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Abstract. Companies have developed competitive tactics to compete with other companies 
in comparable industries. Price has a big impact on customer happiness and adds to a 
company's goals, but product quality has a huge impact on a restaurant's performance, making 
it a strength of the company is customer loyalty. This study investigates the influence of 
perceived price fairness, product quality, and service quality on customer loyalty, with 
customer satisfaction as a mediating variable in the context of Kampoeng Deli Restaurant in 
Medan. Using a questionnaire as the research instrument, data were collected from 140 
participants between August and November 2023 and analyzed using PLS-SEM. The results 
indicate that product quality and service quality have significant positive effects on both 
customer satisfaction and customer loyalty. However, perceived price fairness does not 
significantly influence customer satisfaction or loyalty. The findings also reveal that customer 
satisfaction mediates the relationships between product quality, service quality, and customer 
loyalty. This study contributes to the understanding of the factors influencing customer loyalty 
in the restaurant industry and offers practical implications for restaurant managers to enhance 
customer satisfaction and loyalty by focusing on product and service quality improvements. 

Keywords: Customer Loyalty, Customer Satisfaction, Perceived Price Fairness, Product 
Quality, Service Quality 
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1. Introduction  
Globalization has had a major impact on business growth around the world. The development and 

expansion of markets has increased competition, but competition is also increasingly unclear. As a result, 
companies have developed competitive tactics to compete with other companies in comparable 
industries (Naradda Gamage, et al., 2020).  The development of the business world is now increasingly 
dynamic along with the increasing public demand for products and services to meet all their needs. In 
order to maintain business continuity in a highly competitive business competition, a company must 
provide customer satisfaction so that its customers can become loyal. Price justice is a customer 
perspective on price that includes cognitive and emotional components.  

Apart from product quality, price is a determining factor for loyalty. According to Swastha and 
Irawan (2002: 122) the factors determining the existence of subscription motives are: price, 
classification and diversity of goods, sales location, salesperson skills, store advertising, services 
offered to customers, salesperson skills, advertisers and sales promotions in stores. Price justice is also 
defined as cognitive and affective mental activities carried out by customers Dhasan & Aryupong, 2019). 
In the business world, especially in the restaurant sector, price competition is one of the benchmarks 
for the success of a business. Coupled with the many similar businesses that are mushrooming today. 
Price is very important in recruiting consumers and ensuring their customer happiness will contribute 
to company goals (Febriani & Cipta, 2023). 

A restaurant's ability to provide quality food and excellent service is critical to its success. Quality 
is a word that for service providers is a current thing done well (Supranto, 2000). Although services 
attract customers, quality is a dynamic feature that impacts people, processes, goods, and the 
environment. Influencing consumer loyalty and purchase intentions requires high-quality goods and 
services. Customer loyalty comes from a person's devoted attitude and is based on customer pleasure. 
Customer loyalty is "the long-term success of the long-term success of a particular brand is not based 
on the number of consumers who buy it only once, but on the number of once, but on the number who 
become repeat purchases." To thrive, dining establishments need to adapt to the needs and preferences 
of their customers, offer a variety of menu options and meet their expectations (Kotler, 2003). 

According to Hanan and Karp (1991) in Sururi and Astuti, 2003), quality is the whole of a product, 
which includes its suitability and quality, which is influenced by its ability to satisfy user or customer 
demand. According to Kotler (1997), service quality should be determined by client demand and their 
opinion of the service. According to Parasuraman et al. (1988) in Karsono (2005), if the service provided 
or seen as good, then the quality of service will be recognized and understood. Quality is an important 
consideration for service providers, as stated by Parasuraman, Zeithaml, and Berry in Oliver's research 
(1997). Customer service investments are critical in a competitive context as they provide favorable 
returns. In the long run, factors such as service quality, product quality, price, customer reputation, and 
promotion can have a favorable influence on customer service. However, according to research, product 
quality, service quality, and service quality have no direct impact on customer service. This is in contrast 
to previous research that focuses on factors affecting service and customer loyalty. 

