting Thai restaurants due to their high
level of cleanliness.

5.2 Recommendations of The Study

Future studies should consider educating staff about personal and hand hygiene standards,
glove use, proper work clothes, hair and jewelry, and sick leave policies. Maintaining good
hand hygiene is crucial for reducing the risk of foodborne illness outbreaks. However,
restaurants still have low compliance rates with FDA hand hygiene standards. Future studies
on the association between customer usage and COVID-19 should use hygiene of customer
use as an independent variable. Quantitative techniques were used to collect data from
respondents, allowing for more efficient and targeted responses.

This research can help the food preparation service industry improve operations and
productivity, allowing entrepreneurs to retain existing customers and attract new ones.
Additionally, developing a restaurant hygiene checklist can help maintain hygiene standards
and improve the overall cleanliness of the restaurant.
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6. CONCLUSION

The present study outlined its shortcomings and provided recommendations for further
research. The researcher's sample was only restricted to people of Kelantan, particularly in
Kota Bharu, but it would be possible for future researchers to broaden the investigation into
restaurant hygiene and customers' concern of COVID-19 in other states. The study also only
examined restaurant cleanliness during the COVID-19 pandemic, but subsequent studies could
assess the situation even after COVID-19. In conclusion, the broad COVID-19 outbreak may
affect diners' capacity to frequent restaurants. One body of literature examined many facets of
COVID-19, however it contained no research on restaurant sanitation during the COVID-19
outbreak. As a result, the researcher looked at restaurant cleanliness factors such personal
hygiene of staff, hygiene of workplace, and hygiene of customer-use while also examining
consumers' fear of COVID-19. The results showed that even after the Movement Control Order
was relaxed, customers' fear of COVID-19 made them less likely to attend restaurants.
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ABSTRACT

This study uses Starbucks as a case study to look at how consumer preference and brand loyalty
are impacted by coffee quality. Research is also done into the elements that influence how
healthful coffee is. Convenience, price equity, flavour, and customizability are all indicators of
food quality. Hygiene and nutrition disclosure were the determining aspects of food
healthiness. The most prominent food quality traits were brand admiration and brand loyalty.
The results demonstrated a positive correlation between wellbeing and cleanliness and
nutritional openness. Brand loyalty is significantly influenced by factors including flavour,
customization, fairness of price, and healthfulness. Furthermore, it was discovered that
fairness in terms of taste and cost were crucial elements in determining Starbucks brand
loyalty. This investigation on food quality in the context of the coffee market offered useful
business-related information. The study's findings highlighted the qualities of high-quality
coffee and the factors that influence them, as well as the close relationship between brand love
and loyalty, brand quality, and coffee food quality.

Keywords:

Healthiness, price fairness, nutrition disclosure, brand love

1. INTRODUCTION

Coffee has long been a significant global commodity crop and a substantial export for a
number of nations. Coffee culture has evolved into a trend and way of life in today's societies,
regardless of age (Nurhasanah & Dewi, 2020). This is so that young people can interact with
one another through such culture. Seattle's Pike Place Market served as the site of the first
Starbucks opening in 1971. It began modestly by offering some of the greatest coffee beans in
the world for sale. Starbucks Coffee Company and Berjaya Group Berhad have partnered to
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manage Starbucks in Malaysia through Berjaya Starbucks Coffee Company Sdn Bhd. It was
founded on December 17th, 1998 in Kuala Lumpur and has since started to spread to Sabah
and Sarawak.

Espresso, latte, and cappuccino are just a few of the coffee-containing beverages that
Starbucks is renowned for offering. Customers are able to select their own drink based on
preferences thanks to this. Because Starbucks gives customers a lot of options, this
circumstance will boost customer happiness. Because the brand evokes for consumers
symbolic attributes including social feelings, beauty, and status, consumers will grow
acclimated to it (Gajic et al., 2022). But excessive coffee consumption increases the chance of
developing chronic illnesses like diabetes, obesity, heart disease, and other conditions. This is
due to the high sugar content of the beverages sold at Starbucks and the detrimental effects of
excessive caffeine use on health (Lacap & Sicat, 2022). Because the cost of each menu item or
dish at the Starbucks caf¢ is incredibly high and unattainable, the price justice of this study is
another important consideration. When compared to other coffee shops or cafés, the price of
each menu item or dish at Starbucks is prohibitively expensive. The purpose of this study was
to look into the nutritional transparency, pricing justice, and healthiness of Kuala Lumpur
consumers' brand loyalty to Starbucks.

Significance of The Study

The researcher has examined the reaction on the dependent variable, which is brand love,
by changes on the independent variables, which are the determinants consisting of the
healthiness, price fairness, and nutrition disclosure of Starbucks in Kuala Lumpur, in
accordance with the study's title, which examines the antecedents of brand love towards
Starbucks in Kuala Lumpur. The researcher, the food and beverage industry, and potential
customers now have a clear image of brand loyalty to Starbucks in Kuala Lumpur thanks to the
research's findings.
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2. LITERATURE REVIEW
2.1 The Antecedents of Brand Love Toward Starbucks in Kuala Lumpur.

The word "healthiness" is more frequently used as a synonym for health or wellness. From
a range of scientific perspectives, including medical, nutritional, social, and psychological
ones, health may be explored. Dietary factors and issues with food safety can be seen as the
two main components of health. (Petrescu, Vermeir, & Petrescu-Mag, 2019).

Food health is also recognized as a crucial element in evaluating the calibre of food (Yoo,
Lee, & Jeon, 2020). A healthy diet should be consumed by everyone. This is as a result of its
ability to maintain a healthy heart. Heart disease is one of the leading causes of mortality for
individuals in the US. A balanced diet can reduce your risk of getting heart disease, according
to multiple studies. Oats and fruits are two examples of meals that are high in fibre and good
for the heart. Studies claim that Starbucks coffee is nutritious and that they provide an
environmentally friendly product. (Azriuddin, et al., 2020). In contrast, earlier research
revealed that Starbucks-brand coffee had a low pH level, which suggests that it is acidic. The
acidity in caffeine will cause tooth sensitivity (McDonagh, 2021). Healthy living has nothing
to do with brand loyalty.

2.2 The Relationship Between Price Fairness and Brand Love of Starbucks in Kuala
Lumpur.

There are several studies that look at how people perceive prices in social science
disciplines like marketing and economics. The meaning of price fairness is the user's
assessment and feelings regarding whether the disparity between the seller's pricing and the
comparable price of other parties is reasonable or acceptable (Xia, Monroe, & Cox, 2004).
Depending on how the customer feels about the price, client satisfaction may go up or down.
customers recognize price unfairness when they pay prices that are higher than rivals (Ting,
2013). Price fairness promotes increased sales because a fair price is very important to convince
customers. According to studies, providing more satisfaction to customers will lead to higher
customer loyalty (Kaura, Prasad, & Sharma, 2015).

2.3 The Relationship Between Nutrition Disclosure and Brand Love of Starbucks in
Kuala Lumpur.

Studies on the perception of pricing have been conducted in a variety of social science
disciplines, including marketing and economics. The meaning of price fairness is the user's
assessment and feelings regarding whether the disparity between the seller's pricing and the
comparable price of other parties is reasonable or acceptable (Xia, Monroe, & Cox,
2004). Depending on how the customer feels about the price, client satisfaction may go up or
down. customers recognize price unfairness when they pay prices that are higher than rivals
(Ting, 2013). Fair pricing encourages improved sales since it's crucial to persuade buyers that
a product is worth the price. According to studies, providing more satisfaction to customers
will lead to higher customer loyalty (Kaura, Prasad, & Sharma, 2015). Everyone in the world
is familiar with the Starbucks Coffee brand, including Malaysians. Although many individuals
are willing to pay the high rates for the drinks, food, and merchandise offered at Starbucks, the
demand for these items is always growing despite the perception that they are expensive. It is
believed that fairness in terms of pricing is unimportant while making purchases of items.
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However, given Starbucks brand loyalty in particular, this study and pricing fairness are closely
related.

2.4 The Relationship Between Nutrition Disclosure and Brand Love of Starbucks in
Kuala Lumpur.

The concept of "nutrition disclosure" describes the information provided or printed on
each food and beverage package that details the numerous nutrients, calories, and food
components that are present in the item. According to US Food and Drug Administration
requirements, dietary information such as the amount of fat, calories, cholesterol,
carbohydrates, sugar, protein, and vitamins present in each food package must be provided. It
is also possible to think of nutrition disclosure as the labelling of inexpensive items that have
the potential to encourage or support healthy eating habits. However, there are systematic
variations that imply customers could not always use food labels while selecting foods. Given
the poor dietary quality exhibited by many young adults, measuring the use of dietary facts
among them is particularly important (Harris, Larsen, Chantala, & Udry, 2006). User traits,
product type, and buying context are all related to how food labels are used. Users' capacity to
interpret food labels may vary depending on where their nutritional education is at. Self-
efficacy and trust are effective predictors of eating knowledge, attitudes towards food labels,
and usage of food labels.

Conceptual Framework

Figure 1 below has demonstrated how this study's conceptual framework worked.
The dependent variable in this study was the factors influencing brand loyalty to
Starbucks in Kuala Lumpur, while the independent variables were healthfulness, pricing
fairness, and nutrition transparency. The relationship between the independent variables
and the dependent variable was depicted in the image below.

Healthiness
H1
H2
Price Fairness Brand Love
H3
Nutrition Disclosure
Independent Variable Dependent Variable

Figure 2.1: Conceptual Framework

Sources: Lee, Jung and Moon (2021)
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3 METHODOLOGY

Research Design

The overall framework and methods the researcher selects for doing market research
make up the research design. The chosen layout will allow the researcher to use the most
appropriate research methods. This study used quantitative research as its primary research
strategy. Data will be gathered from a representative sample of Starbucks patrons in Kuala
Lumpur. In order to investigate and quantify the link between the independent and dependent
variables, a descriptive methodology was adopted in this study. The researcher uses
questionnaires that were obtained from respondents to explain the data.

Population
Ethnic Year
2020 (“000)
Bumiputera 47.7%
Chinese 41.6%
Indians 10%
Others 0.7%

Table 3.1 Population by Ethnic Group in Malaysia

Sampling Size and Sampling Technique

The Department of Statistics Malaysia (2020) estimates that the sample size for the
Malaysian population will be 33 million based on the table above. However, 384 respondents
in total were chosen for this study's respondents based on the hypothesis from Krejcie and
Morgan (1970).

For this investigation, the researcher's choice of sampling strategy was the convenience
sampling approach. Non-probability sampling technique called convenience sampling includes
taking samples from a particular group.

Instrument Development
Instrumentation

The questionnaire is divided into three parts, which are part A, B and C. Part A includes
questions related to demographics. In part B, the researcher asked questions related to the
chosen topic. It is closely related to the relationship between Starbucks and the factors of
healthiness, price fairness and nutrition disclosure. The questions in part C discuss how often
customers visit Starbucks.
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Sectio Variables Ite Authors

ns m
A Demographic 5 Omar, Jamal & Nami (2017)
profile
B Healthiness 5 Lee, Jung & Moon (2021)
Price Fairness 5 Lee, Jung & Moon (2021)

Nutrition 5 Lee, Jung & Moon (2021)
Disclosure

C Frequency to 5 Othman, Anuar, Izat & Fahmi
Starbucks (2019)

Table 3.2 : Overview of Research Instrument

The questionnaire's structure for both the independent variable and the dependent
variable was a 6-point Likert scale for the sake of simplicity. From "Disagree very strongly" to
"Agree very strongly," the 6-point Likert scale will range.

