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 The main purpose of this research is to study and thoroughly 

analyze the influence of the 7Ps of marketing mix on 

customers' satisfaction (CS), and customers' loyalty (CL) in 

the fast-food restaurants (FFRs) in Egypt. The data were 

gathered through a pre-tested self-administrated 

questionnaire with 410 customers, they are generation Z 

students from the hotel management department at tourism 

and hotel faculties and institutes in Upper Egypt to figure out 

their satisfaction and loyalty to the FFRs due to the 

performance of the marketing mix (MM) of FFRs. The 

gathered data was examined using the Partial Least Squares 

Structural Equation Modeling (PLS-SEM) approach. This 

study re-examine the validity of the MM model in different 

contexts, it is the first empirical study in Upper Egypt's FFRs 

sector. The findings of this research show that high-

performance 7Ps not only have a direct effect on CS but also 

have an indirect effect via CS on CL. The findings suggest 

that a more efficient management of the MM would make the 

customers more satisfied and more inclined to repeat the 

purchases and be loyal to the FFRs services. The results 

suggested that the prices should be equivalent to a large extent 

to the quality of service provided. FFRs should offer 

competitive seasonal promotional rates, making regular 

checks to ensure that FFR is well equipped and well 

organized with a user friendly ordering website to provide a 

standardized process, smooth handling of orders from 

receiving till delivery.  Hiring well-trained staff could ensure 

CS through the friendly attitude, effective problems solving, 

and timely services with eagerness and honesty.  
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1. Introduction 

 

Restaurants face challenges in promoting customers' satisfaction (CS) and customers' 

loyalty (CL) due to the growing demand for fast food (Norris et al., 2023) and the intensifying 

level of market competition (Shahzadi et al., 2018). According to prior studies in the hospitality 

sector acquiring and keeping loyal customers in the restaurant business and enhancing 

restaurant customer satisfaction both depend on offering high-quality and value-oriented 

services (Jani and Han, 2015; Izquierdo-Yusta et al., 2019; Scarlett et al., 2021).  

 

Restaurants now prioritize customers' loyalty above everything else because it is closely 

correlated with business success (Gil-Saura et al., 2018). According to Mahmood and Khan 

(2014), service-based businesses could potentially gain consumers' loyalty and encourage them 

to make additional purchases by implementing the MM strategy in the best possible way. 

Previous studies have revealed the significant impact of marketing mix (MM) on customers' 

satisfaction (Wahab et al., 2016; Kadhim et al., 2016; Alipour et al., 2018) and demonstrated 

the influence of CS on CL (Iqbal and Shah, 2016; Nguyen et al., 2018).  

 

Because most of the earlier research on CL in industries other than fast food was carried 

outside of Egypt particularly in the West and the Far East and covered a broader range of 

industries (Wahab et al., 2016; Kadhim et al., 2016; Alipour et al., 2018), this study is aiming 

to reveal the relationships among MM, CS, and CL by using the customers' satisfaction as an 

intermediate variable to empirically explore the relationship between the MM and the 

customers' loyalty to fill several research gaps in the context of the Egyptian fast-food 

restaurants (FFRs) sector.  

 

Fast-food restauranteurs in developing countries need to have a solid understanding of 

the factors that motivate customers to purchase fast-food meals (Shahzadi et al., 2018). This 

research fills in the marketing research gaps regarding the interrelatedness and influence of 

antecedents involved in optimizing fast-food restaurant customer loyalty in Egypt, where the 

success of fast-food restaurants depends more and more on customer retention (Ha and Jang, 

2012).  

 

Previous research has mostly focused on developed countries (Jun et al., 2017; Nguyen 

et al., 2018; Carranza et al., 2018). The major contribution of this study is to re-examine the 

validity of the MM model in different contexts, as suggested by Booms and Bitner (1981), and 

it is the first empirical study in Upper Egypt's FFRs sector. Furthermore, there is a lack of 

studies in the literature to comprehend how pricing fairness and service quality indirectly affect 

consumer loyalty in the restaurant industry (Severt et al., 2020). 

 

Prior studies conducted at fast-food restaurants concentrated on customer loyalty (Lu and 

Chi, 2018; Kwon et al., 2020; Singh et al., 2021). Recent requests from earlier FFRs research 

studies suggest that the research in fast-food restaurants should be expanded to compare cross-

country or cross-culturally contexts and that similar goals could be investigated in other 

hospitality venues. This study investigates the influence of MM on customers' satisfaction and 

CL in FFRs, which closes a gap in the literature and advances the theoretical literature of the 

hospitality sector, in addition this research answers recent calls to broaden this field of literature 

(DeVita et al., 2022; Dandis et al., 2023). 
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Global fast-food corporations have significantly altered traditional eating patterns and 

raised demand for fast-food items by using aggressive western fast-food marketing (Janssen, 

2017). Given that millennials accounted for half of all international luxury travel in 2018 

(Allied Market Research, 2019), the luxury hospitality market is expected to continue to grow 

in popularity among the general public, including younger generations (Vale, 2021).  

 

This study examines the restaurant preferences of the university students of Generation 

Z (Gen Z), young adults born in 1995 and after (Bassiouni and Hackey, 2014), which is 

anticipated to be the largest customer group in the future. The study concentrates on Generation 

Z since their purchasing behavior has not been as well studied as that of previous generations 

(Su et al., 2019). Moreover, the fast food sector targets young adults, particularly university 

students, as a significant customer segment (Harris et al., 2010).  

 

Gen Z may display food-neophobic behavior (Wolff and Larsen, 2019), and given the 

distinctive qualities of Gen Z, it is observed that food flavor matters to them; and they are 

considered gourmet customers (Kılıç et al., 2021). University students' preferences include 

valued meal quality, menu diversity, serving food at the right temperature, food flavor and 

portion size (Oğuzalp, 2020). Managers of fast-food restaurants will receive from this study a 

useful foundation for satisfying Gen Z customers' requirements and generating value for them. 
 

2. Literature Review and Hypotheses Development 

 

2.1. The Components of Marketing Mix  

  

According to Kotler and Armstrong (2014), the marketing mix (MM) is the collection of 

strategic marketing tools that a business combines to elicit the desired reaction from its target 

markets. Businesses that fully understand the MM mechanism will influence consumers' 

decisions to buy, and turn them into loyal clients (Mahmood and Khan, 2014; Wahab et al., 

2016).  

 

The seven components of the MM are referred to as the "7Ps": product (service), pricing, 

place (a location or distribution channel), promotion, physical evidence (facilities), process, 

and people (Kotler and Keller, 2016). Products are a set of goods or services that a business 

provides to its intended market (Kotler and Armstrong, 2017). According to Friani et al. (2018), 

prices are a set of values that customers exchange for the various advantages of owning or 

utilizing a product or service. Place refers to the channels of distribution that are mainly 

intended to carry out economic tasks in a community, thereby bridging the gap between 

production and consumption (Kotler et al., 2008).  

 

According to Akroush (2011), service promotion refers to the degree to which a service 

organization incorporates elements of marketing campaigns and develops a plan to reach out 

to certain audiences and measure their reactions. Additionally, Kushwaha and Agrawal (2015) 

stated that employees who prioritize customer service prioritize providing individual attention, 

fostering positive relationships, being courteous, and responding promptly.  

 

Wijaya et al. (2018) define physical evidence in hospitality sector as elements that give 

tangible evidence of the high standard of services, facilities and customer guidance during the 

service process, such as buildings, landscaping, equipment, and staff uniforms. The term 

"process mix" describes a comprehensive set of marketing operations that include providing a 
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product or service to the guest, monitoring and regulating the situation, and ultimately assessing 

the level of CS and goal achievement (Kotler et al., 2008). Several restaurant qualities, 

including quick service, product quality, and affordable menu items, have an influence on FFRs 

consumers' service experiences (Kwon et al., 2020).  

 

2.2. The Relationship between Marketing Mix and Customers' Satisfaction  

 

Customers' satisfaction is determined by comparing the services customers receive to 

their expectations, it is the degree of emotion a consumer expresses after comparing the 

products or services they received with what they had anticipated (Kotler and Keller, 2016). If 

customers' expectations are fulfilled or their desires are exceeded, they will be satisfied (Lestari 

and Hertati, 2020).   

Customer satisfaction is an antecedent of loyalty (Wahab et al., 2016; Rahi and Ghani, 

2016; Rahi et al., 2017; Fachmi et al., 2020). It can be developed for making repeat purchases 

and creating CL, as well as providing profitable word-of-mouth (WOM) recommendations 

(Fitri et al. 2019).  