Satisfied consumers are consumers who feel the best things a company provides. product quality 
and excellence, as well as product quality and price fairness provided by the company are ways to 
increase value to customers. Comparison of customer expected satisfaction, carried out when the 
expected satisfaction is the dissatisfaction felt by the customer is not as expected. Customer satisfaction 
can be defined as the perception of post-purchase performance with expectations and expectations 
before purchase. Customer satisfaction includes differences in expectations and perceived performance 
results. Customer satisfaction is a person's feeling of pleasure or disappointment caused by the 
perceived performance or results of a product, compared to his expectations (Kotler & Keller, 2009). 
Loyal or loyal customers who are an indication of customer satisfaction who meet consumer 
expectations, look for other parties, help service quality, loyalty, and position. 

A restaurant's ability to provide quality food and excellent service is critical to its success. 
Although service attracts customers, quality is a dynamic feature that impacts people, processes, goods, 
and the environment. Influencing consumer loyalty and purchase intentions requires high-quality goods 
and services. Customer loyalty comes from a person's devoted attitude and is based on customer delight. 
To thrive, eateries need to adapt to the needs and preferences of their customers, offering a wide array 
of menu options and meeting their expectations.  
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A company's ability to retain customers is critical to its ability to grow financially and ensure its 
existence. Understanding the laws and guidelines that control business interactions with clients is 
critical to a company's success. Both happy clients and competent employees contribute to customer 
satisfaction. Customer happiness, which is influenced by a number of variables including price, 
perceived value, and service quality, is largely determined. The quality of service provided has a major 
impact on return intentions, word of mouth, brand commitment, and customer loyalty. As a result, 
companies must put the needs of their customers first and pay attention to the rules and regulations that 
govern their transactions. 

Based on the description above, this study is entitled "Revealing Antecedents of Customer Loyalty 
in the Restaurant Industry: The Impact of Price Fairness, Product Quality, and Perceived Service 
Quality Through the Lens of Customer Satisfaction". This study aims to identify the factors that 
underpin customer loyalty in the restaurant industry. The focus is mainly on price fairness, product 
quality, and perceived service quality, and how these factors affect customer satisfaction levels. 
Through this approach, the research will investigate the relationship between customer satisfaction and 
their level of loyalty towards the restaurant. The results are expected to provide a deeper understanding 
for the restaurant industry on how they can improve the factors that influence customer loyalty, so as to 
retain and attract more customers in a fierce competitive environment. This research represents a new 
step in the understanding of the factors that influence customer loyalty in the restaurant industry. By 
integrating price fairness, product quality, and service quality, and viewing their impact through the 
lens of customer satisfaction, this research makes a significant contribution in deepening the 
understanding of the dynamics of the relationship between these factors. The focus on the customer 
perspective also demonstrates the importance of understanding customer preferences and perceptions 
in the context of the restaurant industry. Overall, this research provides valuable insights for restaurant 
industry stakeholders to improve customer experience and build strong loyalty. 
  

2. Research Method 
This study uses the Partial Leasst Square (PLS) approach, which is an equation model of Srrucural 

Equation Modeling (SEM) using components and variants. PLS is an alternative approach that can 
move from a coverian-based SEM approach to a variant-based approach (Ghozali, 2008). Research In 
this study there are several variables used. Moderating variables are variables that influence the 
relationship between independent variables such as X1, X2, and X3 on the dependent variable (Y) 
through moderating variables (Z). The variables used in this study are independent variables, namely 
Price Fairness (X1) Product Quality (X2) Service Quality (X3) on Customer Loyalty (Y) through 
Customer Satisfaction as a moderating variable. The research location was carried out on Jl. Besar 
Delitua No.152, Deli Tua Tim, Kec. Deli Tua, Deli Serdang Regency, North Sumatra in August to 
September. The population in this study were all employees of Kampoeng Deli Restaurant in Medan. 
The sample used in this study was 140 respondents with the research instruments used in this study. 
Figure 1 summarizes the conceptual framework in the following research. Figure 1 shows the research 
conceptual framework as below. 
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Fig. 1: Conceptual Framework 

 

3. Results and Discussion 
Results 

The study reveals customer happiness improves service quality considerably, The data was 
examined using the data was examined using t-statistic for the research was 3.158, with p-values of 
0.001 and 0.024 : 

Convergent Validity 
Value of > 0.7. Table 1 displays the load factor value that was determined by this computation. 