Data Collection and Data Analysis

For this study, the researcher collected data using surveys and secondary sources. Malay and
English-language questionnaires were distributed to respondents. The Statistics Package for
Social Science (SPSS) will be used to analyse all of the data once data collecting is finished.
The research's analytical process is broken down into two steps: preliminary data analysis and
Pearson Correlation.
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4 RESULT

Table 1

Demographic Analysis
Item Frequency Percentage (%)

(n)

Gender
Male 177 46.1
Female 207 53.9
Age Group
Below than 20years old 13 34
20-29 years old 319 83.1
30-39 years old 46 12.0
40-49 years old 3 0.8
50 years old and above 3 0.8
Race
Malay 259 67.4
Chinese 63 16.4
Indian 37 9.6
Other 25 6.5
Marital Status
Single 298 77.6
Married 46 12.0
Divorced 19 4.9
Prefer not to tell 21 5.5
Monthly Income
Below RM 1,000 250 65.1
RM 1,001 - RM 2,999 87 22.7
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RM 3,000 - RM 3,999 32 8.3
RM 4,000 - RM 4,999 9 2.3
RM 5,000 - RM 5,999 3 0.8
RM 6,000 and above 3 0.8
Times visiting Starbucks in a month
Once a month 178 46.4
2-3 173 45.1
4-5 32 8.3
6 times and above 1 0.3
Total 384 100
Table 2
Descriptive Analysis
Table 4.6 : Mean Score for Each Variables
Section Dimension n Mean SD
B Healthiness 384 4.0444 0.910
Price Fairness 384 4.2052 0.846
Nutrition Disclosure 384 4.1238 0.789
C Brand Love toward Starbucks 384 4.2225 0.861
Table 3
Reliability Analysis
Variables Cronbach’s Alpha N of Items
Healthiness 0.928 5
Price Fairness 0.929 5
Nutrition Disclosure 0.922 5
Brand Love 0.932 5
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Table 4

Pearson Correlation Coefficient

BRAND LOVE
Healthiness (IV1) Pearson Correlation .819™
Sig. (2-tailed) 000
N 384
Price Fairness (IV2) Pearson Correlation .893"
Sig. (2-tailed) 000
N 384
Nutrition Disclosure (IV3) Pearson Correlation .830™
Sig. (2-tailed) 000
N 384
Brand Love (DV) Pearson Correlation .830™
Sig. (2-tailed) .000
N 384

**_ Correlation is significant at the 0.01 level (2-tailed).

S DISCUSSION & RECOMMENDATIONS

This study looked into whether factors like price equity and nutrition information had
an impact on how healthy a food was. According to this survey, food quality, flavour, and price
equity were crucial components for consumers to enjoy the Starbucks brand. Customers may
prefer a brand because it offers wholesome, delectable food and has prices that are reasonable
for their means. This survey also showed that fair pricing and healthfulness were important
motivators for Starbucks patronage. Customers at Starbucks were less likely to be loyal to the
brand. In terms of fostering brand love and loyalty, competition and convenience are no longer
relevant. Additionally, convenience might have less of an impact on market evaluation than
other suggested criteria. Additionally, the findings indicated that healthiness was not essential
for brand love, which may have been caused by the healthiness of Starbucks' products. Even
though Starbucks goods listed their nutritional information and that they were made in a clean
environment, they still contained dangerous substances like sugar and caffeine. Starbucks
products were prepared in sanitary conditions and included nutrition information, but they still
contained unhealthy ingredients like sugar and caffeine. Through the analysis of descriptive
data for wellness, this can be concluded. The results supported previous finding that
contentment had a positive effect on brand love. (Sallam's, 2015)

Implication of The Study

First of all, this research study gave any new researcher or entrepreneur interested in
this topic all the pertinent information, particularly regarding how healthiness, pricing fairness,
and nutrition disclosure influence brand love of Starbucks in Kuala Lumpur. The researcher
will be able to better investigate the causes of brand loyalty to Starbucks in Kuala Lumpur with
the aid of this information. In addition, this study enabled the new researcher to identify crucial,
understudied factors that may contribute to Kuala Lumpur consumers' love of Starbucks. From
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here, this study may help upcoming researchers locate research findings with a higher
likelihood of being effective in this research area. Additionally, by consulting this research
article, a future researcher may develop the instinct necessary to carry out the research. In the
meanwhile, our study can serve as a template for future literature reviews. Our study can now
be used as a model for further literature reviews.

Second, this study is advantageous to the food and beverage sector since it sheds light
on the causes of brand loyalty for Starbucks in Kuala Lumpur. The food and beverage sector
can pinpoint consumer drivers of brand loyalty expectations on health, price equity, and
nutrient disclosure. In order to fully satisfy customer purpose, the food and beverage business
must do in-depth research into the causes of brand love for Starbucks in Kuala Lumpur. As a
result, the food and beverage business can profit by making better decisions and gaining
competitive advantages.

Third, this study will be useful to customers who want to go to the Kuala Lumpur
Starbucks. Customers will be made aware of the availability of diet-friendly and nutritional
food options. Before purchasing food and beverages at Starbucks Kuala Lumpur, customers
can prepare their menu in advance. They are also aware that Starbucks charges a price
commensurate with the quality of service it offers its consumers. Premium ingredients are used
to prepare the meals and beverages at Starbucks. Customers will also be more aware of their
right to know the nutritional information for every product they purchase. Customers can
choose to love the Starbucks brand in this way. The customer will become a wise consumer of
goods and services as a result of this study.

Recommendation of The Study

There are numerous suggestions for more consumer revisit intention research.
Therefore, questions in future study should be intriguing and acceptable to everyone so that
respondents will consent during the questionnaire. As a result, the researcher can give
respondents to future studies questionnaires that are easier to understand and more engaging.

For every purpose, not every research methodology is adequate. For instance, it is
important to carefully examine the type and length of interviews while conducting research
with unique populations. The intended user group should be taken into consideration while
creating the test tasks for a usability test. You must look at the group you are looking at, the
objective of the research, and the likely result you want from it.

The researchers only looked at three criteria that could impact customers in this study.
However, the researchers may have overlooked some crucial characteristics that play a vital
role in defining the antecedents of brand love for Starbucks in Kuala Lumpur. As a result,
future research is advised to undertake further research into other characteristics such as
location, pricing, and amenities in order to improve the study's results.
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6 CONCLUSION

In conclusion, there are still has some few steps to investigate the antecedents of brand
love toward Starbucks in Kuala Lumpur. The selected independent variables are well suited to
be combined with the dependent variable.

The study has effectively shown that the majority of respondents cited brand loyalty as
the main reason they kept coming back to Starbucks. Since every Starbucks offers virtually the
same food and service, business owners must concentrate on providing food that meets
consumer demands and create remarketing plans to bring in new clients. Profits may also rise
as a result of this.

People frequently go to cafes before work or to hang out with their closest friends.
Starbucks coffee is always in demand. Starbucks should maintain growing their product line
and keep a close eye on emerging technological developments because their target customer
expects this. Starbucks must maintain the distinctive customer approach that makes their brand
so recognised and encourages repeat business despite an expanding client base.
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Abstract

This study aims to evaluate the physical, operational environment, food and service quality, and
customer satisfaction in Kota Bharu, Kelantan. For this study, any kind of fast-food establishment
was considered to be quick. In order to better understand the relationship between factors and
customer re-intention, the survey uses a quantitative technique to collect relevant data in the form
of a questionnaire. Data came from patrons who frequented randomly chosen fast food outlets in
Kota Bharu. To analyse the collected data, descriptive statistics and Pearson correlation analysis
were employed. Respondents received a total of 384 questionnaires. Customer retention is strongly
correlated with the three factors of food quality, service quality, and physical and operational
environment. However, according to the study's findings, food quality has a moderate relationship.
These results demonstrate that the environment affects customer intentions, consistent with earlier
research. This study has given the industry knowledge on the re-intention of customers to fast food
restaurants in Kota Bharu. This knowledge will help the industry adapt to the re-intention of
customers and gain a competitive advantage. Finally, it is suggested that additional factors be
considered in future studies to investigate and uncover other causes.

Keywords: food quality, service quality, physical environment, customer re-intention,
questionnaire

INTRODUCTION

The worldwide fast-food market has been expanding consistently at a rate of 4.2% since 2017
(Becker, Lee & Nobre, 2018; Cho, 2021), and the industry's net worth was predicted to be far
above US$690 billion in 2022 (Zion Market Research, 2019). Urbanization and the development
of busy lifestyles and technology have drastically changed how many people live, including those
in developing countries. Eating habits have also shifted simultaneously with this rapidly
developing technology. People rely more on ready-to-eat foods to sustain their livelihoods
supported by businesses (Mehdi, Raza & Riza, 2022). Igbal (2020) asserts that although the
globalisation of food and cuisine is primarily a twentieth-century event, there have been clear
trends towards proto-globalization in the production, distribution, and consumption of food across
earlier historical eras.

Fast food is defined by Shaban and Alkazemi (2019) as food that is consumed quickly and
comes from global fast-food chains. Kee et al. (2012), on the other hand, define fast-food
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establishments as those that provide speedy service of meals. Malaysia's fast-food restaurant
market is growing and being adapted to suit regional dietary requirements. Fast-food restaurants
set themselves apart from other kinds of eateries because to their unique characteristics, which
include quick service, minimal customer interaction, and affordable costs. (Chian, 2020).

In Malaysia, fast food chains, including Marry Brown, McDonald's, Pizza Hut, and
Subway, are highly known. Each year, the overall number of fast-food outlets has dramatically
expanded. The first fast-food restaurants in Malaysia opened in the 1970s and early 1980s. With a
capital of RM 24,300.00, A&W was the first fast-food chain to be introduced in Malaysia in 1963.
KFC began operations in Kuala Lumpur in 1972 with a capital investment of RM 60,000.00 and
quickly expanded, eventually having 11 locations as opposed to A&W's six at the time (Kee et al.,
2021). The largest restaurant chain in Malaysia is run by QSR brands, the master franchise of KFC
and Pizza Hut, based on market share and the number of locations (The Malaysia Reserve, 2018).
According to market share, KFC (45%) and Pizza Hut (23%) lead Malaysia's fast-food retailing
and quick-service segments (QSR Brands, 2018).

The hospitality sector is now regarded as successful, especially as more and more
customers value quality over quantity. In a customer-focused industry like the hospitality sector,
service is essential. It was asserted that the hospitality industry's service quality was fiercely
competitive in achieving client happiness. Customer pleasure has been linked to success and
superior service. A corporation's two most crucial components are service quality and client
pleasure. Thanks to its way of joy, the business may precisely and successfully boost its reputation
(Yee, 2021). Zhong and Moon (2020) contend that in order to compete with local eateries and
increase profits, Western fast-food companies must focus more on price, service quality, food
quality, and physical environment. Customer satisfaction is significantly impacted by a restaurant's
level of service, food, and ambiance. It's important to keep customers happy because doing so can
lead to repeat business and bigger sales.

This study intends to bridge the gap by examining the impacts of the three components of
restaurant service quality (food quality, service quality, and physical environment quality) on
patron satisfaction in fast-food outlets (Simpong et al., 2022).

