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ABSTRACT

Behavioral intention is imperative and relevant for a restaurant industry because 
repurchase intention of discontented customers are significantly lower than the intentions 
of satisfied customers. Behavioral intentions toward any restaurant may be favorable or 
unfavorable depending on the satisfaction and have been an accurate predictor of actual 
behavior. An increased of overall satisfaction can lead to positive behavioral intention 
toward repurchase as well as actual re-patronization. In contrast, unfavorable behavioral 
intentions, based on the perceived poor quality food and service may include intent to 
switch to other service restaurants provider, intent to reduce money expenditure with the 
restaurants, intent to complain and even the intent to take action. Literature demonstrates 
the importance of retaining customers and its impact on profitability. In line with this, 
many argued that the cost o f retaining, keeping the existing or loyal restaurant customers 
are much lower than attracting the new ones. In this sense, regardless of whatever types 
of restaurant businesses either ethnic, casual, upscale including hotel restaurant, it is 
indispensable to retain and create loyalty atmosphere among the customers in order to 
survive the intense competition among the restaurant operations. In this context, 
restaurant attributes such quality and variety of food, price together with operating 
attributes like location,accessibility, promotion just to name a few may have strong 
connection with satisfaction thus lead to restaurant customer revisit intention. This study 
is empirically examining and understanding the effect of menu attributes, hotel operating 
attributes, brand image, and customer satisfaction on customer repurchase intention of 
Ramadhan iftar buffet in four and the five star hotels. To integrate and entwined the 
findings the quantitative through customers approach was opted. Through a self- 
administered survey among the Ramadhan iftar buffet customers at selected four to five 
star hotels at Kuala lumpur, 215 questionnaires were successfully collected. With the 
application of various statistical analyses ranging from descriptive and inferential 
statistics used to answer the objectives, research questions and hypotheses some 
important findings pertaining to the issues investigated was significantly obtained. The 
customers generally put high priority on the Iftar menu attributes emphasizing on taste of 
the food and variety o f food choices. Hotel operating attributes on the other hand 
prioritize ample hotel parking space, fast service and accessibility. The respondents are 
also found to be willing to spend their money in the 4 and 5 star hotel due to the image of 
prestigious hotel with high hotel reputation. The brand image also toward some extent 
influence the customer satisfaction as some hotel brand image such as high star rated, 
established hotel brand and prestigious hotel are the one with high satisfaction rating. In 
term of repurchase intention, majority o f the customers show good indication of returning 
back to the hotel to experience the Ramadhan iftar buffet. The finding o f this study has 
given consequences not only to the customer but to the hotel as well.
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CHAPTER ONE

INTRODUCTION

1.1 PREAMBLE

In this chapter, the overall processes o f the research are justified and outlined. The 

journey begins with the background o f the study, which elaborates the trend of eating out 

during Ramadan month. Finding the right issue that suits the study through the statement 

of the problem is subsequently presented which is leading to the formulation o f the 

following sections; 1) research objectives, 2) research questions and 3) research 

hypotheses. The significance o f the study and the development o f the study framework is 

also presented at the end part o f the section for a more concise understanding. Definition 

of terms, the significance of the study and the structure o f the thesis are included in the 

last part o f this chapter.

1.2 BACKGROUND OF THE STUDY

Consumer behavioural studies revealed that past experiences influence the 

satisfaction (Mittal, Kumar & Tsiros, 1999; Licata, Mills & Suran, 2001). The link 

between past experiences, customer satisfaction and company success has historically been 

a matter o f faith, and numerous satisfaction studies have also supported the case (Hill 

&Alexander, 2000). Customer experiences and satisfaction has always been considered 

an essential business goal because it was presumed that satisfied customers would 

definitely purchase more.Many companies, however, have started to notice a high 

customer defection despite high satisfaction ratings (Taylor, 1998; Oliver, 1999). This 

phenomenon has prompted a number o f scholars (Jones & Sasser, 1995; Reichheld, 1996; 

Oliver 1999) to criticize the mere satisfaction studies and call for a paradigm shift to the 

quest o f repurchase as a strategic business goal. As a result, customer experiences and
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