The convergent validity of the latent variable and its indicators was determined by the research using 
the Smart PLS 3.0 method, which had a default 

 
Table 1. Model Outer Loading 

Variabel Inquiry Indicator Loading 
Factor 

AVE 

Perceived 
Price 
Fairness 

X.1.1 
X.1.2 
 
X.1.3 
X.1.4 
 
X.1.5 

1. Price match with product quality 
2. Prices are in line with consumers' purchasing 

power. 
3. Price compatibility with the product brand 
4. Price match with the number of products 

obtained 
5. Price compatibility with product benefits 

0.841 
0.835 

 
0.852 
0.852 

 
0.840 

0.712 

Product 
Quality 

X.2.1 
X.2.2 
X.2.3 
X.2.4 
X.2.5 

1. How long the product lasts 
2. Benefits of a product 
3. Performance of a product 
4. Product appearance 
5. Product consistency 

0.930 
0.924 
0.816 
0.815 
0.819 

0.744 

Service 
Quality 

X.3.1 
 
X.3.2 
X.3.3 
X.3.4 
 
X.3.5 

1. The company's ability to provide services as 
promised 

2. Speed in providing services  
3. Attitude, courtesy of waiters towards consumers 
4. Provide services in accordance with consumer 

desires 
5. Provide good facilities for consumers 

0.719 
 

0.845 
0.747 

 
0.842 
0.830 

0.637 

Customer 
Loyalty 

Y.1 
Y.2 

1. Make repeat purchases 
2. The habit of consuming the brand 

0.858 
0.816 

0.660 

Perceived Price Fairness 
(X1) 

Product Quality (X2) 

Service Quality (X3) 

Customer Loyalty (Y) 

Customer Satisfaction (Z) 
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Y.3 
Y.4 
Y.5 

3. Like the brand 
4. Believe the brand is the best 
5. Recommend the brand to others 

0.819 
0.766 
0.798 

Customer 
Satisfaction 

Z.1 
Z.2 
Z.3 
Z.4 
Z.5 

1. Good product quality 
2. Good service quality 
3. Appropriate product price 
4. Easy to get the product 
5. Product benefits 

0.996 
0.995 
0.994 
0.997 
0.997 

0.991 

Source: SEM-PLS Data 

Utilizing the Smart PLS 3.0 method with a default value of > 0.7, the study computed the 
convergent validity of the latent variable and associated indicators. Table 1 displays the load factor 
value that was computed from this process. 

 

 

 

 

 

 

 

 

 

Figure 2. Outer Loading Model 

 

Convergent Reliability 

A construct's dependability is measured using its Composite dependability and Cronbach's Alpha 
values. According to table 2, a construct is deemed dependable if both values are more than 0.6. 

Table 2. Convergent Reliability 
Information Cronbach's Alpha Composite Reliability 

Perceived Price Fairness (X1) 0.899 0.925 
Product Quality (X2) 0.913 0.935 
Service Quality (X3) 0.859 0.897 
Customer Loyalty (Y) 0.891 0.906 
Customer Satisfaction (Z) 0.998 0.998 

Table 2 presents the dependability of each research topic, with Cronbach's Alpha values for 
perceived pricing justice, emphasis is on improving product and service quality, as well as cultivating 
customer pleasure and loyalty. were determined to be 0.899, 0.913, 0.935, 0.859, 0.897, 0.891, and 
0.998. 