LITERATURE REVIEW

1.1 Factors That Influence Customers Satisfaction
1.1.1 The Relationship between Food Quality and Customers Satisfaction

The definition of fast food differs from person to person, but most agree that the foods are
mass-produced and made available in a short window, cutting the time lost from cooking meals at
home. This makes fast food popular among youngsters, but families may also find themselves
buying the products occasionally. However, fast foods usually have high fat and may cause dietary
illnesses. Cheong Siew Man and Lim Kuang Hock (2021) said that sociodemographics is
important to see which generation consumes fast food the most to prevent dietary illnesses.

For food quality, Liu and Jang (2009) argued that food quality must include food safety,
which is the practice of handling raw food and ingredients, food preparation, food freshness and
food tastiness. This was backed up by Violetta Njunina (2021), who asserted that harnessing the
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five senses of the human body to prepare meals and attract clients is crucial. According to Abd
Ghoni et al. (2021), there is a proven link between the calibre of the cuisine and patron pleasure at
fast food establishments.

1.1.2 The Relationship between Service Quality and Customers Satisfaction

Zeithaml et al. (1988) stated that service quality is a form of review by customers while
being in or served at a restaurant, saying that there are five major aspects to be evaluated; those
are reliability, tangibility, responsiveness, assurance and empathy which lead to a procedure scale
named SERVQUAL. Although SERVQUAL was no longer used in the current era, its influence
on measuring customer satisfaction remains important.

Nikolich (1995) further explained that the interaction between service providers of a
restaurant and customers would result in service quality evaluation, to which Brady and Robertson
(2001) agreed. This is demonstrated by the fact that patrons who are pleased with the restaurant's
service will frequently return to make more purchases. The argument was further reinforced by
Abd Ghoni et al. (2021), who claimed that there is a strong link between customer satisfaction and
service quality.

1.1.3 The Relationship Between Physical Environment Quality and Customer Satisfaction

According to Othman et al. in 2009, the physical condition of a restaurant's working
environment is crucial for achieving customer satisfaction. They claimed that although the building
appearance and colors were not as important, customers became conscious of food-borne illnesses,
became more cautious in buying fast food, and thought that fast food restaurants should be more
than a place for a quick dine-in.

Customers will be glad to be greeted by great qualities including a broad area, eye-catching
designs, and cleanliness of the premises, according to Abdul Rahman et al. (2019). After that,
Nawi et al. (2022) concurred that there is a connection between fast-food businesses' physical
operational environments and patron pleasure.

Conceptual Framework

The conceptual structure of this study is displayed in Figure 1 below. The dependent variable
in this study was consumer satisfaction with Kota Bharu fast food establishments. The meal
quality, service quality, and physical environment quality, in contrast, were the study's independent
factors. The relationship between the independent variables and the dependent variable is depicted
in the image below.
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Independent Variables Dependent Variable
Figure 1.1: Relationship between the Independent Variables and Dependent Variable
Sources: Framework adopted from Zhong & Moon (2020)

METHODOLOGY

Research Design

The quantitative analysis used in this study is the most effective method for achieving the
research objective. In this study, quantitative research uses questionnaire surveys to gather data.

Population
Table 3.1: Population by Gender Group in Kota Bharu
Year
2023
Total 1741597
Men 893847
Women 847749

Source: Department of Statistics Malaysia (2023)

Sampling Size and Sampling Technique

From the table above, the sample sizes for all customers who are satisfied with fast food
restaurants in Kota Bharu have been selected, with a total population of 1741597 respondents; 384

respondents were chosen as respondents in this study based on the theory from Krejcie and Morgan
(1970).

Convenience sampling is being used by the researchers as their sample strategy for this
investigation. Non-probability sampling, or convenience sampling, includes selecting a sample
from a particular group. The respondents are easily accessible at the appropriate time and location,
it just takes a short amount of time to collect the data, and it is reasonably expensive.
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Instrumentation Development
Instrumentation

There will be three sections to the questionnaire. The demographic information is in Section
A, the factors are discussed in Section B, and the link between the factors and the dependent
variable is examined in Section C. The nominal scale, which is used to name variables without any
quantitative value, is the initial measurement that is applied. The second measurement that is being
used is the ordinal scale. Rating scales are used to measure the statements in the questionnaire,
such as Likert scale.

The framework of the questionnaire, which includes both independent and dependent
variables, is a five-point Likert scale for simplicity's sake. A seven-point Likert scale with
"Strongly Disagree" at one extreme, "Strongly Agree" at the other, and "Neutral" in the middle
would be used.

Data Collection and Data Analysis

In order to gather quantitative data for this study on the patrons of fast-food restaurants in Kota
Bharu regarding their satisfaction with elements like food quality, service quality, and physical
environment quality that will impact their ability to fulfil demand, a questionnaire was used.
Following data collection, the IBM Statistical Package for Social Science (SPSS) will be used to
evaluate all of the collected data. The descriptive data analysis and Pearson Correlation techniques
make up the research's analytical process.

CONCLUSION

This chapter contains the results of the essential study on the variables affecting patron
satisfaction with fast food establishments in Kota Bharu. The study's goals have been achieved, its
questions have been answered, and its hypotheses have been accepted based on the examination
of 384 valid questionnaires.

Overall, there is a modest association between customer satisfaction and service quality as
well as a large positive relationship between food quality and customer contentment.

The meal quality correlation value, which influences consumers' intent to return, is the
highest of the study's variables. The survey has effectively demonstrated that the majority of
participants think that the quality of the food is the primary element deciding whether or not they
will visit a fast-food restaurant again, with the environment having the least bearing on their
choice. Since the majority of fast food establishments in Kota Bharu offer comparable goods and
services, their owners ought to start putting more of an emphasis on serving meals in a welcoming
and welcoming setting to draw repeat customers and boost revenues.
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ABSTRACT

Traditional food is food passed down from generation to generation. This traditional food
symbolizes an ethnic group in Malaysia. This research focuses on the intention to eat
Kelantan traditional food among UMK students, which is closely related to taste, family
practice and convenience. In carrying out this research, quantitative methods were used
as a tool to collect data from the respondents. To analyze and identify the data of this
study, descriptive analysis, reliability test and Pearson Correlation were used. This study
found that taste, family practice and convenience are closely related to the intention to eat
Kelantan traditional food among UMK students. The researcher used primary data for
data collection, including a simple sampling method to select 361 respondents from
students at UMK City Campus. There are 361 respondents from students at UMK City
Campus who have participated in this study.

Keywords: Intention to eat, traditional food, taste, family practice and convenience

Traditional food or local cuisine is something which past generations have consumed, and
which has been around for a long time. There is no doubt that traditional cuisines and
dishes have a rich history as national, regional, or local dishes. Traditional foods and
beverages can be made at restaurants, small production facilities, big food processing
plants, or even at home. Traditional foods are viewed as a focal point of one's cultural
heritage, which may be recognized by the origin because they are important in bringing
back memories, identities, and authenticity to every culture, race, religion, and country
(Perry, 2017).

Based on the statistics released by the Department of Statistics Malaysia (DOCM)
(2022) has shown that the Malays show the highest percentage of (69.6%), Chinese
(22.8%), Indians (6.6%) and other races (0.7%). Malaysian cuisine and food areknown
for their rich and unique flavor. Malaysian traditional food is produced ingeniouslyusing
the finest and freshest local products, and the subsequent generation receives the recipes
(Salleh,2006). Malaysia, which has a cosmopolitan culture because it has inherited and
maintained the identity of various types of traditional food, has developed its combination
of mixes to give birth to traditional Malaysian cuisine that appeals to allgroups of people.
Every culture, ethnicity, religion, and nation need to evoke memories, identity, and
validity.

There are three objectives of this research:
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1. To identify the relationship between taste towards intention to eat Kelantan
traditional Kelantan food among UMK students at City Campus.

2. To identify the relationship between family practice towards intention to eat
Kelantan traditional food among UMK students at City Campus.

3. To identify the relationship between convenience towards intention to eat Kelantan
traditional food among UMK students at City Campus.

SIGNIFICANCE OF THE STUDY

The subsequent researcher's future efforts to learn more about traditional foods will
benefit from this study’s result as well. It also intends to teach the next generation about
the necessity of preserving this old culinary history and learning about traditional dishes.
According to study and information on this Malaysian Traditional Food, it can and will
continue to help the expansion of our country's tourist business. The results of this
research will also help the young generation of new eateries, street food vendors, and food
trucks by educating them about heritage foods and enhancing their appreciation of the
importance of proper food handling techniques. Additionally, it would allow the younger
generation to improve the quality of traditional foods in a clean and uncontaminated state.

Traditional Food

Traditional foods are those that have been consumed for generations and have been
handed down. Malaysia is native to numerous ethnic groups, each with its own traditional
cuisine. Malaysia, particularly in Kelantan has a distinct traditional cuisine from other
nations because of interaction and integration between various ethnic groups because it
has been a melting pot of numerous cultures for so long. However, the younger generation
particularly those in the generation Z has gradually rarely eaten traditional food because
of the influence of information technology.

Student

The knowledge of young people, particularly students can be improved by this research,
as students are increasingly engrossed in information technology (IT). So, this research
will guide them to try traditional food, particularly Kelantan traditional food. This
research will provide useful information about traditional foods allowing students to
become more acquainted with the environment.

Intention

Traditional foods are significant because they provide better immunity to illness, and
nutrient-dense traditional foods may also contribute to weight control and wellness. For
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instance, heart health, bone health, and mental heart health. So, eating with a purpose or
goal is choosing a wise food choice to fuel whatever you want to achieve with your meal.
As a result, your intentions provide you with the guidance you require to achieve your
objectives. Setting intentions in the morning may assist you in achieving any objective,
such as starting a life coaching company or finding a new relationship.

LITERATURE REVIEW

Intention To Eat Kelantan Traditional Food

Eating with intention entails making a strategy that goes beyond simply deciding what to
cook and eat. It is also about achieving a goal and making decisions that will benefit your
work-life balance and healthy nutrition. Intention also gave you the attention you required
to advance toward your goals. Eating with intention also means eating in a way that helps
your body, mind, and spirit stay clear, energized, and at their best. It is eating from a
position of self-love and genuine nutrition. Intention theories aim to capture the unique
features of intentions. Historically, the belief-desire hypothesis has been the prevailing
method. The desire to execute a certain action and the conviction that one will perform
that action are two simple definitions of having an intention. As several counter examples
show, belief-desire theories are widely questioned since neither beliefs nor wants to
require a real commitment to acting. The evaluation theory, which explains intents in
terms of unconditional assessments, addresses this issue. In other words, unlike wants
intentions show the desired path of action as being beneficial in all aspects.