  

The MM in the tourism business has a beneficial influence on CS (Satit et al., 2012; 

Kadhim et al., 2016). Restaurant customers' decisions to make additional purchases are 

influenced by the 7 P's marketing mix (Amofah et al., 2016). On the other hand, Mahmood and 

Khan (2014) contended that consumer perceptions are considerably and favorably impacted by 

pricing, promotion, physical evidence, and people. 

 

Products, promotions, and staff all had a favorable and noticeable impact on customer 

satisfaction, as demonstrated by Marlina et al. (2019). Customer satisfaction is affected by the 

quality of services provided (Kadhim et al., 2016; Wahab et al., 2016; Alipour et al., 2018). 

Numerous research (Bawa et al., 2016; Kadhim et al., 2016; Alipour et al., 2018; Razak, 2022) 

showed the existence of correlations between CS and the cost that the consumer pays.  

 

Prior studies have demonstrated the relationship between CS and promotions (Wahab et 

al., 2016; Verma and Singh, 2017; Alipour et al., 2018). Customers' satisfaction is significantly 

impacted by the location dimension of MM (Kadhim, 2016; Alipour et al., 2018). Furthermore, 

the availability of physical evidence affects the satisfaction of customers (Dwi, 2017).  

 

The best method to improve CS and service quality is the service management process 

(Yu et al., 2013; Kadhim et al., 2016). Jie et al. (2015) state that providing consumers with 

prompt and effective service or product delivery has a favorable effect on their level of 

satisfaction. Employee attributes, including experience, dependability, empathy, and 

performance, have an impact on CS (Mahmood and Khan, 2014; Alipour et al., 2018). The 

research posits the following hypothesis considering the earlier findings:  

 

    Hypothesis 1: Marketing mix has a positive impact on customers' satisfaction. 

 

2.3. The Relationship between Marketing Mix and Customers' Loyalty 

 Customer loyalty is defined as the customer's affirmative response to buying a specific 

product or service (Rahi and Ghani, 2016). Casidy and Wymer (2016) defined CL as a person's 

sentiments of devoted attachments to the loyalty object that does not always require repeated 

business transactions. 
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According to Yeo et al. (2015), a common definition of CL is the consumer's willingness 

to make repeated purchases of a product or service along with a positive psychological link and 

attitudes about the services despite external factors and marketing campaigns that may tempt 

consumers to switch. Customer's loyalty is demonstrated by their consistent practice of making 

repeat purchases once they are satisfied (Salem and Chaichi, 2018). 

. 

According to Kang et al. (2015), CL concept is comprised of five elements: the total level 

of happiness received, the desire to form bonds with the business, the propensity to repurchase, 

the propensity to refer people to the product, and the reluctance to move to competitors' brands.  

 

Additionally, Kotler and Keller (2016) showed that brand loyalty is a solid promise to 

return in the future, regardless of external factors and future marketing initiatives that might 

encourage brand switching.  

 

The MM has a rather considerable impact on customers' loyalty (Vidyastuti, 2018; 

Daulay, 2021). When Erlina and Hermawan (2021) investigated the impact of the MM on 

customers' loyalty, they found that the physical evidence component was the most important 

aspect and that the pricing factor had the least effect. Aghaei et al. (2014) discovered a direct 

and favorable correlation between brand loyalty and the components of the marketing mix. 

Place has impacted customers' satisfaction and customers' loyalty (Nuseir and Madanat, 2015; 

Wahab et al., 2016; Verma and Singh, 2017).  

 

Previous studies showed that customers' loyalty is affected by promotion (Išoraitė, 2016; 

Hatta et al., 2018). Tsai et al., (2021) revealed the effect of relationship marketing orientation 

on customers' loyalty. Physical evidence components would enhance CS and lead to CL 

(Mahmood and Khan, 2014). Therefore, the following hypothesis is proposed: 

  

     Hypothesis 2: Marketing mix has a positive impact on customers’ loyalty.  

 

2.4. The Relationship between Customers’ Satisfaction and Customers’ Loyalty 

 

The mechanism between customer’ satisfaction and customers’ loyalty is formulated 

when customers are satisfied, they will be loyal to the service provider, and will repeat their 

purchases with WOM recommendations, and previous studies revealed that the main factor in 

customer’ loyalty is customers’ satisfaction (Belás and Gabcova, 2016; Wahab et al., 2016; 

Rahi et al., 2017; Sudari et al., 2019; Fachmi et al., 2020).  

 

Nobar and Rostamzadeh (2018) demonstrated that customer expectations and satisfaction 

are positive drivers of CL. Farhan et al. (2020) interviewed managers in Pakistan’s textile 

industry, and the results revealed a positive and significant association between the corporate 

reputation, customer’ satisfaction, customer’ loyalty, and behavioral intention. 

  

Customer satisfaction has advantages such as fostering positive relationships between 

businesses and customers, encouraging repeat business and CL, and generating word-of-mouth 

recommendations, and the previous studies proved that consumer loyalty is significantly and 

positively affected by CS (Iqbal and Shah, 2016; Nguyen et al., 2018; Fitri et al., 2019). Thus, 

the following hypothesis was presented by the study in light of earlier research: 

 

     Hypothesis 3: Customers' satisfaction has a positive impact on customers' loyalty.  
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2.5. The Mediating Role of Customers' Satisfaction on the Relationship between 

Marketing Mix and Customers' Loyalty  

 

Sukamto and Lumintan (2015) found that while merely a product has no discernible 

effect on customers' loyalty, MM components significantly improve CL through CS. The study 

conducted by Abd Wahab and Hassan (2015) demonstrated the correlation between the MM 

and CL, as well as the mediating role that CS plays in that relationship. Prior studies found that 

CS played a mediating role in determining how customer loyalty was affected by MM (Wahab 

et al., 2016; Verma and Singh, 2017; Juniardi et al., 2018; Sudari et al., 2019; Hutauruk et al., 

2020). 

 

Han and Hyun (2018) demonstrated the role of CS in connecting the brand image and the 

loyalty of customers. Furthermore, Wantara and Tambrin (2019) concluded that consumer 

loyalty and satisfaction are positively correlated with product quality and pricing and that CL 

is positively correlated with CS. Xie (2020) demonstrated that consumer perceptions of the 

product, people, process, and physical evidence all positively affect CS, which in turn 

positively impacts customer loyalty.  

 

According to Risal and Aqsa (2021), factors related to product, place, and promotion 

have a significant effect on CS, which in turn has a significant impact on CL. According to 

Grace et al. (2021), CS has a positive and significant influence on CL, and product quality has 

a significant impact on CL. This discussion supports the following hypothesis:  

 

Hypothesis 4: Customers' satisfaction mediates the relationship between marketing mx 

and customers' loyalty.  

 

2.6. Theoretical Framework 

 

The stimulus–organisms–response (SOR) model by Mehrabian and Russel (1974) is 

employed to explain behavioral intentions among Gen Z customers of fast food restaurants 

from the psychological viewpoint, as advised by a wealth of research in the tourism and 

hospitality fields (Asyraff et al., 2023). The study's use of the SOR model broadens the body 

of research on consumer behavior because it states that people's perceptions, feelings, and 

responsive behaviors are all influenced by environmental circumstances, or stimuli (Kim and 

Kim, 2012; Ali et al., 2021; Chao et al., 2021).  

 

The conceptual model on the relationship between MM aspects (Stimuli) and customers' 

satisfaction (Organism) in affecting restaurant choice intention (Response) is consistent with 

the theoretical foundations of the SOR model and the literature, because based on their 

choosing process and satisfaction with the restaurant, customers respond behaviorally (Line 

and Hanks, 2020; Li and Wei, 2021).  

 

The Stimulus-Organism-Response theory is consistent with and supports the studies 

research frameworks which examined the quality of personnel service, physical environment 

quality, and fast-food restaurant service quality (Carranza et al., 2018; Shahzadi et al., 2018), 

and it supports this study research framework where the MM components significantly impact 

customers’ decision, customers' satisfaction with the dining experience, and the behavioral 

intentions.  
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Furthermore, the study framework is supported by the theory of reasoned action (TRA), 

which was developed by Fishbein and Ajzen (1977), and was used to predict and explain FFR 

customers behaviors (Bagozzi et al., 2000; Ryu and Han, 2010; Ghasrodashti, 2018). In 

addition to these theories, the expectation-confirmation theory (Oliver, 1977), and the theory 

of planned behavior (Ajzen, 1991), supports the conceptual framework which is put forth to 

ascertain how consumer loyalty to fast-food restaurants is influenced by stimuli (MM efficacy) 

and how this influence is mediated by customers' satisfaction (organism). Figure 1 represents 

the theoretical framework and the hypothesized relationships between the study variables; 

marketing mix (MM), customers' satisfaction (CS), and customers' loyalty (CL). 