Model Strucktural (Inner Model) 
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The variance in changes in endogenous and exogenous variables is calculated, and the results of 
the inner model are assessed using R-square and significance. A moderate strength model has an R-
square value above 0.25, a bad strength model has an R-square value less than 0.25, and a strong model 
has an R-square value over 0.75. 

R-Square 

A statistical technique called R-square can be used to assess how significantly an exogenous 
variable affects an endogenous one. 

Table 3 . R- Squares (R 2 ) 
 R Square R Square Adjusted 
Customer Loyalty 0.886 0.882 
Customer Satisfaction 0.861 0.858 

The variance in changes in endogenous and exogenous variables is calculated, and the results of 
the inner model are assessed using R-square and significance. A moderate strength model has an R-
square value above 0.25, a bad strength model has an R-square value less than 0.25, and a strong model 
has an R-square value over 0.75. 

Hypothesis Testing 

Researchers can directly witness how endogenous variables affect ecosogenous variables through 
the use of hypothesis testing, a technique that assesses the effects of both endogenous and exogenous 
variables on study findings. 

Direct Effect 

Table 4. Results of the Pathway Analysis of the Direct Influence Test 

Information T 
Statistics 

P 
Values 

Information 

Custumer Satisfaction  Customer Loyality 2.258 0.024 Accepted 
Perceived Price Fairness  Customer Loyality 0.287 0.774 Declined 
Perceived Price Fairness  Customer Satisfaction 0.894 0.372 Declined 
Product Quality  Customer Loyality 5.511 0.000 Accepted 
Product Quality  Customer Satisfaction 10.879 0.000 Accepted 
Service Quality  Customer Loyality 2.318 0.021 Accepted 
Service Quality  Customer Satisfaction 2.629 0.009 Accepted 

Indirect Effect 

Table 5. Results of the Pathway Analysis of the Direct Influence Test 
Information T Statistics P Values Information 

Perceived Price Fairness  Customer Satisfaction  
Customer Loyality 

0.779 0.436 Declined 

Product Quality  Customer Satisfaction  Customer 
Loyality 

2.156 0.032 Accepted 

Service Quality  Customer Satisfaction  Customer 
Loyality 

3.158 0.024 Accepted 

Source: Data Processing 

According to the study, customer happiness functions as a mediator between perceived pricing 
justice, quality of a product or service has a substantial impact on consumer loyalty and satisfaction. 
also shows a substantial relationship with customer loyalty. 

Discussion 
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H1 : The effect of Customer Satisfaction on Customer Loyalty 

The study had a T count more than 2.258 and a P-value less than 0.05, customer happiness 
considerably increases customer loyalty, resulting in higher sales and subscription renewals. Customer 
satisfaction influences loyalty by bringing expectations and feelings after utilizing a product into 
alignment. Customer satisfaction with the services obtained has a substantial influence on loyalty, 
boosting the possibility that consumers would use Umrah travel agencies again, according to research 
by Erlangga (2023) on Umrah travel businesses. Consequently, higher customer satisfaction promotes 
higher levels of loyalty. 

Customer satisfaction is one of the main factors that influence customer loyalty. When customers 
feel satisfied with the product or service received, consumers tend to remain loyal and make repeat 
purchases. Customer satisfaction creates a strong relationship between companies and customers, 
strengthening their loyalty to certain brands (Gultom, 2020). Research conducted by Andhika (2021) 
shows that satisfied customers are more likely to recommend products or services to others. 
Recommendations from satisfied customers can be a very effective marketing tool, helping companies 
to gain a larger customer base and strengthen customer loyalty. Customer satisfaction also has a direct 
impact on customer retention. When customers are satisfied with the experience, they are more likely 
to stay subscribed or use the same product or service over time (Chee, 2020). Customer loyalty is not 
just about making repeat purchases, but also about ongoing engagement (Rane, 2023). Satisfied 
customers tend to be more engaged with brands through social interactions, participation in loyalty 
programs, and providing valuable feedback. This creates a deeper connection between the company and 
the customer, increasing their loyalty to the brand. Companies that focus on improving customer 
satisfaction often see an increase in customer retention rates. By providing customers with an 
exceptional experience, whether through high-quality products or friendly customer service, companies 
can build a strong customer base that is likely to remain loyal over the long term. 