TASTE

Taste and food quality are influenced by a few factors, including food presentation,
variety, healthy options, freshness, taste, temperature, and portion size. These factors can
improve dining experiences and, as a result, influence customer behaviour, such as their
intention to return. In terms of food taste, food quality, and food serving style, Kelantan's
traditional local cuisine provides a genuinely satisfying dining experience (Nguyen et al.,
2019). A few of the traditional foods from Kelantan are still popular with people today,
including Nasi Kerabu, Laksam Kelantan, Ayam Percik, Kerabu Sare, Kuih Akok,
Bahulu, and others. Due to the culture of Kelantan is known as a state that likes to eat
sweet food, sweet cakes like Kuih Akok are famous in Kelantan and loved. The sweetness
of Kuih Akok has attracted the interest of both locals and visitors from outside Kelantan
to the point where they are willing to come to Kelantan just to get it. Food preferences
and perceptions are influenced not only by the taste, aroma, or texture of foods but also
by eating habits (Drewnowski, 1997). This demonstrates how unique the eating patterns
of Kelantanese are, who love sweet foods like Kuih Akok. Furthermore, "natural taste"
refers to a food taste that has not been altered by artificial aromas and flavour enhancers
(Commission, 2007).
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Family Practice

A family is a group that contributes to an important social norm for the young generation.
According to (Muhammad Shahrim Ab Karim,2015), when it comes to nutrition, the
family is the most important group that significantly affects how adolescents behave. It
was shown from several previous studies that the result will vary depending on the
structure of the family itself. The parents are typically the main factors in determining
how their children will eat and will shape and determine that behavior. There are two
possible motivating factors for people to follow the eating norm (Higgs, 2015). Second,
maintaining a healthy diet may be made easier by adhering to the rules. Malay traditional

nutrition and practices for children begin at home since eating routines and practices
learned as children must have the highest likelihood of remaining in place as adults (Bava
et al., 2008; Kimura et al., 2010; Pedersen, Gronhoj, and Thogersen, 2015; Videon and
Manning, 2003).

CONVENIENCE

Daniels and Glorieux (2015) define convenience foods as any fully or partially prepared
foods whose preparation time, knowledge, culinary expertise, or energy inputs have been
transmitted from the home kitchen to the food processor or other food distributors. In
other words, both the transmission of culinary skills and the saving of time and energy
are directly related to convenience meals. In addition, it seeks to simplify meal selection
and preparation for the public. According to Boer, McCarthy, Cowan, and Ryan (2004),
convenience food is typically associated with minimizing the amount of effort required
to acquire food, prepare, cook, or clear up after a meal. Contrary to prevalent belief, eating
away from home is not equivalent to consuming fast food. Eating out can be viewed as a
social occasion, whereas convenience foods are typically associated with meals and
snacks consumed to provide individuals with time and opportunity to pursue other
activities.

Relationship Between Taste, Family Practise And Convenience Toward Intention To
Eat Kelantan Traditional

According to (Spence, Smith, and Auvray, 2015)There is a distinction to be made
between the term’s "taste" and "flavour". Everyone has varied tastes, which impact the
numerous facets of picking anything in everyday life. The flavour of traditional Malay food
depends on traditional food production and the Malay community's acceptance of their
location, even if the name or shape of the dish remains the same in principle (Sharif, Zahari,
Nor, and Muhammad, 2013). The secret to creating uniquely flavorful Malay dishes is to use
a wide variety of spices and other ingredients. The cooking equipment used in creating Malay
traditional food is also a key component in distinguishing it from the traditional food of other
state groups.

A family is a group that contributes to an important social norm for the young
generation. According to Muhammad Shahrim Ab Karim (2015), when it comes to
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nutrition, the family is the most important group that significantly affects how adolescents
behave. It was shown from several previous studies that the result will vary depending on
the structure of the family itself. The parents are typically the main factors in determining
how their children will eat and will shape and determine that behaviour. There are two
possible motivating factors for people to follow the eating norm (Higgs, 2015). Second,
maintaining a healthy diet may be made easier by adhering to the rules. Malay traditional
nutrition and practices for children begin at home since eating routines and practises learned
as children must have the highest likelihood of remaining in place as adults (Bava et al., 2008;
Kimura et al., 2010; Pedersen, Gronhoj, and Thogersen, 2015; Videon and Manning, 2003).

According to Daniels and Glorieux (2015) convenience is define as foods any fully or
partially prepared foods whose preparation time, knowledge, culinary expertise, or energy
inputs have been transmitted from the home kitchen to the food processor or other food
distributors. In other words, both the transmission of culinary skills and the saving of time and
energy are directly related to convenience meals. In addition, it seeks to simplify meal selection
and preparation for the general public

Research Hypothesis

H1: There is a significant related between taste toward intention to eat Kelantan traditional
food among UMK students at City Campus.

H2: There is a significant related between family practice toward intention to eat Kelantan
traditional food among UMK students at City Campus.

H3: There is significant related between convenience toward intention to eat Kelantan
traditional food among UMK students at City Campus.

Research Framework

Independent variable (IV) Dependent variable (DV)

Taste \
Intention To Eat

Family Practise —>

Kelantan Traditional
/ Food
Convenience

METHODOLOGY

Research Design
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The research design is a strategy for logically connecting study components and ensuring
effective problem-solving. This study aimed to determine if students at UMK City
Campus intended to eat traditional food from Kelantan. Researchers used quantitative
methods, including online surveys, to collect core data on taste, family practice, and
convenience. The questionnaire-based survey included 361 students, utilizing
mathematical and statistical methods to identify patterns and measure prevalence. The
research design aimed to provide a methodical and transparent approach to addressing
study issues.

Population and Sample Size

UMK students at City Campus has a total population of 6775 students. The
respondents are from various courses in UMK City Campus will participate in this research
study. According to Krejcie and Morgan (1970), the sample size of 361 respondents will be
determined in the study.

S = sample size

X2~ the table value of chi-square for 1 degree of freedom at the desired confidence level
(361)

N = the population size of students UMK at City Campus

P = the population proportion (assumed to be 0.5 since this would provide the maximum
sample size)

d = the degree of accuracy expressed as a proportion (0.5)

The exact amount of sample size for the population are 361 but the return of the
questionnaire answered by respondents collected the data for 361 respondents.

Sampling Method

The method used to choose the subset of a population to participate in a study is called
sampling. a technique for selecting many participants for a study in a way that makes sure
they accurately reflect the big group from which they were selected. Two basic sampling
approaches are used in the research. Non-probability sampling is a method for picking
samples that are statistically reliable representations of a larger population. Non-
probability sampling strategies choose participants based on their convenience,
availability and whether they display a characteristic the researcher is interested in
examining. For this analysis, the researchers used non-probability sampling procedures.
The target demographic for the collection of samples was the younger generation. The
samples were chosen at random by researchers from students UMK at City Campus from
difference courses. Besides that, we use convenience sampling in conducting the research
because it more suitable for this study.
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Data Collection Procedure

The study utilized a questionnaire to gather primary data from respondents about their
plans to consume traditional food from Kelantan. A quantitative methodology was used,
involving closed-ended and open-ended questions. The survey was divided into three
parts: demographic information, Likert Scale, and dependent variable (DV). The third
question, Part C, divided respondents' plans into taste, family practices, and convenience.
The results will be made public to demonstrate students' desire to eat traditional Kelantan
food.

DATA ANALYSIS

Data analysis is the process of gathering, interpreting, and evaluating information to
provide insights that may be used to make decisions. There are different ways and tactics
for doing analysis, depending on the sector and the goal of the study. These methodologies
are all founded on two types of study in both quantitative and qualitative research.

FINDINGS
Result of Frequency Analysis
Demographics Profile of Respondent

The frequency, percentage, and cumulative percentage were all included in this study's
analysis. Questions about the respondents' gender, race, and state were among those from
the questionnaire's Section A that provided the data.

Table 4.1 Statistic table on the (gender)

Frequency Percent Valid Cumulative
Percent Percent
Female 239 66.2 66.2
Valid Male 122 33.8 33.8
Total 361 100.0 100.0
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Figure 4.1 The percentage of gender
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The percentage of male and female respondents was displayed in table 4.1 and figure 4.1
respectively. From the data, researcher found the majority of respondent is female for this
survey. Male respondents only consist of 33.3% while female respondents consist of

66.2% respectively of the total respondents.

The Number Of Race
Table 4.2 Statistic table on the (race)
Valid Cumulative
Frequency Percent Percent Percent

Valid | Chinese 37 10.2 10.2 10.2
Indian 31 8.6 8.6 18.8
Malay 277 76.7 76.7 95.6
Others 16 4.4 4.4 100.0
Total 361 100.0 100.0
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Figure 4.2: Percentage of race

Table 4.2 and figure 4.2 showed the percentage of the respondent based on race. From the
total 361 respondents, the percentage shows that Malay was the higher with 76.7%,
Chinese carry out with 10.2% while Indian 8.6% and others is 4.4%.

The Data of State
Table 4.3: Statistic on the (State)
Valid | Cumulativ
Frequency Percent Percent | e Percent
Valid Johor 20 5.5 5.5 5.5
Kedah 19 53 53 10.8
Kelantan 161 44.6 44.6 55.4
Kuala 13 3.6 3.6 59.0
Lumpur
Melaka 6 1.7 1.7 60.7
Negeri 4 1.1 1.1 61.8
Sembilan
Pahang 37 10.2 10.2 72.0
Penang 9 2.5 2.5 74.5
Perak 11 3.0 3.0 77.6
Perlis 4 1.1 1.1 78.7
Sabah 14 3.9 3.9 82.5
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Sarawak 6 1.7 1.7 84.2

Selangor 28 7.8 7.8 92.0

Terengganu 29 8.0 8.0 100.0
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Figure 4.3: Percentage of state

Table 4.3 showed the percentage of the respondent based on the state. Based on the data
frequency of 361 respondents, Kelantan are the majority respondents and follow by others
state. From the total respondents of 14 state in Malaysia, the four highest score percentage
is Kelantan itself with 44.6%, the second highest is Pahang with 10.2%, thirdly is
Terengganu with 8.0%, next is Selangor with 7.8% and the rest of the percentage 29.4%
are from others state.
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Result of Descriptive Analysis

Descriptive statistics indicate how the variables in Parts B and C of the survey were
distributed on average. It aids researchers in fully comprehending the experiment or data
supplied and provides all necessary context information.

Independent Variable (Iv1)

TASTE MEAN STANDARD
DEVIATION

Question 1: Kelantan traditional food suits 3.83 .959

with my taste.

Question 2: Kelantan traditional food | 3.88 923

contributes to my eating pleasure.

Question 3: Kelantan traditional food is 4.09 .824

different from other states.

Question 4: Kelantan traditional food has a | 3.92 906

good taste.

TOTAL 3.9273 77956

According to the table above, the questionnaire for Independent Variable 1 (IV1) contains
four questions. The four involvement questions have a mean score that spans from 3.83
to 4.09. Question 3 received the highest score (M=4.09 and SD=.824), and 166
respondents said that they "agreed" with the survey's findings. Secondly is question 4 with
the (M=3.92 and SD= .906) whereas 153 respondent “agreed” that taste of the food is
good. Besides that, for question 2 with the (M=3.88 and SD=.923) whereas 152
respondent was “agreed” this food contribute their eating pleasure and the lowest is
question 1 with the (M= 3.83 and SD= .959) whereas 150 respondents “agreed” that the
food suit with their taste because majority of the UMK student is from Kelantan and and
followed by other respondents that come from other state that interested with the food
that had a unique taste that set it apart from other states.

Independent Variable (IV2)

FAMILY PRACTISE MEAN STANDARD
DEVIATION
Question 1: My family prepare a variety food | 3.36 1.263

of Kelantan traditional food.

Question 2: My family show how much they | 3.73 1.063
enjoy the traditional food of Kelantan.
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Question 3: My family allow me to involve in
preparing Kelantan traditional food.