 

 
Figure 1: Theoretical Framework 

 
 

3. Methodology 

 

3.1. Population and Sample 

 

With about 40% of all customers, Generation Z is growing more and more dominant in 

the worldwide market for consumption (Turan Yıldız, 2022). This study goes further to 

investigate the variations in Gen Z customers' decision-making processes while choosing 

restaurants, as their life experiences may not put them more in line with their older counterparts. 

The participants of this study Generation Z, often known as "fresh foodies," on the food and 

beverage industry (Kılıç et al., 2021). Generation Z has a significant influence on their families' 

buying patterns. Prior to buying, they usually do a multifaceted assessment of everything. As 

a result, businesses or brands must demonstrate a flexible marketing strategy by taking 

Generation Z's tastes into account (Yıldız, 2022). 

  

The researcher intends to highlight the rationale for investigating fast food businesses 

among Gen Z customers in this paper (Choi, 2020) as they face a change in food consumption 

patterns once they start college (Shin et al. 2021). The research adopts a deductive approach 

and focuses on examining the impact of the MM on CS and CL, and the mediating role of CS 
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between MM and CL in FFRs in Upper Egypt from the perspective of hotel management 

department students in Upper Egypt tourism and hotel faculties and institutes.  

 

The survey questionnaire was distributed to students from the hotel management 

departments in the Upper Egypt governorates. These students were chosen because, firstly, 

they study marketing, food and beverage, and other hotel management subjects, so they have 

collected a basic insight into evaluating the MM, CS, and loyalty. Second, fast food 

consumption is the highest in young adults between 19 and 29 years of age (Adams et al., 

2015). The researchers used a convenient sampling technique to include students from different 

tourism and hotel faculties, and institutes, and this sample is appropriate for analysis using 

PLS-SEM. An electronic link to the poll was sent to a convenience sample of Upper Egypt 

students from various institutions, encompassing the majority of governorates. An online poll 

administered using a Google Form received responses from 438 participants from September 

2023 to January 2024.  

 

Since only members of Generation Z were included as respondents in the study, these 

individuals were found through the technique of purposive sampling. The dissemination of the 

questionnaire in hotel and tourism colleges was aided by a personal network. When filling out 

the questionnaire, respondents were asked to identify the fast food chain that they were most 

acquainted with and to use it as the focus brand. After answering the gatekeeper questions, only 

410 valid responses from Generation Z respondents were deemed competent. Twenty-eight 

individuals were deemed ineligible due to inaccurate replies.  

 

3.2 Data Analysis Techniques 

 

Statistical Package for the Social Sciences (SPSS) version 22, and the Partial Least 

Squares Structural Equation Modeling (PLS-SEM) Smart-PLS 4 approach were used for data 

analysis. A confirmatory factor analysis (CFA) as a part of the two-step approach suggested by 

Anderson and Gerbing (1988) was used. Composite reliability and Cronbach’s alpha, factor 

loadings, and average variance extracted (AVE) were used to measure convergent validity and 

discriminant validity. Hypotheses testing through PLS-SEM was carried out after confirming 

the model, predictive relevance, effect size measurement, and path coefficients.  

 

3.3 Research Instrument  

 

Marketing Mix construct has been measured using the 7Ps of MM which were 

conceptualized through a formative model where seven variables are coded as PRD = Product 

(4 items), PRC = Price (4 items), PRO = Promotion (4 items), PLC = Place (3 items), PHEV = 

Physical evidence (5 items), PROC = Process (4 items), and PPL = People (5 items). These 

items have been compiled using the literature which uses the scales of Marketing Mix elements; 

Witel (2011), Gunawan (2015), Khumnualthong (2015), Tjan (2015), Xie (2015), and Anjani 

et al. (2018).  Customers' Satisfaction was measured with six items, and this satisfaction scale 

is an adaptation of the measurement of the global satisfaction scale used by Wang (2002), 

O’Loughlin and Coenders (2004), Kaleappan (2006), Kim (2007), Thuy (2010), Banomyong 

and Supatn (2011) and Zlatković (2013). Customers' Loyalty was measured by seven items; to 

measure the behavioral intentions, as proposed by Sirdeshmukh et al. (2002) and Chang et al. 

(2008); to evaluate word-of-mouth intentions as proposed by Lam et al. (2004); and to measure 

the price sensitivity as proposed by Chang et al. (2008). 
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4. Results 
 

4.1 Profile of the Respondents 
 

Gender, age group, and frequency of meals were disclosed by the respondents. The 

respondents to the survey were FFRs consumers from Gen Z students in Upper Egypt who 

were at least 18 years old, of legal age, and had eaten at a FFR during the previous six months. 

There were 43.4% female and 56.6% male participants in the Gen Z sample. There were more 

than 94.6 percent of the respondents between the age 18 and 25. In addition, eating frequency 

was reported by those classified as frequent FFRs customers; 45.2% once a month, 34.6% twice 

or up to six times per month, 9.5% from seven to ten times per month, and 10.7% more than 

ten times per month. In addition to the Egyptian local FFRs chains (e.g. Cook Door, Crepiano), 

fast food chains from throughout the world, were frequented by the Gen Z respondents such as 

McDonald's, KFC, Pizza Hut, Hardee's, and Burger King which are among the top FFRs 

globally in terms of sales, these restaurants have all achieved success, and have the largest 

brand equity on the global stage (Brown, 2015) 

 

4.2. Measurement Model Results 

 

According to the descriptive statistics, all items have high mean scores exceeding 3 that 

are above the scale's midpoint (3). Each item's skewness and kurtosis coefficients met the 

acceptable standards. Furthermore, each factor loading showed significance, proving 

convergent validity (see Table 1).  

 

The results demonstrate that the empirical data adequately fit the model in which 29 

items were reflective of one latent variable (i.e. MM). The CFA results showed that the first-

order model for MM provided a better fit to the data than the second-order (AVE = 0.596, and 

C.R. = 0.889). The initial model for the latent variable of CS and CL resulted in a poor fit of 

the model to the data, and the respecified model indicated that the data was a good fit to the 

model, as a consequence of deleting the items (CS5) and (CL6 & CL7) which caused major 

model misspecification.  

 

Table 1 indicates the means, standard deviations, and standard factor loadings. Data 

show that customers' positive perceptions of MM dimensions as a whole are strong, with high 

mean scores exceeding 3, Product (M = 3.60), Price (M = 3.52), Promotion (M = 3.38), Place 

(M = 3.71), Physical Evidence (M = 3.56), Process (M = 3.56), People (M = 3.63), which 

were conceptualized to form the MM (M = 3.56) which lead to higher CS (M = 3.61) and 

superior CL (M = 3.32).  

The outcome demonstrated that the construct reliability (CR) and average variance 

extracted (AVE) values exceeded the suggested levels of 0.7 and 0.5, respectively, across all 

dimensions (Fornell and Larcker, 1981). Reliability analysis shows that each item has strong 

internal consistency, all latent values are more than 0.6, and this proof is sufficient to agree that 

the study scale has good reliability. Table 1 indicates the Cronbach alpha, composite 

reliability values, and AVE for each construct.  

 

As recommended by (Fornell and Larcker, 1981; Bagozzi and Yi, 2012), Cronbach 

Alpha values of all scales were acceptable ranging from 0.765 to 0.886, while CR values of the 

relevant scales were between 0.767 and 0.889. All constructs' AVEs are above the suggested 

level of 0.50, ranging from 0.516 (CL) to 0.596 (MM), indicating strong discriminant validity 

(see Table 1).  
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Table 1. The research instrument. 
Const. 

 

Item Description Mean Sd. SFL 

 Marketing Mix (MM) (7Ps) (C.R. = 0.889 ; AVE = 0.596 ; α = 0.886) 3.56   

MM1  Product  3.60   

PRD1 The Fast food restaurant offers a variety of menu items that meet the wishes of 

the guests. 

 

 

 

 

 

. 

3.74 0.842 0.619 

PRD2 FFR offers high-quality services. 

 

3.61 0.878 0.775 

PRD3 FFR is spacious and comfortable. 

 

3.28 1.054 0.729 

PRD4 

 

The meals at the restaurant were well-packaged. 

 

3.79 0.940 0.762 

MM2  Price  3.52   

PRC1 FFR has diversified prices.  

 

3.76 0.892 0.621 

PRC2 FFR offers discounts.  

 

3.46 1.086 0.708 

PRC3 FFR prices are competitive and are equivalent to the level of service provided.  