Customer satisfaction also plays an important role in creating a positive brand image. Satisfied 
customers tend to give good reviews and positive testimonials, which can improve the brand's reputation 
in the eyes of potential customers (Hardiansyah, 2024). This can help companies to win new market 
share and increase their business growth. Customer satisfaction is not a static thing, but can change over 
time. Companies must continuously monitor and measure their customer satisfaction levels, as well as 
identify areas where improvements are needed. By continuously improving the customer experience, 
companies can maintain strong customer loyalty. Research conducted by also shows that satisfied 
customers tend to be more tolerant of mistakes or problems that may occur (Novaria, 2024). When 
companies quickly and effectively resolve customer problems, this can increase customer trust and 
loyalty, even in challenging situations. Customer satisfaction not only affects individual loyalty, but can 
also have a domino effect on the entire customer base. When satisfied customers share their positive 
experiences with others, they can influence the purchasing decisions of others, which in turn increases 
overall customer loyalty. it is important for companies to recognize that customer satisfaction is an 
ongoing process. By continuously prioritizing customer needs and wants, as well as adapting to changes 
in the market and industry, companies can maintain strong customer loyalty and ensure their long-term 
success. 

H2 : The Effect Of Perceived Price Fairness on Customer Loyalty 

A statistically significant p-value of 0.05 or above is considered and a smaller tcount than the ttable 
indicate that the study rejects the premise that perceived pricing fairness substantially impacts customer 
loyalty. Perceived price fairness is one of the factors that is often considered to have a significant impact 
on customer purchasing decisions. This concept refers to how customers assess whether the price of a 
product or service is commensurate with the value they receive. perceived fair price will increase 
customer loyalty, empirical research shows that the relationship between price fairness and customer 
loyalty is not always in line. In fact, many other factors contribute to the formation of customer loyalty. 
In the context of the relationship between price fairness and customer loyalty, there are situations where 
price does not significantly influence customer loyalty to a brand or product. While price is often 
considered a key factor in purchasing decisions, there are cases where other factors such as value, 
quality, and emotional connection to the brand have a greater influence in maintaining customer loyalty. 
Customers who have a strong emotional attachment to a brand tend to be more flexible to price 
fluctuations, as their loyalty is based on a deeper relationship than just an economic transaction. In 
addition, if the product or service offers significant added value or has no comparable alternative, 
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customers will probably remain loyal even if prices rise. Other factors such as positive experiences with 
customer service can also strengthen loyalty, making price less influential in purchasing decisions. 
Therefore, understanding the complex dynamics between price and other factors that influence 
customer loyalty is important for companies in managing marketing and pricing strategies. 

The results of this study are inversely proportional to the research conducted by Putri (2023); 
Riandini (2023); Stefanie (2023) that perceived price fairness has a positive and significant effect on 
customer loyalty When customers feel that the price they pay is comparable to the value or benefits 
they receive from a product or service, they tend to feel satisfied and confident in their purchasing 
decisions. This can strengthen the relationship between customers and brands, increase their loyalty, 
and encourage them to make repeat purchases in the future. Perceived price fairness can also build trust 
between customers and brands, as customers feel that they are treated fairly and do not feel cheated. 
Thus, companies that are able to manage their prices well, thus creating a positive perception of price 
fairness, can build a strong foundation for maintaining and increasing customer loyalty in the long run. 