4.00

872
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Question 4: My family encourage me to eat | 3.83 1.011
Kelantan traditional food.

TOTAL 3.7313 91657

Based on the table above, there are four questions about independent variable 2 (IV2) in
the evaluation. The mean score of the four questions in involvement ranges from the lower
3.36 until the highest 4.00. Question 3 with the (M= 4.00 and SD=.872) whereas the
respondent chose “agreed” for this survey question, followed by the second highest score,
question 4 with the (M=3.83 and SD=1.011) whereas the respondents “agreed” that their
family encourage them to eat Kelantan traditional food. Meanwhile, question 2 (M=3.73
and SD= 1.063) whereas the respondent was “agreed” that their family enjoy with this
traditional food and the lowest score is question 1 with the (M= 3.36 and SD= 1.263)
whereas the respondents “agreed” that their family also prepare a variety of Kelantan
traditional food because most of the respondent come from Kelantan itself.

Independent Variable (Iv3)

CONVENIENCE MEAN STANDARD
DEVIATION

Question 1: Kelantan traditional food is easily | 3.63 1.000

to prepare.

Question 2: I can be bought in shop close that | 4.24 785

where I live or study.

Question 3: Kelantan traditional food easily | 4.06 902
available in shop or supermarket.

TOTAL 3.9760 70975

According to the data in the table above, the third independent variable (IV3)
questionnaire has three questions. The mean score of the three questions in involvement
ranges from the lower 3.63 until the highest 4.24. Question 2 with the “M= 4.24 and SD=
.785) whereas the respondent “agreed” that they can bought the Kelantan traditional food,
followed by question 3 with the (M= 4.06 and SD=.902) where the respondent “agreed”
with the question survey. The lowest is question 1 with the (M 3.63 and SD1.000) whereas
the respondents “agreed” they have experience in preparing the traditional food especially
with their family.
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Dependent Variable (DV)

INTENTION MEAN STANDARD
DEVIATION

Question 1: I am satisfied with the overall | 3.95 .865

quality of traditional Kelantan food.

Question 2: I intend to purchase the food again | 3.95 907

in future.

Question 3: The look and texture made me | 3.99 .843

want to eat Kelantan traditional food.

Question 4: T will promote about Kelantan | 4.16 .845
traditional food to others.

TOTAL 4.0104 77955

There are the table of Dependent Variable (DV) for descriptive analysis. The mean score
of the four questions of (DV) are involvement ranges from the lower 3.95 until the highest
4.16. The highest mean score is question 4 with the (M= 4.16 and SD= .845), followed
by the second highest which is question 3 with the (M= 3.99 and SD .843) where the
respondent “agreed” the look and texture influence them to eat the food and the rest of
question are question 1 and question 2 got the same score which the Mean (3.95) but
different standard deviation where the question 2 got S.Deviation (.907) and for question
1 (.865).

Result of Reliability Analysis

For this survey, there were three independent variables and one dependent variable. The
dependent variable is intention to eat Kelantan traditional food, and the independent
variables are the taste of food, the family practice, and the convenience. Four questions
were created for the dependent variable, and 11 were created for the independent variable.

Reliability Test N Cronbach’s Alpha | N Of Items

TOTAL 361 948 15

According to the reliability results shown above, the researcher has checked all
both dependent and independent variables. Cronbach's Alpha was 0.948 for all
independent and dependent variables of reliability. The coefficient values of the variables

235



have been found to be excellent in terms of reliability level. The table below shows the
Cronbach's Alpha rule of thumb for describing internal consistency.

Result of Pearson Analysis

Taste Family Convenience Intention to eat
practice Kelantan
traditional food
Taste 1
Family practice 0.814** 1
Convenience 0.585%* 0.629%** 1
Intention to eat 0.819*%* 0.745%* 0.631** 1
Kelantan traditional
food
IV1i
DV Pearson correlation 819%**
Sig. (2-tailed) .000
N 361

**_ Correlation is significant at the 0.01 level (2-tailed)

Table shows a significant relationship between taste (IV 1) and intention to eat Kelantan
traditional food (DV) (r = 0.819 p<0.01). A correlation between taste and intention to eat
Kelantan traditional food has been shown by the positive PearsonCorrelation value of
0.819. At the same time, the 0.000 level of significance for both variables showed that
they are highly significant, with a strong level of significance. Theresearcher concluded
from the results that there is a positive relationship between taste and intention to eat
Kelantan traditional food. As a result, the researcher accepted the alternative hypothesis
and rejected the null hypothesis.
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According to the table, there is a significant correlation between family practice(IV
2) and intention to eat Kelantan traditional food (DV) (r = 0.745, p<0.01). The positive
Pearson Correlation value of 0.745 indicates a correlation between familypractice and
intention to eat Kelantan traditional food. At the same time, the 0.000 level of significance
for both variables indicated that the two are both highly significant, with a moderate level
of significance. As a result, the researcher accepted the alternative hypothesis and rejected
the null hypothesis.

Iv3
DV Pearson correlation 631%*
Sig. (2-tailed) .000
N 361

Correlation is significant at the 0.01 level (2-tailed)

According to the table, there is a significant correlation between convenience (IV 3) and
the intention to eat Kelantan traditional food (DV) (r = 0.631 p<0.01). Convenience and
intention to eat Kelantan traditional food was shown to be related by the positive Pearson
Correlation value of 0.631. At the same time, the 0.000 level of significance forboth
variables indicated that both are highly significant, with a moderate level ofsignificance.
As a result, the researcher accepted the alternative hypothesis and rejected the null
hypothesis.

DISCUSSION AND RECOMMENDATION

This study aimed to determine the correlation between flavor and the desire of University
of Malaysia (UMK) students to consume traditional food from Kelantan. It also examined
the relationship between convenience and the intention to eat traditional food. The study
involved 361 questionnaires and 361 respondents, with Cronbach's Alpha values ranging
from 0.737 to 0.837. The results showed a moderately positive correlation between taste
and the intention of UMK students to eat traditional Kelantan food (r =0.819, p0.01), and
a moderately positive correlation between family practice and the intention of UMK
students to eat traditional Kelantan food (r = 0.745, p0.01). Convenience was also found
to have a substantial positive link with the intention of UMK students to consume
traditional food from Kelantan.

Future research should continue using quantitative approaches, such as Google
Forms andonline questionnaires, to improve respondents' understanding and save time.
Additionally, qualitative studies could be considered for better realism and wider
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applicability. Finally,future researchers could use interviews or open-ended questions to
gather high response rates, better explanations, and better comprehension of respondents'
viewpoints, potentially yielding superior research findings.

CONCLUSION

Finally, a survey was conducted to ascertain the intention of UMK City Campus students
to enjoy Kelantan traditional food. According to the study's findings, all independent
criteria such as taste, family practice, and convenience influence people's inclination to
consume Kelantan traditional meals. Consequently, students at the UMK City Campus
represented the intention to enjoy traditional Kelantan food. Overall, the study's findings
give vital insight into the link between Independent Variable and Dependent variables and
demonstrate the need for future research in these areas of Kelantan traditional foods.
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ABSTRACT

Customer satisfaction is one of the most important aspects of any business, particularly in the fast-
food industry. Because of market competition and the abundance of firms, an organization must
prioritize the degree to which a consumer is satisfied with the organization's products and services.

The purpose of this research is to aim customer satisfaction towards the service quality in the fast-
food industry at Kota Bharu, Kelantan. Clarifying the significance of service quality in customer
satisfaction is the study's main goal. An organized questionnaire will be utilized to gather the
majority of the study's data, and SPSS Version 20 was used for analysis. Through the use of social
media, online questionnaires were used to contact the participants and collect data. 384 randomly
selected individuals from Kota Bharu, Kelantan, were given the survey to complete. The findings
indicate a favorable correlation between customer happiness and service quality in Kota Bharu,
Kelantan's fast-food industry.

Keywords: Customer Satisfaction, Service Quality, Fast-food industry, Social Media.

INTRODUCTION

The sensation of pleasure and expectation fulfilment, according to Zairi (2000), is what is meant
by the term satisfaction. If a customer's needs aren't met by a product, they'll be unsatisfied; yet, if
they are, they will be happy with the product or brand and stay loyal to it. The word "customer
satisfaction" refers to the degree to which a company's products or services meet or exceed the
needs of its customers. It is among the most important determinants of customer loyalty and
purchase intention.

Customer happiness, according to Oliver (1981), is a part of marketing and has a significant impact
on the market. Customer pleasure was not always respected, and quality was not as important.
However, due to education and learning environments, customers are now taught about the
competition and are aware of all products and businesses. As a result, every firm is concerned with
correctly meeting its customers' needs and wants.
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Fast food is an economical, quick, accessible, and convenient substitute for home-cooked meals,
according to the National Institutes of Health (NIH). They also have a lot of calories, sugar, salt,
and saturated fat. The way of life of people in Kota Bharu, Kelantan, has substantially benefited
the fast-food business lately.

There are three objectives of this research:

1. To identify the relationship between tangible in service quality towards customer
satisfaction in the fast-food industry.

2. To analyze the relationship between tangible in service quality towards customer
satisfaction in the fast-food industry.

3. To explore the relationship between responsiveness in service quality towards customer
satisfaction in the fast-food industry.

Significance of the Study

Worldwide, the fast-food industry has become extremely profitable. Good service quality
contributes to client happiness and increases the firm's market competitiveness. The goal of this
research is to explain how tangible factors such as responsiveness and assurance affect customer
satisfaction at fast-food restaurants in Kota Bharu, Kelantan. The study's significance for the
community is to achieve consumer happiness, which leads to company loyalty and product
repurchase. Customers will acquire things that are worth their money and will perceive the
purchase to be worthwhile. Not only that, but the findings of this study can be used to help new
fast-food restaurant owners develop their enterprises.

Furthermore, the government can use the findings of this study to enhance fast food and encourage
Malaysia's economy in the future. Malaysia's GDP can be expanded in the long run, leading to
tremendous expansion in the fast-food business.

LITERATURE REVIEW
Customer Satisfaction in the Fast Food Industry

The extent to which products, services, and interactions with customers live up to expectations is
viewed as a positive influence in the fast-food sector. Enjoyment and wellbeing are components
of customer satisfaction. By comparing the level of performance, quality, or other results that the
user encounters to an assessment criteria, one can determine how much of a user experience
generates positive feelings. Customer satisfaction is calculated by comparing the level of
performance, quality, or other results that the user experiences to an evaluation criteria. Customer
satisfaction is a result of a product meeting the needs, aspirations, and expectations of the customer
(Yuniarti 2015).

Businesses may attract customers and gain their loyalty by providing high-quality products and
services. One of the company's important goals to reach in order to win back customers is customer
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satisfaction (Han 2019). Customers who are happy with a product are more likely to repurchase it
and stick with it. They are less price sensitive and can positively influence other customers by
recommending it to them.

Tangible

Tangible reduces the customer's risk and ambiguity while assessing the quality of the offering
(Miller and Foust, 2003). In the literature on marketing, for instance, emphasis has been placed
on researching the tactics that marketers might use to improve customers' perceptions of the
tangibility of their experiences.

The definition of tangible is the physical features of the service being provided. It includes the
menu’s appearance and design as well as attire (Kassie,2017). In contrast, (Akroush,2015) the
research shows that all observable elements of service quality should receive special consideration
because they affect customer loyalty and have the potential to boost business profits. To ensure
the smooth operations of the fast food industry they should have a clear plan and employ a
particular strategy while carrying out facility maintenance.