. 

 

3.38 0.990 0.739 

PRC4 FFR offers fair and competitive prices compared to other competitors. 

 

  

3.49 0.963 0.732 

MM3 Promotion  3.38   

PRO1 FFR offers competitive seasonal promotional rates. 

 

3.47 0.988 0.766 

PRO2 FFR offers remarkable discounts.  

 

3.22 1.060 0.775 

PRO3 FFR offers special discount on total high bills. 

 

3.10 1.097 0.718 

PRO4 FFR uses effective means of promotion and advertising.  

 

3.75 0.957 0.651 

MM4 

 

 

 Place  3.71  

PLC1 FFR is in accessible locations. 

 

3.86 0.898 0.680 

PLC2 FFR has an effective system of online food ordering and delivery services. 

 

3.63 1.061 0.804 

PLC3 Fast food restaurant has a network of branches covering the market needs.  

 

 

 

3.65 1.035 0.788 

MM5 

 

 

Physical Evidence  3.56  

PHEV1 Fast food restaurant is clean.  

 

 

3.76 0.917 0.742 

PHEV2 Fast food restaurant is well organized and well decorated. 

 

 

 

3.76 0.911 0.824 

PHEV3 Fast food restaurant has good ventilation and lightening all over the day. 

 

3.72 0.945 0.758 

PHEV4 Fast food restaurant has a user-friendly ordering website. 

 

3.57 1.020 0.711 

PHEV5 There is large parking available at the restaurant, and there is an open-air 

smoking area. 

 

 

3.02 1.195 0.605 

MM6  Process  3.56  

PROC

11 

Fast food restaurant provides smooth and professional services.  

 

3.50 0.940 0.763 

PROC

2 

Fast food restaurant has a standardized process to handle orders conveniently  

in comparison with the competitors. 

 

 

3.49 0.922 
0.744 

PROC

3 

Fast food restaurant is opening and closing at convenient time. 

 

3.68 0.954 0.655 

PROC

4 

Fast food restaurant is proactive in providing quick service especially for home 

delivery. 

 

3.60 1.003 0.682 

MM7 People  3.63  

PPL1 Fast food restaurant staff ensure effective problems solving.  

 

3.54 0.992 0.768 

PPL2 Fast food restaurant staff are friendly. 

 

3.59 0.967 0.735 

PPL3 Fast food restaurant staff provide timely services with eagerness. 

 

3.55 0.977 0.730 

PPL4 Fast food restaurant staff provides services with honesty. 

 

3.70 0.910 0.722 

PPL5 Fast food restaurant staff has a nice and presentable appearance. 

 

3.78 0.936 0.779 

CS 
Customers' Satisfaction (C.R. = 0.773 ; AVE = 0.522 ; α = 0.771) 

3.61  

SAT1 I am satisfied with the fast service I get from FFR. 

 

 

3.57 0.898 0.752 

SAT2 My food orders are always delivered by the exact agreed-upon time. 

 

3.36 1.034 0.711 
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Const. 

 

Item Description Mean Sd. SFL 

SAT3 My food orders are delivered in a good condition. 

 

3.72 0.847 0.760 

SAT4 I am satisfied with the ease of communication with the FFR. 

 

3.66 0.940 0.692 

SAT5 In general, I am satisfied and pleased with the service offered by FFR. 

 

3.75 0.911 0.695 

CL 
Customers' Loyalty (C.R. = 0.767 ; AVE = 0.516 ; α = 0.765) 

3.32  

CL1 I wish to buy more products from this FFR in the future. 3.32 0.984 0.673 

CL2 My preference wouldn't change even if close friends suggested a different FFR. 3.50 0.881 0.703 

CL3 I think this FFR is the best option available to me when I'm buying their 

products. 

3.56 0.964 0.777 

CL4 Compared to other brands, I would be willing to pay more for this FFR brand. 3.09 1.093 0.728 

CL5 Even if the FFR brand's prices go up a little, I would still go there for food. 3.18 1.119 0.707 

aSd., standard deviation; SFL, standardized factor loading. 

Note(s): All factor loadings were significant at ≤ 0.001; CR = Composite Reliability (≥0.70); α = Alpha 

Reliability (≥0.70); AVE = Average Variance Extracted (≥0.50) 

 

The results show good discriminant validity by measuring it through the Fornell-

Larcker approach (1981). By reviewing the discrimination validity which explains the different 

constructs measurement, the values of AVE root square are more than inter-structure 

correlations; hence, it means that it meets discriminant validity requirements. All the study 

variables had significant positive correlations, as indicated in Table 2 (between .498 and .687, 

p .01). These findings give preliminary support for the hypotheses.  

 

According to Henseler et al. (2009), if the HTMT value is below 1, discriminant validity 

is present. Evaluating cross-loading values was a further step in the discriminant validity since 

they were discovered to be higher than all loading values of other constructs (see Table 2). 

 

 

Table 2. Fornell-Larcker and Heterotrait-Monotrait ratio (HTMT) - matrix results 

 HTMT Fornell-Larcker criterion   

CL CS MM CL CS MM Variables 

  -   0.772 MM 

 - 0.828  0.723 0.687 CS 

- 0.696 0.602 0.718 0.537 0.498 CL 

** Correlation is statistically significant with p<0.01. Diagonal entries (in bold) are the square 

root of AVE; sub-diagonal entries are the latent construct inter-correlations. 

 

 

4.3. Test of Research Hypotheses 

 

Variance inflation factor (VIF) should be reviewed to determine the multicollinearity 

between variables, and the Inner VIF value should be less than 5 (Sarstedt et al., 2017), all 

constructs’ VIF scores indicated a range between 1.000 and 1.892, which implies that the 

multicollinearity symptom does not exist, and the next step is to test the research hypotheses 

(see Table 3).  

 

The value of R-square is used to determine the variation of changes in the independent 

variable. The coefficient of determination R2 should be  between 0 and 1. According to Hair et 

al. (2019), the R-square value should be at least 0.10 to ensure an acceptable model fit. R-

square value criteria are 0.67 (high), 0.33 (moderate), and 0.19 (weak). The R2 value for CS 
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was 0.471 which was close to the moderate level of variance accounted for through MM. 

Generally, according to Table 3, the R-square values can be said to be moderate.  

 

Predictive relevance of the model is measured using cross-validated redundancy (Q2), a 

supplementary assessment recommended by Henseler and Sarstedt (2013), and when the 

relevant values were examined, it was determined that the model estimation level was 

sufficient. According to Hair et al. (2019), Q2 values greater than zero reveal that the paths of 

the independent variables have predictive relevance on the dependent variables (see Table 3). 

 
Table 3 shows that all Q2 values are greater than zero, therefore, this model has 

predictive relevance. Furthermore, the effect size (f2) measures the quantitative effect of the 

stimulus variables on the variables of the organism concerning the variation in R2. Table 3 

reveals that the effect size of MM on CS and CS on CL is consecutively 0.892, and 0.106. 

Additionally, the effect size of the MM on CL is 0.047 which reflects a small effect size, as 

Cohen (1988) suggested that the value of 0.02, 0.15 and 0.35 or above represent small, medium, 

and large effect size, and according to Hair et al. (2019), values higher than zero are 

meaningful. By relating the mediating variable of CS, according to f2 values, it may be seen 

that MM has a low effect on CL, while it has a high effect on CS (see Table 3). 

 

Table 3. Structural model results 
 f 2 VIF   

Q2 R2 CS MM CS MM Variables 

0.468 0.471 - 0.892 

 

 1.000 CS 

0.242 0.320 0.106 

 

0.047 

 

1.892 1.892 CL 

 

 

Regarding the hypothesized relationships (Figure 2 and Table 4), MM significantly 

influences CS (β = 0.687, t = 20.912, p < 0.000), supporting H1. This indicates that FF 

restaurants’ MM dimensions influence forming higher CS. Furthermore, the significant 

relationship between MM and CL (β = 0.245, t = 4.433, p < 0.000) supported H2. Therefore, it 

indicates that customers are more likely to remain loyal to FF restaurants due to their efficient 

MM. Moreover, the strength of relationship between CS and CL was significant (β = 0.369, t 

= 6.716, p < 0.000); thus, it supports H3 (see Table 4).  

 

As shown in Table 4, all the hypothesized relationships are statistically significant 

(p<.001). Figure 2 shows hypotheses testing of the conceptual model with the path’s 

coefficients. The hypothesized structural model supports each of the proposed links. 