H3 : The Effect Of Perceived Price Fairness on Customer Satisfaction 
Based on the results of the study, it is found that price fairness has no effect on customer 

satisfaction, this happens because many other factors cause price fairness to have no effect on customer 
satisfaction such as product quality factors, product or service quality can be a more dominant factor in 
determining customer satisfaction. If customers consider that the product or service they receive does 
not meet their standards or expectations, then even a reasonable price will not be able to compensate 
for their dissatisfaction. In addition, the perception of added value provided by the brand can also play 
a greater role in influencing customer satisfaction than just focusing on price. If customers feel that the 
brand provides added value, such as reliability, reputation, or superior user experience, they may be 
more willing to pay a higher price. a company's marketing and branding strategy can also affect 
customer perceptions of price. Companies that are able to create a strong brand image or provide an 
exceptional customer experience may be able to reduce customers' attention to price factors and focus 
more on the value they receive. 

This research is not in line with research conducted by Wijaya (2021) and Sari (2023) that the 
effect of price fairness has an effect on customer satisfaction. Price fairness plays an important role in 
influencing the level of consumer satisfaction in their purchasing experience. When the price of a 
product or service is considered comparable to the benefits obtained, consumers tend to feel satisfied 
with their purchasing decisions. A positive perception of value is formed when the price is considered 
reasonable and in accordance with the quality of the product or service provided. Price fairness plays 
an important role in influencing the level of consumer satisfaction in their purchasing experience. When 
the price of a product or service is considered comparable to the benefits obtained, consumers tend to 
feel satisfied with their purchase decision. A positive perception of value is formed when the price is 
considered reasonable and in accordance with the quality of the product or service provided. Conversely, 
if the price is perceived to be too high without any significant increase in value or quality, then 
consumers may feel disappointed and dissatisfied. In addition, psychological aspects also play an 
important role in the assessment of price fairness, where consumers may be more satisfied with a higher 
price if the price is perceived as an investment that provides satisfaction or desired status. In addition, 
the concept of fairness in pricing also affects consumer satisfaction, where a price that is perceived as 
fair can increase overall satisfaction. 

 

H4 : The Effect of Product Quality on Customer Loyalty 

Based on the results of the study, it is found that there is an effect of product quality on customer 
loyalty, this is in line with research conducted by Lina (2022) Product quality plays a central role in 
shaping solid and sustainable customer loyalty. Consistently, customers tend to choose brands that offer 
products with consistent and proven quality (Aripin, 2024). When products meet or even exceed 
customer expectations, this creates a positive experience that consolidates trust. The trust established 
between the customer and the brand becomes a strong foundation of long-term loyalty. In addition, 
good product quality is also a major driver of customer satisfaction. When products provide added value 
that matches customer expectations, this results in satisfaction that encourages customers to buy 
products from the same brand again (Hamzah, 2020). In a world full of choices, customer satisfaction 
is the key to maintaining their loyalty to the brand. Brand reputation is also strongly influenced by 
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product quality. Products that consistently deliver high quality will help build a strong and respected 
brand image in the eyes of customers. A good reputation plays an important role in shaping customer 
perceptions of the brand and can be a major factor in repeat purchase decisions. In addition, guaranteed 
product quality also minimizes customer risk. Customers tend to feel more comfortable and secure when 
they use products that they know are of high quality. This reduces the tendency to look for alternatives 
and increases brand loyalty. 

H5 : Effect of Product Quality on Customer Satisfaction 

Based on the results of the study, it is found that there is an effect of product quality on customer 
satisfaction. the quality of food and beverages served plays a major role in determining the level of 
customer satisfaction (Naini, 2022). Products that are fresh, high quality, and presented in an attractive 
presentation can enhance the customer's culinary experience. In addition, consistency in product 
presentation is also an important factor. Customers expect that the products they enjoy are of the same 
quality every time they visit the restaurant. This consistency includes not only the taste and appearance 
of the product, but also the service provided by the restaurant staff. In addition, the use of high-quality 
ingredients and a clean cooking process are also important factors. Products that use fresh and high-
quality ingredients can improve the restaurant's brand image in the eyes of customers and encourage 
greater customer satisfaction. Overall, product quality in a restaurant includes not only the taste and 
appearance of the food, but also consistency, menu variety, cleanliness, service, and response to 
customer feedback. All these factors together form a satisfying and sustainable culinary experience for 
customers, which in turn increases customer satisfaction and can build long-term customer loyalty to 
the restaurant. 