Responsiveness

Responsiveness, ability to help customers, and good services. Response time is still necessary even
if the customer declines to contact you. Respond as soon as you can to at least inform the client
that their request is being processed. Being responsive can show your clients that you care about
their issue and are actively looking for a solution. (Feriors, 2021) Responsive to customers' needs
makes them feel at ease, impresses them, and focuses their attention on the specific fast-food
industry. However, customer responsiveness is highly valued and will provide any fast-food firm
an advantage over its rivals and other market participants.

Assurance

Monitoring the caliber of customer interactions is known as customer service quality assurance.
They may measure and enhance the performance of your team and the entire support process by
conducting regular conversation reviews. Making it simple to please consumers is a key
component of customer service quality assurance. When 50% of customers think that the customer
experience is more important to them now than it was a year ago, making customers happy should
be a top priority.

Relationship between Tangible, Responsiveness and Assurance Towards Customer
Satisfaction in Fast Food Industry
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Tangible

The five categories of tangible property used in the fast food industry are: items, furniture and
fixtures, electronic equipment, signage, and packaging. Customer satisfaction with the fast-food
restaurant's service quality industry is very important to improve their company to higher quality.
Everyone's first sight when they come to the fast-food industry is the physical look of buildings,
machinery, people, and communication tools or tangibility. When everything looks good,
customers will be happy to go around to the company. Besides, well-groomed and tidy workers in
producing products also influence customer satisfaction either positively or not. The customer's
priority is that the things they want and need are guaranteed in all respects, especially cleanliness
and quality. Therefore, paying attention to appearance is the most important thing to looking up
the values of consumer comfort.

Responsiveness

The term "responsiveness" refers to a service provider's capacity to assist customers and offer
prompt service. This illustrates the staff's propensity for timely and effective programme delivery.
Previous studies have shown that being responsive means being ready to help customers and offer
quick service. It is a process-established logically formed, defined, and clarified association
connectivity among variables considered important to the problem situation. Every fast-food
industry must be responsive toward customers in giving satisfaction to them. These fast-food
industries are prepared in a short time and of course, customers need fast delivery service. Staff
must respond to the customers' issues and complaints immediately, especially in a hectic
environment.

In another case, if customers are hesitant to respond, staff must still be responsive. For example,
after an order is taken, staff must respond as soon as possible to inform customers that their request
is being processed. This can show the clients that the company cares about their problems and is
actively seeking solutions by being responsive. So, it will increase customer satisfaction by being
responsive throughout the work.

Assurance

Customers will be satisfied when you offer them safe, high-quality products, and this will
definitely lead to good reviews, a rise in demand, more sales, and more profits. On the other hand,
poor quality can lead to complaints and permanent harm to one's reputation. A business runs less
of'a chance of being the target of scandals, bad news, and complaints if it can constantly guarantee
quality. Employee knowledge, politeness, and the capability to inspire confidence or assurance are
necessary for the fast-food industry. This is because customers consider the company that has
assurance as a high performer in providing their services.

Customers place their trust in assurance because they have many options when making a purchase.
For example, if they want to buy something online but no assurance is provided, they run the risk

of being duped. Thus, customers will be satisfied after they know about the company's assurance.

Hypothesis
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In accordance with the conceptual framework, the independent variables for this study were service
quality in tangibility, assurance, and responsiveness of the fast-food industry. There are three
independent variables that have been presented. Customer satisfaction is the dependent variable.

Hypothesis 1: There is a relationship between the tangibility in service quality towards customer
satisfaction in the fast-food industry.

Hypothesis 2: There is a relationship between the responsiveness in service quality towards
customer satisfaction in the fast-food industry.

Hypothesis 3: There is a relationship between the assurance in service quality towards customer
satisfaction in the fast-food industry.

Research Framework
The conceptual framework for this research is seen in Figure 1. The three factors that make up the
independent variables that will be proposed are tangible, responsiveness and assurance. Customer

satisfaction is the dependent variable.

Figure 1 : Conceptual Framework of the relationship between tangible, responsiveness and
assurance with customer satisfaction.

Independent Variable Dependent Variable
Tangible H1
H2 Customer Satisfaction
Responsive
H3
Assurance
METHODOLOGY

Research Design

The design of the study considers the variables that affect the dedication of fast-food industry
services. In this study, a self-directed questionnaire will be used to collect data from participants

247



utilizing a quantitative methodology. A descriptive study on the connection between tangible,
assurance and responsiveness for the fast-food industry can be considered.

Population and Sample Size

Malaysia has a total population of 32.7 million people living there. Kelantan's overall population
is expected to be 1,792,501 in 2020. This study's research population is limited to Kota Bharu,
Kelantan. Kota Bharu has a population of 555,757 people. In this investigation, the Krejcie and
Morgan (1970) sample was used to calculate sample size. Morgan and Krejcie (1970):

S = sample size
X2~ the table value of chi-square for 1 degree of freedom at the desired confidence level (3.841)
N = the population size of domestic tourist in a year

P = the population proportion (assumed to be 0.5 since this would provide the maximum sample
size)

d = the degree of accuracy expressed as a proportion (0.5)
The exact amount of sample size for the population is 384 and the return of the questionnaire
answered by respondents collected the data for 384 respondents.

Data Collection

In the first stage, the data collection method that had been used in this study is online surveys that
used Google form. The reason why the researcher used this platform of technology tools is because
it is free and friendly to users. It also makes it easier for the researcher to collect all the data from
the local population. The second stage of data collection was fieldwork. In this study,
questionnaires also had been used as the instrument for primary data collection. There are 5 parts
of the section that respondents need to answer. The questionnaire was distributed to the population
to collect the data, which is the local population in Kota Bharu, Kelantan.

In the first stage, the data collection method used in this study was online surveys using Google
forms. The researcher chose this platform of technology tools because it is free and user-friendly.
It also makes collecting data from the local populace easier for the researcher. Fieldwork was the
second stage of data collecting. In this study, questionnaires were also used as the primary data
gathering instrument. The section requires respondents to answer five inquiries. The questionnaire
was distributed to the local populace in Kota Bharu, Kelantan, in order to collect data.

Sampling

Sampling is a technique for obtaining data in academics to learn regarding a particular population
by studying the findings of a sample of people rather than focusing on some specific individuals
(Turner, 2020). Probability sampling and non-probability sampling are the two major sample
methodologies used in this study. Random samples are used in probability sampling, enabling
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important inferences more about overall demography to be drawn (Stratton, 2021). Non-
probability sampling is frequently related with qualitative research and the construction of research
articles (Taherdoost, 2016). The non-probability approach, for example, a simple sampling
method, was chosen as the sample design in this investigation.

Facility sampling is a non-probability or non-random sampling strategy in which
participants from a target group who satisfy the study's requirements, such as easy accessibility,

geographic location, capacity at a given time, or desire to participate, are included (Etikan et al.,
2016)

Research Instrument

Table 1: Overview of Research Instrument

Sections Variables Item Authors

A Demographic profile 6 Omar, Juhdi, Ahmad & Nazri
(2014)

B Tangible 5 A Parasuraman, Valarie A
Zeithaml, L

Berry 1988 64 (1), 12-40,

1988;
5 Parasuraman, Zeithaml, and Berry
Responsiveness
(1988)
5 Cronin J. Joseph Jr. and Taylor Steven
Assurance
A. (1992)
C Customer satisfaction 5 Pizam A, Shapoval V, Ellis T
(2016)
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Data Analysis

Researchers used the Statistical Programmers for Social Science (SPSS) version 20 to examine the
primary data. SPSS is a program-based data processing and analysis window that allows you to
create tables and pie charts. Computers aided researchers in lowering the effort required to
determine information and making quantitative analysis easily and quickly. The researcher uses
descriptive statistics, reliability statistics, Pearson's correlation, and regression to evaluate
quantitative data.

FINDINGS
Result of Frequency Analysis
Tabel 2 shows the results of the frequency analysis

Table 2 : Frequency Analysis

Respondent Profile Classification Frequency Percentage
n=384 (%)
Gender Male 161 41.9
Female 223 58.1
Age 18 -25 134 34.9
26 - 35 104 271
36 — 40 87 22.7
41 and above 59 154
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Status

Race

Frequency of customer visit at

fast food restaurant

Married

Single

Others

Malay

Chinese

Indian

Others

Once a week

2 — 3 times a week

More than 3 times in

a week

Once a month

164

190

30

215

83

57

29

101

&9

53

141

42.7

49.5

7.8

56

21.6

14.8

7.6

26.3

23.2

13.8

36.7

A total of 384 respondents were gathered for this study. From Table 2, there are 161 (41.9%)
respondents representing men, and 223 (58.1%) respondents representing women. It demonstrates
that there were more female respondents in this study than there were male respondents. Age is
divided into 4 categories. A total of 134 (34.9%) respondents, or the majority of the sample, are
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between the ages of 18 and 25. Meanwhile, there are 104 (27.1%) respondents who are under the
age of 26-35 years. Next, there are 87 (22.7) respondents in the age range of 36 - 40 years. Finally,
there are only 59 (15.4%) respondents in the age range of 41 and above years. Overall, 190 (49.5%)
respondents are single, which represents the majority of respondents. Meanwhile, the respondents
who are married are 164 (42.7%). Married respondents showed a total of 30 (7.8%) respondents
who chose others not to tell their status. Next, the majority of respondents were reported to be
Malay, totaling 215 (56%) respondents. For the Chinese and Indians, 83 (21.6%) respondents and
57 (14.8%) respondents respectively. Meanwhile, only 29 (7.6%) respondents reported being of a
different race than Malay, Chinese or Indian. The table shows that among all the frequency groups
of customers visiting fast food restaurants, respondents who visit fast food restaurants once a
month are the highest, which is 141 (36.7%) respondents. A total of 101 (26.3%) respondents, or
the second highest group, report eating out once every week. 2-3 times a week is the frequency of
fast food restaurant visits reported by 89 respondents (23.2%). 53 (13.8%) respondents,

representing a portion of the sample, reported eating at fast food establishments more than three
times per week.
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Result of Descriptive Analysis

The findings of the descriptive analysis are shown in Table 3.

Table 3: Descriptive Analysis

Variables Statement Mean SD
Tangible Is it easy for customers to park their 4.49 0.719
vehicles in the parking lot provided?
Are the toilets provided by the
restaurant well maintained? 4.32 0.782
Does the restaurant provide a
fortabl 1 t t fi
comfortable place to ea or 444 0.614
customers?
Do fast food restaurants provide clean
food to customers? 4.41 0.684
Is the displayed menu list easy for
customers to understand to order food?
4.49 0.587
Does the process of ordering food save
the customer's time?
4.37 0.677

253



Assurance

Do customers feel comfortable dealing
in fast food restaurants?

Are customers confident to order food
at a fast food restaurant?

Do customers feel safe making
payment transactions at fast food
restaurants?

Are employees at fast food restaurants
always polite to customers?

Do employees follow the correct SOP
as an employee at a fast food
restaurant?

Do fast food restaurant employees
have good knowledge to answer
customer inquiries?

254

4.50

4.37

4.35

4.30

4.32

4.32

0.600

0.608

0.661

0.751

0.751

0.662



Responsive Can part-time workers in fast food 4.52 0.625
restaurants help maintain the speed of
service to customers?