 

Considering Figure 2, it has been determined that MM has a high performance for CS, 

and MM have a high performance for CL, although not as much as a CS. Correspondingly, it 

has been detected that CS influence toward CL is significantly substantial and successful. It 

was concluded that the MM’s significance level and effect size on CS (β = 0.687) was more 

significant compared to the other paths. At the same time, it was determined that the 

significance level and effect size of MM on CL (β 0.245) was at the lowest level compared to 

other variables.  
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The research model goodness-of-fit values including the Standard Root Mean Square 

(SRMR) value between the observed correlation matrix and the hypothesis matrix should be 

less than 0.08 (Hu and Bentler, 1998). The relevant value of X2 is 1.871. The Norm Fit Index 

(NFI) above 0.9 indicates that the model fit is sufficient (Lohmoller, 1989). The relevant values 

should be within the 95% confidence interval, and it was determined that the model for the 

relevant values provided a good fit (SRMR = 0.071; d_ULS (Euclidean distance) = 0.751; d_G 

(geodetic distance) = 0.786; X2 = 1.871; NFI = 0.912) (see Figure 2). 

 

Mediation of CS on MM -CL Relationship 

It can be concluded that CS partially mediates the link between MM and CL, after 

regression and bootstrapping techniques were applied together with MM, CL, and CS as a 

mediator; the size of indirect effect of MM was 0.253 and it is statistically significant at t = 

6.336 (p < 0.000). Thus, it was confirmed that CS is a mediator between MM and CL through 

partial mediation and it represents that hypothesis H4 was supported (see Table 4). 

 

Table 4. Path coefficients and hypotheses testing  
Hypothesis Hypothesized Relationships Standardized  

Coefficient 

T-statistics 

(|O/STDEV|)/

Sobel Test 

 

Result 

H1 MM---CS 0.687*** 

 
20.912 Supported 

 
H2 MM--- CL 0.245*** 4.433 Supported 

H3 CS ----- CL 

 
0.369*** 6.716 Supported 

 
Ratio of Indirect-to-Total Effects 

 

H4 MM - CS - CL 

 
0.253*** 6.336 Supported 

 
***p<0.001 

 

 

https://ijthsx.journals.ekb.eg/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
120 

https://ijthsx.journals.ekb.eg/ 

 
Figure2: The Structural Inner Model 
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5. Discussion, Conclusion, and Implications 

 

5.1. Discussion  

 

The results provided support to the existing research goal investigating the performance 

of the MM as an antecedent to CS and CL. The relationships were in the hypothesized direction, 

the paths were significant (p < .001), and perceptions of satisfaction and loyalty were strongly 

supported (p < .001), suggesting that the more satisfied the customers, the more they will show 

loyalty according to the MM performance.  

The results were in line with the prior studies which revealed that the elements of MM 

(M = 3.56) have positive effects on customers' satisfaction (Sukamto and Lumintan, 2015; 

Kadhim et al., 2016; Wahab et al., 2016; Alipour et al., 2018). Customers' satisfaction received 

a high mean score (M = 3.61). The respondents agree that they are satisfied with the on-time 

service, and the handling procedures of FFRs, where orders are delivered in good condition.  

 

The courtesy of the employees of FFR and their attitude in responding to the customer 

needs contributed to their CS. Moreover, the customers are satisfied with the ease of 

communication with the FFRs' style in handling complaints, and responding to requests. 

Generally, the customers are satisfied and are pleased with the service offered by FFRs, which 

meets their expectations. Regarding the Customers' loyalty (M = 3.32), the respondents are 

willing to recommend and give positive comments and feedback about FFRs and would 

repurchase even if the prices increase.  

 

5.1.1. The relationship between customer perceptions of Marketing Mix elements and 

Customers' Satisfaction (H1) 

  

The results indicate that bundled marketing mix practices performance has a positive 

impact on customers' satisfaction and reveal a high correlation level. The effect size of MM on 

CS is 0.892, and there is a positive and significant impact from the MM on customers' 

satisfaction at a confidence level of 99% with a standardized coefficient of 0.687. The results 

supported the first hypothesis and are consistent with the previous studies, for example, a study 

by Kadhim et al. (2016) revealed that the MM (7 Ps) had a positive influence on tourists' 

satisfaction.  

 

Furthermore, the findings of this study are in line with previous studies which revealed 

that MM has a positive and significant effect on customers' satisfaction (Verma and Singh, 

2017; Alipour et al., 2018). The results revealed that ensuring timely and efficient service or 

product delivery to customers has a positive effect on customers' satisfaction (Jie et al., 2015; 

Gil-Saura et al., 2018).  

 

The results are consistent with the study of Satit et al., (2012) who found that product 

and price impacted tourists' purchasing decisions, resulting in trust and satisfaction. 

Additionally, price is considered as a critical contributor to customers' satisfaction and loyalty 

(Išoraitė, 2016; Kadhim et al., 2016; Kotler and Armstrong, 2017; Alipour et al., 2018). 

 

This study findings support the results of (Kotler et al., 2008), who found that physical 

evidence can impact customers' satisfaction, and the findings of Sarker et al. (2012) who 

revealed that six out of the 7Ps have a positive influence on CS in the tourism industry.  
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The findings support the previous MM literature which revealed that improving the 

product and service quality performance will significantly enhance customer' satisfaction 

(Nuseir and Madanat, 2015; Sukamto and Lumintan, 2015; Kadhim et al., 2016; Wahab et al., 

2016; Kotler and Armstrong, 2017; Alipour et al., 2018).  

 

The study is in the same vein with many studies which revealed the association between 

promotion and customer satisfaction (Kadhim et al., 2016; Wahab et al., 2016; Kotler and 

Armstrong, 2017; Verma and Singh, 2017; Alipour et al., 2018). Additionally, inconvenient 

locations for the customers result in dissatisfaction which leads to negative consequences that 

impact the company in negative ways (Niharika, 2015). 

 

5.1.2. The relationship between customer perceptions of Marketing Mix elements and 

Customers' Loyalty (H2) 

 

As previously noted, the MM had a positive effect on customers' loyalty with a 

coefficient of 0.245 (p < 0.001). The findings support the previous literature, and the second 

hypothesis is accepted, where the independent variables of MM elements have a real impact 

on customers' loyalty in Egypt's FFRs sector (r = 0.498).  

In addition, the effect size of MM on CL is 0.047, which means that any change in MM 

elements can affect customers' loyalty. This notion is supported by the study of Allen (2017) 

which revealed the influence of restaurant service quality on customer repeated visits and 

willingness to recommend in the field of FF restaurants.  

The results are in line with the previous studies which revealed that MM has a positive 

and significant influence on customers' loyalty (Wahab et al., 2016; Wu and Li, 2017; Kasiri 

et al., 2017; Vidyastuti, 2018; Daulay, 2021; Erlina and Hermawan, 2021).  

 

The result is in the same line with the study of Mahmood and Khan, (2014) who found 

that past experiences influence customers’ choice and the study of Satit et al. (2012) who 

showed that MM affects tourists’ decisions. According to Išoraitė (2016) and Kotler and 

Armstrong (2017), selling price is the most critical contributor to customers' loyalty.  

 

5.1.3. The relationship between Customers' Satisfaction and Customers' Loyalty (H3) 

 

The results of the study indicate that there is a relationship between FFRs’ customers' 

satisfaction and loyalty as shown by the path coefficient analysis (0.369), the results show that 

there is a significant correlation between customers' satisfaction and customers' loyalty at a 

confidence level of 99%, and the correlation was 0.537.  

 

Specifically, this study found support for the positive influence of customers' satisfaction 

on customers' loyalty, which is in line with the findings from previous studies (Iqbal and Shah, 

2016; Wahab et al., 2016; Kasiri et al., 2017; Rahi et al., 2017; Nguyen et al., 2018; Sudari et 

al., 2019; Fachmi et al., 2020). Ikraman and Syah (2020) recommended keep improving 

services and increasing customers' satisfaction as satisfied customers will repurchase the 

product and recommend it to others. Moreover, this ensures the success of the model to capture 

elements of MM and customers' satisfaction, which could make it easier to reflect customers' 

loyalty. For this reason, hypothesis (3) is accepted. 
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5.1.4. Mediation role of Customers' Satisfaction (H4)  

 

The results indicated that there is a positive significant effect from the MM and 

customers' satisfaction on customers' loyalty with standardized coefficients of 0.245, 0.369 

respectively. These results support the fourth hypothesis that there is a significant impact and 

indirect effect of the MM variable on customers' loyalty through the mediating role of 

customers' satisfaction, with a positive regression coefficient value (0.253). MM elements and 

customer' satisfaction has affected customers’ loyalty and the rest are impacted by other 

variables awaiting discovery in future research.  