H6 : The Effect of Service Quality on Customer Loyalty 
Based on the results of the study, it is found that there is an effect of service quality on customer 

loyalty, this is in line with research conducted by Diputra (2021); Khairawati (2020); Subawa (2020) 
high service quality creates a satisfying experience for customers when they visit a restaurant. Friendly, 
efficient, and responsive interactions from restaurant staff can increase customers' positive impressions 
of the place. In addition, good service quality helps create a pleasant and comfortable atmosphere for 
customers. When customers feel well treated and heard by the staff, they tend to feel more relaxed and 
satisfied during their visit to the restaurant. This positive atmosphere can increase customer satisfaction 
and make them more likely to return. High service quality also contributes to the creation of a more 
personalized relationship between restaurant staff and customers (Tiannisabri, 2024). Staff who 
recognize customers individually, remember their preferences, and provide customized services can 
increase customers' sense of attachment and loyalty to the restaurant. Quick and efficient response to 
customer complaints or problems is also an important part of good service quality. When customers 
feel that their complaints are taken seriously and solved, they tend to feel valued and respected, which 
in turn can increase their loyalty to the restaurant. onsistency in service is also a significant factor in 
influencing customer loyalty in restaurants. Customers expect that good service standards are 
maintained every time they visit a restaurant, and inconsistencies in service can decrease customer 
satisfaction and reduce loyalty levels. 

Good service quality can also affect customers' perceptions of the quality of the food and beverages 
served in the restaurant. While great food is an important factor, a positive service experience can also 
improve customers' overall impression of the restaurant and make them more likely to return. Good 
service quality can also affect future customer retention. Customers who are satisfied with the service 
tend to be more loyal and less inclined to seek alternatives, which in turn can help increase customer 
retention and restaurant revenue. 

H7: The Effect of Service Quality on Customer Satisfaction 

There is an effect of service quality on customer satisfaction, this is in line with research conducted 
by Balinado (2021) that high service quality in restaurants creates a pleasant atmosphere for customers. 
Friendly, attentive, and professional staff can make visitors feel valued and comfortable during visits. 
good service quality also ensures that customer orders are served accurately and on time. When 
restaurant staff operate efficiently and are responsive to customer needs, it enhances a pleasant dining 
experience and leaves customers feeling satisfied. Positive interactions between staff and customers can 
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also improve the restaurant's brand image in the eyes of customers. Customers tend to have a more 
positive view of restaurants that provide good service, which in turn can influence their decision to 
return to the restaurant in the future. Quick and effective response to customer complaints or concerns 
is also an important part of good service quality in restaurants. When customers feel that their 
complaints are taken seriously and solved, it can increase customer satisfaction and build trust between 
the restaurant and the customer. 

H8 : Customer Satisfaction Mediates Perceived Price Fairness to Customer Loyalty 

Based on the research results, customer satisfaction and loyalty are strongly influenced by service 
quality, this is indicated by the tcount value (2.318) which is greater than the ttable (p-value = 0.021).  
This is in line with research conducted by Hride (2022) The perception of price fairness in restaurants 
reflects consumers' subjective evaluation of the extent to which the price they pay is commensurate 
with the quality of the food, service and experience they receive. If customers feel the price they pay is 
proportional to the value they receive, they are likely to feel satisfied. On the other hand, customer 
satisfaction is measured by the extent to which their experience matches their expectations. High 
customer satisfaction in a restaurant can create a strong emotional connection between the customer 
and the brand, which is the foundation for long-term customer loyalty. Customer loyalty in restaurants 
refers to the likelihood of customers to return to the same restaurant repeatedly and recommend the 
restaurant to others. Therefore, in the restaurant context, customer satisfaction acts as a mediator in the 
relationship between perceived price fairness and customer loyalty behavior. When customers are 
satisfied with the price they pay and feel that they are getting appropriate value, they tend to be more 
satisfied overall and are more likely to remain loyal to the restaurant. This suggests that perceived price 
fairness in restaurants not only directly affects customer satisfaction, but also indirectly affects customer 
loyalty through the mediating effect of customer satisfaction. By understanding this linkage, restaurants 
can take strategic steps to increase customer satisfaction and build solid loyalty among its customer 
base.as shown by a tcount (2.318) that is higher than the ttable (p-value = 0.021). 