Can part-time workers in fast food 4.40 0.614

restaurants help maintain the quality of
service to customers?

Are workers in fast food restaurants 4.34 0.741

sensitive to customer needs?

Will the workers at the fast food 4.41 0.648
restaurant be able to meet the demands
of the customers?

Did the customer receive the food 4.40 0.734
order within the specified time?

Are customers satisfied with the
service provided by the fast food 4.40 0.621
restaurant?

Customer Are customers satisfied with the 4.50 0.697
Satisfaction problem-solving approach made by
fast food restaurant employees?

Is the time taken by employees very 4.36 0.664

efficient in  solving  customer
problems?

4. .691
Are employees quick to respond to 36 0.69

customer problems?

Do employees provide good customer 438 0.630
service?

The results of the survey with 834 respondents' mean values and standard deviations for each
variable are shown in Table 3. Question 1 and Question 5 had the highest mean scores for tangible,
which was the first independent variable, with M=4.49 and SD=0.719 and 0.587 respectively.
Given a score of (M=4.32, SD=0.728), question 2 had the lowest mark. According to the assurance
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score for the second independent variable, question 1 had the greatest mean score (M=4.50, SD =
0.600), and question 4 had the lowest mean score (M=4.30, SD = 0.751 The item with the highest
mean score for the third independent variable, responsiveness, was question 1, which had a mean
score of (M=4.52, SD=0.625). Responsive received the lowest mean score for this (M=4.34,
SD=0.741), nevertheless. Finally, the greatest mean score for the dependent variable for customer
satisfaction question 1 was (M=4.50, SD=0.697) and the lowest mean scores were (M=4.36,
SD=0.691) and (M=4.36, SD=0.664) for questions 2 and 3, respectively. In a fast food restaurant
in Kota Bharu, Kelantan, the respondents who agreed on the dependent variable and dependent
variable were the ones who influenced customer satisfaction.

Result of Reliability Analysis
The reliability analysis's findings are displayed in Table 4 below.

Table 4: Reliability Analysis

Variables Cronbach’s Alpha N of Items
Tangible 0.852 6
Assurance 0.861 6
Responsive 0.858 6
Customer Satisfaction 0.858 4

Results of the reliability analysis are shown in Table 4. An assurance score of 0.861, a responsive
score of 0.858, and a customer happiness score of 0.858 for fast food restaurants follow Tangible,
which has a Cronbach Alpha of 0.852. Because of this, the questionnaire is trustworthy and
appropriate for use in research.
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Result of Pearson Correlation Analysis
The results of the Pearson correlation analysis are shown in Table 5 below.

Table 5: Pearson Correlation Analysis

Hypothesis p-Value Result (Support/ Not
Supported)
H1: There is a significant 0.100 HI is supported
relationship between tangible service
quality towards customer

satisfaction in the fast food industry.

H2: There is a significant 0.669 H2 is supported
relationship between assurance in
service quality towards customer
satisfaction in the fast food industry.

H3: There is a significant 0.531 H3 is supported
relationship between responsiveness
in service quality towards customer
satisfaction in the fast food industry.

Based on Table 5, it can be seen that Pearson's correlation analysis was used to assess the customer
satisfaction hypothesis with the level of service quality in the fast food industry in Kota Bharu,
Kelantan. All offered hypotheses were accepted at the 0.01 level of significance. Additionally, the
conclusion demonstrated that tangible, assurance, and responsiveness, three independent factors,
had a very strong and high positive association with customer satisfaction, supporting the entire
hypothesis.

DISCUSSION & RECOMMENDATION
Discussion

This study's major goal is to identify and evaluate the connection between customer happiness and
service quality in the fast-food sector. It has been discovered that customers are happy when they
express a desire to frequent the fast food establishment again and a readiness to order food there
frequently. According to the research, optimism is significantly correlated with existence,
responsiveness, assurance, and customer happiness. Additionally, clients will be pleased if they
believe that the meal they purchased was worth the money they paid for it. This is because they

257



frequently take price into account while making great-quality purchases. Therefore, service
providers must ensure that they deliver excellent service quality to ensure that customers have a
better experience, which can increase customer happiness. Customers at fast food restaurants in
Kota Bharu receive a similar level of service, ensuring that those who have already eaten there
won't recall anything different.In order to fulfill clients' requirements and desires, it is crucial for
service providers to offer them high-quality services.

Research implication

The results of the study indicate that user happiness is most influenced by service quality. The
study's consequence is that restaurant owners should be motivated to provide good service quality
for the price of their menu items. This is due to the fact that this study's findings indicate that
tangible, assured, and prompt service is the most important factor influencing customer happiness.
In order for all customers to enjoy purchasing the goods, fast food businesses must uphold and
provide good service to patrons. Furthermore, it could convince consumers that the item they are
purchasing is worth their money. In order to compare products with those of other brands'
competitors, consumers must consider excellent service.

Research Limitation

There are a few restrictions on how this analysis can be done. As a result of only being done in the
Kota Bharu region, the study had some limitations. Due to the extensive scope of the research, the
researchers must put in more effort and use their time more effectively in order to finish the project
on schedule.

Then, limited access to journals and articles related to that topic. This is because some databases
must pay to approach the articles that help with this research. Although, it was beyond the
capabilities of a student. Moreover, there are only a few local articles linked to this subject
published so this report needs to depend more on overseas articles.

Respondents who refused to answer the questionnaire. The researcher used a Web-based survey
questionnaire. The researcher spread the google form link via. But not everyone cares to answer
that question. Maybe because of a busy daily schedule or maybe there are people from multiple
races who don't understand Malay. This has resulted in several respondents misunderstanding or
misinterpreting the survey questionnaire.

Research Recommendations.

There are several research recommendations to improve this study for the benefit of future studies.
First, future researchers are recommended to expand the study area where it is necessary to cover
two places and maybe the researcher can make methods like face-to-face interviews that may allow
respondents to be more involved and get a deeper insight from them for the study.

Moreover, future researchers need to learn technical skills to get free access to journals and articles.

Future researchers must learn technical skills to gain free access such as attending seminars. Not
only that, future researchers are suggested to provide language diversity in the questionnaire. The
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survey instrument is available in Malaysian. In order to collect a more diverse sample, survey
instruments may be designed in several languages such as English, Mandarin and Tamil. As
Kelantan is a multi-racial country, a collection of responses from various ethnic groups will give
more realistic results. This will help the respondents to understand all the questions carefully and
provide more reliable results.

CONCLUSION

The fast food restaurant needs to look clean, is in a strategic location, serves high quality food and
operates at the right time. In addition, fast and quick service, comfortable seating facilities, reliable
delivery services and fast-food operators are performing well in providing new food for children.
Although these attributes are seen positively, respondents still see other attributes such as price,
friendliness, variety of menu and calorie/nutrition content as moderate qualities. The choice of a
fast food restaurant is determined by the cleanliness of the restaurant and the menu items.

The findings of this study are discussed extensively in this chapter. Next, this chapter summarizes
the tasks completed in this research by reporting the hypothesis test, answering the research
questions and achieving the objectives of the research. Additionally, this chapter also outlines
some limitations and recommendations. This study concludes with the contribution of the study
and some recommendations for next research.
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ABSTRACT

According to the trends and changes of modern life, the needing of fast food is one of our daily
habits. Although it can be seen by young people, teenagers, the elderly and especially students,
fast food is an easy option for them to find food. This study aims to examine the undergraduate
student’s behavior towards fast food restaurant in Universiti Malaysia Kelantan (City Campus).
This study used quantitative research design approaches. Questionnaires administered to
collect the required information where about 385 respondents of Universiti Malaysia Kelantan
participated in this study. This study beneficial to the advent of changing lifestyles, the demand
fast food products as it is enhancing day by day especially among the student fraternity and the
trend is immensely increasing. The findings of this study shows that attitude have significant
supports (R=<0.762). Meanwhile the result for the second hypothesis which is a subjective norm
supports (R= <0.672). The last hypothesis is a perceived behavioral control that supports (R=
<0.724). These indicated that Universiti Malaysia Kelantan students are prone to fast food of
compared to other types of food.

Keywords: Fast Food, Attitude, Subjective Norm, Perceived Behavioral Control

INTRODUCTION

Indeed, fast - food is remarkably close to them, and it has become a habit when they have
no choice but to eat fast food (Syafiqah et al., 2018). Even though the students are aware that
eating fast food in excess might be dangerous, fast food marketing strategies that have been
quickly picked up by the media have been effective in distracting them with eye-catching
advertisements and tempting deals (Brindal et al., 2011). This is also evident when the fast food
has its own draw, such as visually appealing, intriguing food like MCD, which is credited with
giving it variety.

Fast food has also defined mainly food from fast food chains from all over the country for
examples McDonald's, Domino's Pizza, Subway, Pizza Hut, Kentucky Fried Chicken and Texas
Chicken and all these fast foods can be eaten there or taken away (Janssen et al., 2018). However,
takeout certainly includes many definitions and comes from many sources, including vending
machines, convenience stores, fast food stores, takeaways, coffee shops, schools., etc. The
concept of fast food is often used to describe food that is prepared quickly and at a reasonable
price. It is also commonly referred to as an alternative to home cooked meals. In restaurants, fast
food is often offered in a package that makes it easy to take home (Hamrick & Okrent, 2016).
Today’s fast food is a choice, especially for college students. In fact, fast food is the kind of food
that you can easily buy and carry anywhere because you do not have to think about anything other
than cooking it at home. Eating out such as fast food, tends to be less healthy because it has more
energy and fewer nutrients than cooking at home. This is evidenced by the fact that it often
contains ingredients such as fat, salt, and sugar and from these ingredients are associated with
weight gain and various adverse health effects that can affect an individual's health.
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Hence, the focus of this study is to find out the student’s behavior towards fast food
restaurant at Universiti Malaysia Kelantan (City Campus). There are three objectives of this study:

2. To identify the relationship between the attitude and student’s behavior towards fast
food restaurant.

3. To determine the relationship between the subjective norms and student’s behavior
towards fast food restaurant.

4. To identify the relationship between the perceived behavioral control and student’s

behavior towards fast food restaurant.

SIGNIFICANCE OF THE STUDY

This research's objective is to inquire into the ways in which variables affecting student
attitudes toward fast food businesses would affect respondents' perceptions. This is particularly
corroborated by Benajiba (2016), who claimed that it was obvious that adults consume a lot of
fast food, particularly college students. There is evidence that the same eating behavior exists in
other nations.

LITERATURE REVIEW
Attitude

According to researchers (Ajzen, 1., 1975), the nature of the relationship between beliefs
and attitudes is specified by the theory of planned behaviour. Ajzen explains that an individual’s
evaluation or attitude toward a behaviour is determined by his or her accessible beliefs about the
behaviour. In this theory, belief refers to the subjective that a given behaviour will result in a
specific outcome. In particular, the evaluation of each outcome contributes to the attitude in
proportion to the person's subjective probability that the behaviour produces the desired outcome.

The expectancy-value model gave rise to the concept of outcome expectancy. A belief,
attitude, opinion, or expectation can all be categorised as outcome expectancy. (Fishbein, M.,
1975) According to the theory of planned behaviour, a positive evaluation of one's own
performance of a specific behaviour is analogous to the concept of perceived benefits. A positive
evaluation is a belief in the effectiveness of the proposed behaviour in lowering the risk of
negative outcomes. A negative self-evaluation, on the other hand, refers to a belief about the
negative consequences of engaging in the behaviour. (Ajzen, 1.,1975).