 

The results are consistent with the previous studies which revealed that customers 

satisfaction mediates the relationship between MM and customers' loyalty (Sukamto and 

Lumintan, 2015; Saneva and Chortoseva 2020; Thanabordeekij and Syers, 2020; Xie, 2020; 

Hutauruk et al., 2020; Grace et al., 2021; Risal and Aqsa, 2021; Mukarromah et al., 2021; 

Raharjo and Digdowiseiso, 2022)  

 

In the same vein as the results, Mokhtar and Sjahruddin (2019) revealed that customers' 

satisfaction is playing a mediating role in the impact of service quality on customers' loyalty. 

Pi and Huang (2011) revealed that promotions significantly impact satisfaction and trust which 

are affecting the customers' loyalty. Sudari et al., (2019) revealed that MM components have 

positive effects on customers' loyalty through customers' satisfaction with food and beverage 

products.  

The results revealed that products that have good brands also result in customers' 

satisfaction which leads to customers' loyalty (Nuseir and Madanat, 2015), and price can impact 

the level of satisfaction and satisfaction in turn leads to CL (Wahab et al., 2016). Additionally, 

attractive promotion has a positive impact on customers' satisfaction and customers' loyalty 

(Verma and Singh, 2017).  

The results revealed that customers' satisfaction partially mediates the relationship 

between MM elements and customers' loyalty, physical evidence may impact customers' 

satisfaction (Kotler et al., 2008), and customers’ loyalty is closely related to customers’ 

satisfaction (Kasiri et al., 2017). Gil-Saura et al., (2018) revealed that perceived value and 

service quality as determining factors to satisfaction, and how it affects customer’s loyalty.  

5.2. Contributions and Implications 
 

     5.2.1. Theoretical Contributions 
 

It has been argued that more research is required on the mechanism linking MM and 

customers’ satisfaction and loyalty to investigate more causal relationships in this chain 

through employing more sophisticated analytical tools, specifically SEM. To address this need, 

as well as previous calls in the literature for additional empirical work assessing the customer 

behaviors, this study is one of the first empirical studies to use PLS-SEM to examine the 

mediating effect of the CS on the relationship between the MM performance and CL in 

Egyptian FFRs industry. 

  

To date, little if any work has addressed the role of MM in enhancing CS and CL in the 

Egyptian FFRs industry. The study model contributes to the existing literature to better 

understand the pattern of the MM, CS and CL in the FFRs sector. This study presented the 

major studies that have linked the MM, CS and CL.  
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This study aims to extend the existing literature on the relationship between the MM and 

CL by testing the mediating effect of CS. Furthermore, one of the major contributions of this 

study is to re-examine the validity of the MM model in a different context, the Upper Egypt's 

FFRs sector.   
 

Another theoretical contribution is using a sample from the FFRs sector in the upper 

region of Egypt, a country that has a significantly different business culture from its Western 

counterparts and has been under-researched. Having achieved success in testing the proposed 

model and the scales in a different cultural context, Egypt, generalizes the application of these 

theoretical constructs.  

 

5.3.2. Practical Implications 

 

From a managerial perspective, this research results contribute to understanding how 

MM strategies are essential to enhance CS and make customers more loyal. Fast food 

restaurants should focus on increasing promotion through promotional strategies based on 

improving the products offered by providing quality assurance and service recovery, meeting 

customer requirements, enhancing the brand name, and producing various services to meet CS.  

 

FFRs need to focus on the loyalty programs, review the product strategy and survey the 

changing needs of customers to develop and expand their services, and implement a pricing 

policy based on quality, apply diversity and flexibility of competitive prices, and offer 

appropriate discounts and promotions according to the market conditions. 

  

Managers could seek feedback about the perceptions of MM performance directly from 

the customers, for instance, through a CS survey. Periodic workshops should be conducted to 

recognize and evaluate the MM performance which could be supported by performance 

management systems.  

 

To build constructive WOM and loyalty, promotional activities should be effective and 

attractive to encourage the customer's purchase decisions. The study recommends that 

marketing managers should focus on the strategic promotional mix to adopt creative and 

aggressive tactics to enhance CS, loyalty, and retention. The study suggested that FFRs should 

foster effective MM components, improve engagement, and communication marketing, and 

build trust with customers which will increase their CS and CL and will result in positive 

WOM. 

The FFRs prices and discounts should be competitive, reasonable, and equivalent to a 

large extent to the quality of service provided. Moreover, FFRs could extend the network of its 

well-equipped and well-organized destinations covering the market needs in other accessible 

locations. FFRs should keep on sending regular emails announcing competitive seasonal 

promotional rates and offers remarkable discounts for loyal customers.  

 

A user friendly ordering website with smooth handling of various types of orders from 

receiving till delivery with responding quickly to service failures will ensure CS. 

Furthermore, FFRs staff should be trained to ensure presentable appearance, friendly attitude, 

professional knowledge, a high level of professionalism in handling discrepancies, and 

providing timely services with eagerness and honesty. 
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6. Limitations and Scope for Future Research 

 

The study surveyed the marketing mix in a single geographic area, Upper Egypt 

Governorates, so the findings cannot be generalized to the Egyptian context as a whole and the 

results are limited to the studied sample. A logical step for future studies would be to test these 

measures with varying samples and different variables in a longitudinal study.  

 

Future studies could search more geographically diverse samples from various industries 

and should consider international markets using a similar methodology to determine if the 

relationships found in Egyptian FFRs sector hold true for FFRs services in other countries.  

 

The many kinds of fast-food restaurants, such as local, regional, and worldwide, were 

not distinguished in this study. As a result, similar research may be done in the future using 

various kinds of fast-food outlets. The sample size should be increased for better validity and 

reliability, and future studies could address additional demographic effects.  

 

Complex models that can include financial and economic variables to gain a better 

understanding of the causal links could be developed and should examine other variables such 

as service quality, perceived value, customer trust, and other customers' attitudinal behaviors. 

 

 

References 

 
Abd Wahab, N., & Hassan, L. F. A. (2015). The Influence of marketing mix and customer satisfaction on customer 

loyalty among hijab consumers. Advances in Business Research International Journal. 

 

Adams, J., Goffe, L., Brown, T., Lake, A.A., Summerbell, C., White, M., Wrieden, W. and Adamson, J. (2015). 

Frequency and socio-demographic correlates of eating meals out and take-away meals at home: cross-sectional 

analysis of the UK national diet and nutrition survey, waves 1–4 (2008–2012), International Journal of Behavioral 

Nutrition and Physical Activity, 12(1), 1-9. 

 

Aghaei, M., Vahedi, E., Kahreh, M.S. and Pirooz, M. (2014). An examination of the relationship between services 

marketing mix and brand equity dimensions. Procedia - Social and Behavioral Sciences, 109, 865-869. 

 

Ajzen, I. (1991). The theory of planned behavior. Organizational behavior and human decision processes, 50(2), 

179-211. 

 

Akroush M. (2011). The 7Ps Classification of the Services Marketing Mix Revisited: An Empirical Assessment 

of their Generalizability, Applicability and Effect on Performance-Evidence from Jordan’s Services 

Organizations. Jordan Journal of Business Administration, 7(1), 116-125. 

 

Ali Taha, V., Pencarelli, T., Škerháková, V., Fedorko, R., & Košíková, M. (2021). The use of social media and 

its impact on shopping behavior of Slovak and Italian consumers during COVID-19 

pandemic. Sustainability, 13(4), 1710. 

 

Alipour, M., Pour, B. M., & Darbahaniha, A. (2018). The Effects of the 7P Marketing Mix Components on 

Sporting Goods Customer Satisfaction. International Journal of Business and Management Invention, 7(1), 20–

26. 

 

Allen, D. N. (2017). A Study of the Relationship Service Quality Has on Customers' loyalty, Repeat Visits, and 

Willingness to Recommend (Doctoral dissertation, Capella University). 

 

Allied Market Research. (2019). Luxury travel market outlook-2026, available at: 

www.alliedmarketresearch.com/luxury-travel-market. 

 

https://ijthsx.journals.ekb.eg/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
126 

https://ijthsx.journals.ekb.eg/ 

Amofah, O., Gyamfi, I., & Tutu, C. O. (2016). The influence of service marketing mix on customer choice of 

repeat purchase of restaurant in Kumasi, Ghana. European Journal of Business and Management, 8(11), 102-112. 

 

Anderson, J. C. and Gerbing, D. W. (1988). Structural Equation Modeling in Practice: A Review and 

Recommended Two-Step Approach. Psychological Bulletin, 103, 411-423.  