H9 : Customer Satisfaction Mediates Product Quality on Customer Loyalty 

This research is in line with research conducted by Tunahan (2023) product quality in restaurants 
includes the taste, presentation, and consistency of food and beverages served. High product quality can 
create a satisfying culinary experience for customers, providing a strong basis for building customer 
satisfaction. Customer satisfaction in restaurants is reflected in the overall experience felt by customers, 
including not only product quality, but also service, ambience, and price. When customers are satisfied 
with their experience at a restaurant, this can increase their emotional bond with the brand and influence 
their propensity to return in the future. Customer satisfaction plays an important role in linking product 
quality with customer loyalty in restaurants. When customers feel satisfied with the quality of the 
products served, this increases their overall level of satisfaction. High customer satisfaction tends to 
strengthen the relationship between the customer and the restaurant, increasing the likelihood that the 
customer will return again, and even recommend the restaurant to others (Hakim, 2023). Customer 
loyalty in restaurants is reflected in the tendency of customers to return and make repeat purchases, as 
well as provide positive recommendations to others. High product quality and the positive experiences 
it generates play an important role in building and maintaining customer loyalty. Customer satisfaction 
mediated by product quality can be a key driver of customer loyalty in restaurants, strengthening the 
relationship between customers and brands, and generating long-term business growth. By 
understanding these linkages, restaurants can take strategic steps to improve product quality, increase 
customer satisfaction, and build solid customer loyalty in a competitive market. 

H10 : Customer Satisfaction Mediates Service Quality on Customer Loyalty 

Based on the results of the study, it is found that service quality on loyalty mediated by customer 
satisfaction has a positive and significant effect. Customer satisfaction acts as an intermediary that 
connects service quality with customer loyalty. Service quality in restaurants includes aspects such as 
staff friendliness, service speed, order accuracy, and responsiveness to customer needs. When 
customers are satisfied with the quality of service they receive, this creates a satisfying experience for 
them during their visit to the restaurant. Customer satisfaction in this case is a subjective evaluation of 
the extent to which the restaurant has met or even exceeded their expectations in terms of service. 
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Customer satisfaction in this case plays an important role as a mediator between service quality and 
customer loyalty (Putri, 2024). Customers who are satisfied with the service tend to have a closer 
relationship with the restaurant. They are more likely to return to the restaurant in the future, make 
repeat purchases, and even recommend the restaurant to friends and family. 

4. Conclusion 
This study highlights the importance of product quality and service quality in driving customer 

satisfaction and loyalty in the restaurant industry. The findings suggest that perceived price fairness 
does not significantly influence customer satisfaction or loyalty, indicating that customers may value 
quality more than price in this context. Moreover, the study reveals the mediating role of customer 
satisfaction in the relationships between product quality, service quality, and customer loyalty, 
emphasizing the need for restaurant managers to prioritize customer satisfaction to foster long-term 
loyalty. However, the study has some limitations, such as the small sample size and the focus on a single 
restaurant. Future research could extend this study by examining a larger sample across different 
restaurant types and exploring additional factors that may influence customer loyalty, such as brand 
image and customer engagement. Despite these limitations, this study contributes to the growing body 
of literature on customer loyalty in the service industry and offers valuable insights for restaurant 
managers seeking to enhance customer satisfaction and loyalty through product and service quality 
improvements. 
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