Subjective Norms

Subjective norms on customer intention are defined as the influence of outside factors and
refers to significant individuals or groups that indicate the chance that carrying out a behavior
will be accepted or rejected (Ajzen, 1991). According to Taylor (1999), when an individual's
activities have an impact on another person's benefit, a subjective standard is an effective
translator of behavior. On the other hand, when only one person is involved in the selection
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process, the issue of subjective norms is irrelevant, according to Lapinski, Rimal, DeVries, and
Lee (2007).

In addition, with the help of subjective norm and complying motivation, subjective norm
is established. Normative belief was investigated by asking students three questions regarding
how they perceived their parents', teachers', and friends' attitudes on eating fast food. By posing
the students with three questions about how they perceived about their parents', teachers', and
friends' perspectives on eating fast food, normative belief was examined. By asking the students
how much they respected and concurred with the views of persons who were significant to them,
the motivation to comply was examined. Since the beliefs of children's friends regularly
differed from those of their parents and teachers, the internal reliability for the subjective norm
was not as high as it could have been.

Additionally, in previous research on the planning and behavior of food purchases, the
subjective norm influencing by behavior was not obvious. This is because, using customer
motivation, subjective norms carry out a behavior to construct the initial moments of crucial
individuals like family, friend, and significant others. Customers are driven to behave in a way
that complies with the subjective standard to recreate the first moments of an important
individual.

Perceived Behavioral Control

First and foremost, it was observed that perceived behavioral control over fast food
consumption was significantly adversely linked with consumption intention and frequency. The
inclusion of self-efficacy, characterized as confidence in one's ability to frequently consume
functional foods, turned out to be the most important determining factor for intention (Nystrand
and Olsen, 2020).

The accessibility of appropriate resources and the ability to handle behavioral
challenges have an impact on behavioral performance. An individual seems to have more control
over their actions and a stronger intention to carry them out the more resources they perceive and
the fewer impediments they face. People who may have the intention to change and maintain
certain health behaviors, but whose everyday environment may not encourage those behaviors by
eating fast food frequently (Shantanam & MUELLER, 2018). Fast food's accessibility and price
in community settings, as well as its convenience, have been identified as obstacles to regular,
daily healthy eating.

Perceived behavioral control includes the ability to try new foods without worrying about
leftovers, the ability to gradually introduce healthy foods into the family diet, and the ability to
learn to use cooking utensils (Nystrand and Olsen, 2020). Food waste and food costs are major
issues that adversely affect control of an individual's perception of healthy home cooking. Thus,
for this reason will find it easier and more convenient to buy fast food, even if it costs money.

264



Research Hypothesis

The literature analysis showed that student’s behavior towards fast food restaurant at Universiti
Malaysia Kelantan (City Campus) include attitude, subjective norms, and perceived behavioral
control. As a result, the study intended to look at the relative importance of these variables. This
study’s hypothesis outlined as follows:

4. There is significance relationship between the attitude and behavior towards fast food
restaurant.

5. There is a significance relationship between the subjective norms and behavior
towards fast food restaurant.

6. There is a significance relationship between the perceived behavioral control and
behavior towards fast food restaurant.

Research Framework

The Figure 1 below shows the research framework use for this study.

INDEPENDENT VARIABLES DEPENDENT VARIABLES
Independent Variable Dependent Variable
Attitude

Subjective Norms ———2 % Student’s Behavior Towards Fast Food
Restaurant

Perceived Behavioral Control
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METHODOLOGY
Research Design

The focus of Inaam Akhtar's covert investigation is problem distribution control, and data
are measured and analysed using quantitative methods. Based on Oberiri Destiny Apuke's (2017)
description of this method is appropriate for analysing issues and identifying phenomena.
To precisely measure and analyse target concepts, clear up ambiguities, and spot business
opportunities, quantitative research especially statistics is used. The difficulties that businesses
face in the digital age can be particularly effectively addressed with this strategy.

This descriptive research at Universiti Malaysia Kelantan focuses on the relationship
between attitude, subjective norms, and perceived behavioural control towards fast food in
restaurants. Data will be collected through self-directed questionnaires and quantitative
methods, aiming to understand students' attitudes and behaviours in this context.

Data Collection

Data collection is the process of gathering, measuring, and analysing precise insights for
research purposes using standardised validated techniques, according to (Bhat, A, 2022). The data
gathered can be used by the researcher to assess their hypothesis. The gathering of data is typically
the first and most important step, regardless of the field of study. Depending on the information
required, different fields of study employ different approaches to data collection.

The study used a quantitative method of data collection, gathering secondary data through
surveys and questionnaires. Comparing this approach to qualitative data, it is thought to be more
impartial and trustworthy. The questionnaires, which are broken up into five sections, are easier
for respondents to complete because they are available in both English and Malay. The data
collected using this method will be analysed and compared by the researchers to ensure a thorough
understanding of the research topic.

Sampling

Fleetwood (2018) emphasises the value of the sampling method, which involves
gathering people at their convenience, in market action research. There are two types of sampling:
non-probability sampling, which randomly selects participants without a predetermined
selection procedure, and probability sampling, which chooses participants from a population at
random using a set of criteria. The distribution of study participants can be understood using either
type of sampling technique.

According to Pelz (2022), sampling is a statistical procedure that entails choosing a subset
of a population in order to draw observations and conclusions. A given population's behavioural
trends are to be inferred using this process. It is impossible to study the entire population, though,
due to practical and financial constraints. In order to observe and analyse the target group, a
representative sample of that group must be chosen. To achieve a reliable and valid sample for
this study, researchers used the equation from Krejcie & Morgan (1970) to determine the sample
size. Based on the table of Krejcie & Morgan (1970) the approriate sample size for this research
1s 384 respondents. The study population comprises students at UMK City Campus, University
of Kelantan, Malaysia, including FPV, FHPK, and FKP. The campus has 6,237 students, with
FKP having 3,495, FHPK 2,518, and FPV having 224.
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Data Analysis

Zikmund (2003) analyzed statistical data using SPSS software version 20.0, focusing on
detailed surveys. The study employed descriptive statistics and reliability tests, utilizing various
steps to condense and restructure the data into relevant details.

Aaker, Kumar, and Day (2007) conducted descriptive analysis, identifying key
characteristics of respondents' data. Frequency distribution, measures of central tendency,
dispersion, and shape were discussed, as well as data transformations like skewness.
Frequencies were derived from nominal factors like gender, education level, and fast food
restaurant visits. Zikmund (2003) used nominal or ordinal scales for measurement. Malhotra et
al. (2006) generated tables of frequency counts, percentages, and cumulative percentages for all
values associated with the variable.
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FINDINGS
Results of Frequency Analysis.

Table 1 shows the data for gender of respondents. From the total of 385 respondents, 142
respondents were male with the total percentage of 36.9 percent. For female respondents, there
were 243 with the total percentage of 63.1 percent. From the 385 respondents have been collected,
respondents who consists of 18 - 20 years old were 22 (5.7%) respondents followed by 21 - 23
years old were 279 respondents (72.5%), 24 - 26 years old were 73 respondents (19%), 27 - 29
years old were 11 respondents (2.9%) and other were no one. From the data, the highest age group
who have been contributing to the research are from 21 - 23 years old were 279 respondents
(72.5%) and the lowest age group are others.

Out of 363 respondents who are married status were 22 respondents with 5.7 % value.
From 385 respondents have been collected, respondents who consist of Malay were 269
respondents followed by Indian and Chinese who have same total of respondents which is 51
(13.2%) respondents and other were 14 (3.6%) respondents. From the data, the highest race who
have contributed to the research are Malay 269 (69.9%) respondents and the lowest race are other
14 respondents (3.6%) in Universiti Malaysia Kelantan (City Campus).

From the table ,272 respondents were Islam with a total percentage of 70.6 %. Next is
Hindu were 51 respondents with a total percentage 13.2%, buddha were 30 respondents with a
total a percentage of 7.8% and lastly where others were 32 respondents with a total percentage
8.3%, Through the data, the higher number of participants to answer the survey were from Islam
70.6 % and the lowest number of participants were from buddha 7.8%.

From the data it shows the various faculty that we have. Among these four faculties, the
highest number of respondents were from the Faculty of Hospitality, Tourism and Wellness (180
respondents) with the number of percentages 46.8%. The second highest number of respondents
were from the Faculty of Entrepreneurship and Business (113 respondents) with the number of
percentages 29.4%. Followed by the Faculty of Data and Computer Science (48 respondents) with
the number of percentages 12.5% and the lowest number of respondents were from the Faculty
of Veterinary Medicine (44 respondents) with the number of percentages 11.4%.

From the data above, 234 respondents (60.8%) out of 385 respondents were from Year 3.
This is because most respondents of this study were from Year 3, and they have many contacts
and time to answer this survey. Hence, the respondents of years of study from Year 1 are not less
high than others which is 55 respondents (14.3%), followed by Year 2 showing the number of
respondents were 51 respondents (13.2%) and Year 4 showing the number of respondents were
41 respondents (10.6%). The lowest number of respondents for years of study from Year 5 were
4 respondents (1%).

The number of percentages 32.5% were from the East Region (Kelantan, Terengganu, and
Pahang). The second highest respondents were from the West Region (Melaka, Perak, Selangor,
and Wilayah Persekutuan) 115 respondents with the number of percentages 29.9% followed by
the North Region (Perak, Kedah and Pulau Pinang) 64 respondents with the number of
percentages 16.6%. Next, the state of origin from the South Region (Negeri Sembilan and
Johor) were 56 respondents with the number of percentages 14.5% and the number of respondents
from Borneo were 24 respondents at 6.2% while the lowest number of respondents were from
overseas | respondent 0.3%.

Table 1 : Frequency Analysis

No Socio -Demographic Characteristic = Frequency Percentage
(n) (Vo)
1. Gender 385 100
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Male 142 36.9

Female 243 63.1
Age Group 385 100
18-20 years old 22 5.7
21-23 years old 279 72.5
24-26 years old 73 19
27-29 years old 11 2.9
Marital Status 385 100
Single 363 943
Married 22 5.7
Race 385 100
Malay 269 69.9
Indian 51 51
Chinese 51 51
Others 14 3.6
Religion 385 100
Islam 272 70.6
Hindu 51 13.2
Buddha 30 7.8
Others 32 8.3
Faculty 385 100
Faculty of Hospitality, Tourism and

Wellness. 180 46.8
Faculty of Entrepreneurship and

Business. 113 29.4
Faculty of Veterinary Medicine 44 11.4
Faculty of Data and Science Computer 48 12.5
Years of study 385 100
Year | 55 14.2
Year 2 51 13.2
Year 3 234 60.8
Year 4 41 10.6
Year 5 4 1
State of origin 385 100
East Region (Kelantan, Terengganu & 125 32.5
Pahang)

West Region (Melaka, Perak, Selangor 115 299 &

Wilayah Persekutuan) South Region (Negeri Sembilan & 56
14.5

Johor)

North Region (Perlis, Kedah & Pulau 64 16.6
Pinang)

Borneo (Sabah & Sarawak) 24 6.2
Overseas 1 