 

Anjani, H. D., Irham, I. and Waluyati, L. R. (2018). Relationship of 7P Marketing Mix and Customers' Loyalty 

in Traditional Markets. Agro Ekonomi, 29(2), 261-273. 

 

Asyraff, M. A., Hanafiah, M. H., Zain, N. A. M., & Hariani, D. (2023). Unboxing the paradox of social media 

user-generated content (UGC) information qualities and tourist behaviour: moderating effect of perceived travel 

risk. Journal of Hospitality and Tourism Insights. 

 

Bagozzi, R.P. and Yi, Y. (2012). Specification, evaluation, and interpretation of structural equation models. 

Journal of the Academy of Marketing Science, 40 (1), 8-34. 

 

Bagozzi, R. P., Wong, N., Abe, S., & Bergami, M. (2000). Cultural and situational contingencies and the theory 

of reasoned action: Application to fast food restaurant consumption. Journal of consumer psychology, 9(2), 97-

106. 

 

Banomyong, Ruth and Nucharee Supatn (2011). Developing a supply chain performance tool for SMES in 

Thailand, Supply Chain Management: An International Journal, 16(1), 2031. 

 

Bassiouni, D. H. & Hackley, C. (2014). Generation Z' children's adaptation to digital consumer culture: A critical 

literature review. Journal of Customer Behaviour, 13 (2), 113-133.   

 

Bawa, M. I. M., Shameem, A., & Riswan, A. (2016). The impact of marketing mix on customers' satisfaction 

towards laptop industry. South Eastern University of Sri Lanka. 

 

Belás, J., & Gabčová, L. (2016). The relationship among customer satisfaction, loyalty and financial performance 

of commercial banks. E M Ekonomie a Management, 19 (1), 132–147. 

 

Booms, B. H. and Bitner, M. J. (1981). Marketing strategies and organization structures for service firms. 

Marketing of services, 25(3), 47-52. 

 

Brown, M. (2015). BrandZ - Top 100 Most valuable global brands 2015, available at: www.statista.com; 

www.statista.com/statistics/273057/value-of-the-most-valuable-fast-food-brandsworldwide. 

 

Carranza, R., Diaz, E. and Martin-Consuegra, D. (2018). The influence of quality on satisfaction and customer 

loyalty with an importance-performance map analysis. Journal of Hospitality and Tourism Technology, 9(3), 380-

396. 

 

Casidy, R., & Wymer, W. (2016). A risk worth taking: Perceived risk as moderator of satisfaction, loyalty, and 

willingness-to-pay premium price. Journal of retailing and consumer services, 32, 189-197. 

 

Chang, T. H., Lee, J. Y. and Chen, R. H. (2008). The effects of customer value on loyalty and profits in a dynamic 

competitive market. Computational Economics, 32(3), 317. 

 

Chao, R. F., Fu, Y., & Liang, C. H. (2021). Influence of servicescape stimuli on word-of-mouth intentions: An 

integrated model to indigenous restaurants. International Journal of Hospitality Management, 96, 102978. 

 

Choi, J., (2020). Impact of stress levels on eating behaviors among college students. Nutrients, 12(5), 1205-1241. 

 

Cohen, J. (1988). Set correlation and contingency tables. Applied psychological measurement, 12(4), 425-434. 

 

Dandis, A. O., Wallace-Williams, D. M., Ni, A. K., Wright, L. T., & Abu Siam, Y. I. (2023). The effect of brand 

experiences and relational benefits on loyalty in the fast-food restaurants. The TQM Journal, 35(7), 2028-2051. 

 

Daulay, R. (2021). Analysis of the Effectiveness of Information Communication Technology and the Service 

Marketing Mix to Customer Loyalty. Indihom, 4(2), 510–517. 

https://ijthsx.journals.ekb.eg/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
127 

https://ijthsx.journals.ekb.eg/ 

 

Devita, M., Nawawi, Z. M. N., & Aslami, N. (2022). E-Commerce Shopee Marketing Strategy in International 

Business. Journal of Social Research, 1(12), 491-497. 

 

Dwi, A. A. (2017). Effect of Service Quality on Consumer Satisfaction. Journal of Business Administration (JAB), 

51(2).  

 

Erlina, E., & Hermawan, D. (2021). Marketing mix on customer loyalty at coffee shop in bandung. Aptisi 

Transactions on Management (ATM), 5(1), 89-96. 

 

Fachmi, M., Modding, B., Kamase, J., & Damis, H. (2020). The Mediating Role of Satisfaction: Life Insurance 

Customers’ Perspective (Service Quality, Trust and Image Toward Loyalty). International Journal of 

Multicultural and Multireligious Understanding, 7(6), 156-170. 

 

Farhan, M., Hussain, R. I., Khan, S. N., Tahir, M. S., & Bhatti, H. (2020). The relationship among the corporate 

reputation, customer satisfaction, customer loyalty and behavioral intentions. A study on the pakistan textile 

industry. International Journal of Disaster Recovery and Business Continuity, 3(13), 2020. 

 

Fishbein, M., & Ajzen, I. (1977). Belief, attitude, intention, and behavior: An introduction to theory and research. 

 

Fitri, L. E., Basri, Y. Z., & Maryanti, T. (2019). The mediating effect of customer satisfaction on customer loyalty: 

A study of Islamic banks in Indonesia. Journal of Islamic Finance, 8(1), 048-059.  

 

Fornell, C., & Larcker, D. F. (1981). Structural equation models with unobservable variables and measurement 

error: Algebra and statistics. 

 

Friani, G., Igir, J.R. E., Tampi, H. T, (2018). The Influence of Product Quality and Price on the Decision of 

Daihatsu Grand Max Car Pick Up. Jurnal Administrasi Bisnis, 6(2). 

 

Ghasrodashti, E.K. (2018). Explaining brand switching behavior using pull–push–mooring theory and the theory 

of reasoned action. Journal of Brand Management, 25(4), 293-304. 

 

Gil-Saura I, Berenguer-Contri G, Ruiz-Molina E (2018). Satisfaction and loyalty in B2B relationships in the 

freight forwarding industry: adding perceived value and service quality into equation. Transport, 33(5), 1184–

1195. 

 

Grace, E., Girsang, R. M., Simatupang, S., Candra, V., & Sidabutar, N. (2021). Product quality and customer 

satisfaction and their effect on consumer loyalty. International Journal of Social Science, 1(2), 69-78. 

 

Gunawan, A. (2015). The Role of Service Marketing Elements on Customer Loyalty towards Garuda Indonesia. 

iBuss Management, 3(2). 

 

Ha, J., & Jang, S. (2012). The effects of dining atmospherics on behavioral intentions through quality 

perception. Journal of services marketing, 26(3), 204-215. 

 

Hair, J. F., Risher, J. J., Sarstedt, M., & Ringle, C. M. (2019). When to use and how to report the results of PLS-

SEM. European Business Review, 31(1), 2-24.  

 

Han, H., & Hyun, S. S. (2018). Role of motivations for luxury cruise traveling, satisfaction, and involvement in 

building traveler loyalty. International Journal of Hospitality Management, 70, 75-84. 

 

Harris, J., Schwartz, M., & Brownell, K. (2010). Evaluating fast food nutrition and marketing to youth. Yale 

University. 

 

Hatta, I. H., Rachbini, W., & Derriawan. (2018). Brand Image Analysis, Promotion, Satisfaction and Customers' 

loyalty. Journal of Business and Management (IOSR-JBM), 20(12), 50–55. 

Henseler, J., & Sarstedt, M. (2013). Goodness-of-fit indices for partial least squares path 

modeling. Computational statistics, 28, 565-580.  

https://ijthsx.journals.ekb.eg/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
128 

https://ijthsx.journals.ekb.eg/ 

Henseler, J., Ringle, C. M., & Sinkovics, R. R. (2009). The use of partial least squares path modeling in 

international marketing. In New challenges to international marketing, 20, 277-319. Emerald Group Publishing 

Limited. 

Hu, L. T., & Bentler, P. M. (1998). Fit indices in covariance structure modeling: Sensitivity to under parameterized 

model misspecification. Psychological methods, 3(4), 424. 

 

Hutauruk, M. R., Ghozali, I., Aprianti, D. I., Reonald, N., & Mushofa, A. (2020). Marketing mix and customer 

satisfaction in its role toward customer loyalty through environmental accounting moderation. International 

Journal of Scientific and Technology Research, 9(3), 996-1001. 

 

Ikraman, I. and Syah, T. Y. R. (2020). The Influence of Relationship Marketing, Service Quality, and Customers' 

satisfaction on Customers' loyalty Over B2B Companies. Journal of Multidisciplinary Academic, 3(5), 146-150. 

 

Iqbal, M. and Shah, A. B. A. (2016). The impact of customers' satisfaction on customers' loyalty: Mediating role 

of customer trust. Journal of Business Management and Economic Studies,1(1), 1-15. 

 

Išoraitė, M. (2016). Marketing Mix Theoretical Aspect. International Journal of Research-Granthaalayah, 4(6), 

1-1. 57. 

  

Izquierdo-Yusta, A., Gomez-Canto, C. M., Pelegrin-Borondo, J., & Martínez-Ruiz, M. P. (2019). Consumers’ 

behaviour in fast-food restaurants: a food value perspective from Spain. British Food Journal, 121(2), 386-399. 

 

Jani, D. and Han, H. (2015). Influence of environmental stimuli on hotel customer emotional loyalty response: 

testing the moderating effect of the big five personality factors. International Journal of Hospitality Management, 

44, 48-57. 

 

Janssen, H. (2017). Junk food and the consumer blame game, available at: http://theconversation.com/junk-food-

and-the-consumer-blame-game-76175  

 

Jie, Y. U., Subramanian, N., Ning, K., & Edwards, D. (2015). Product delivery service provider selection and 

customers' satisfaction in the era of internet of things: A Chinese e-retailers’ perspective. International Journal of 

Production Economics, 159, 104-116. 

 

Jun, J., Kang, J. and Hyun, S.S. (2017). Effects of third-party certification on patrons’ service quality evaluation 

in the luxury-restaurant industry. British Food Journal, 119(4), 771-789. 

 

Juniardi, A., Haerani, S., & Munir, A. R. (2018). The influence of marketing mix strategies to customer 

satisfaction and hotel loyalty Novotel Grand Shayla City Center. Hasanuddin Journal of Applied Business and 

Entrepreneurship, 1(4), 52-64.  

 

Kadhim, F. A., Abdullah, T. F. and Abdullah, M. F. (2016). Effects of marketing mix on customers' satisfaction: 

empirical study on tourism industry in Malaysia. International Journal of Applied Research, 2(2), 357-360. 

 

Kaleappan, C. (2006). A study of logistics service quality in a container terminal operations (Unpublished master’s 

thesis). University Sains Malaysia, Malaysia.  

 

Kang, J., Tang, L., & Lee, J. Y. (2015). Self-congruity and functional congruity in brand loyalty. Journal of 

Hospitality & Tourism Research, 39(1), 105-131. 

 

Kasiri, L. A., Guan Cheng, K. T., Sambasivan, M. and Sidin, S. M. (2017). Integration of standardization and 

customization: Impact on service quality, customers' satisfaction, and loyalty. Journal of Retailing and Customer 

Services, 35(June 2016), 91–97. 

 

Khumnualthong, P. (2015). The Effects of Service Marketing Mix (7Ps) on Customers' satisfaction and 

Customers' loyalty of Medical Aesthetic Clinics (Doctoral dissertation, University of the Thai Chamber of 

Commerce). 

 

https://ijthsx.journals.ekb.eg/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
129 

https://ijthsx.journals.ekb.eg/ 

Kılıç, B., Bekar, A., & Yozukmaz, N. (2021). The new foodie generation: gen Z. In Generation Z Marketing and 

Management in Tourism and Hospitality: The Future of the Industry (pp. 223-247). Cham: Springer International 

Publishing. 

 

Kim, G. (2007). The Service Recovery Strategies, Customer Satisfaction, Customer Loyalty. Asian Journal on 

Quality, 8(1), 76-86.  

 

Kim and Kim, J. (2012). Human factors in retail environments: a review. International Journal of Retail and 

Distribution Management, October, doi: 10.1108/09590551211267593. 

 

Kotler, P. and Armstrong, G. (2014). Company and Marketing Marketing Strategy: Partnering to Build Customer 

Relationships. In Principles of Marketing, (15th ed., pp. 50-55). Upper Saddle, N.J: Pearson.  

 

Kotler, P. and Armstrong, G. (2017). Principles of Marketing (17th ed.). Essex, England: Pearson Education. 

 

Kotler, P. and Keller, K. L. (2016). Marketing Management (15 ed.). Essex, England: Pearson Education Limited. 

 

Kotler, P., Armstrong, G., Ang, S. H., Leong, S. M., Tan, C. T., & YAU, O. (2008). Principles of marketing: A 

global perspective. 

 

Kushwaha, G. S. and Agrawal, S. R. (2015). An Indian customer surrounding 7Ps of service marketing. Journal 

of Retailing and Customer Services, 22, 85–95.  

 

Kwon, W., Lee, M., & Back, K. J. (2020). Exploring the underlying factors of customer value in restaurants: A 

machine learning approach. International Journal of Hospitality Management, 91, 102643. 

 

Lam, S. Y., Shankar, V., Erramilli, M. K., & Murthy, B. (2004). Customer value, satisfaction, loyalty, and 

switching costs: an illustration from a business-to-business service context. Journal of the academy of marketing 

science, 32(3), 293-311.  

 

Lestari R., Hertati. L. (2020). How to influence business strategy, product strength on management accounting 

information system quality: A case study of small and medium enterprises in Indonesia. Accounting Study 

Bandung Islamic University, 21(1), 1-16. 

 

Li, S. and Wei, M. (2021). Hotel servicescape and customer citizenship behaviors: mediating role of customer 

engagement and moderating role of gender. International Journal of Contemporary Hospitality Management, 

33(2), 587-603. 

 

Line, N. D., & Hanks, L. (2020). A holistic model of the servicescape in fast casual dining. International Journal 

of Contemporary Hospitality Management, 32(1), 288-306.  

 

Lohmoller, J.B. (1989). Predictive vs. structural modeling: PLS vs. ML, in Latent Variable Path Modeling with 

Partial Least Squares, Physica, Heidelberg, 199-226.  

 
Lu, L., & Chi, C. G. Q. (2018). An examination of the perceived value of organic dining. International Journal 

of Contemporary Hospitality Management, 30(8), 2826-2844. 

 

Mahmood R. and Khan S.M. (2014). Impact of Service Marketing Mixes on Customer perception: A study on 

Eastern Bank Limited, Bangladesh, European Journal of Business and Management,6(34), 164-167. 

 

Marlina, D., Wardi, Y., & Patrisia, D. (2019, April). Effect of marketing mix on customer satisfaction and loyalty 

PT. TIKI Padang branch. In 2nd Padang International Conference on Education, Economics, Business and 

Accounting (PICEEBA-2 2018) (pp. 432-440). Atlantis Press. 

 

Mehrabian, A., & Russell, J. A. (1974). An approach to environmental psychology. the MIT Press. 

 

Mokhtar, S. and Sjahruddin, H. (2019). An examination of the relationships between customer relationship 

management quality, service quality, customers' satisfaction and customers' loyalty: The case of five star hotels. 

Advances in Social Sciences Research Journal, 6(2).  

 

https://ijthsx.journals.ekb.eg/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
130 

https://ijthsx.journals.ekb.eg/ 

Mukarromah, S., Hardyanto, W., & Pramono, S. E. (2021). The Influence of Customer Expectation and Marketing 

Mix on Customer Loyalty with Customer Satisfaction as Intervening. Educational Management, 10(2), 252-259. 

 

Nguyen, Q., Nisar, T. M., Knox, D. and Prabhakar, G. P. (2018). Understanding customers' satisfaction in the UK 

quick service restaurant industry: The influence of the tangible attributes of perceived service quality. British 

Food Journal. 

 

Niharika, S. (2015). A study of internet marketing in India: Challenges and opportunities. International Journal 

of Science Technology and Management, 4(11), 267. 

 

Nobar, H. B. K., & Rostamzadeh, R. (2018). The impact of customer satisfaction, customer experience and 

customer loyalty on brand power: empirical evidence from hotel industry. Journal of Business Economics and 

Management, 19(2), 417-430. 

 

Norris, C.L., Russen, M. and Taylor, S. (2023). Expanding the experiential value scale to predict independent 

restaurant dining intent. Journal of Hospitality and Tourism Insights, 6(2), 613-631. 

 

Nuseir, M. T. and Madanat, H. (2015). 4Ps: A strategy to secure customers' loyalty via customers' satisfaction. 

International Journal of Marketing Studies, 7(4), 78.  

 

Oğuzalp, A. (2020). Factors affecting the choice of restaurant of university students: the case of Konya, (Master 

thesis), KTO Karatay University, Türkiye. 

 

Oliver, R. L. (1977). Effect of expectation and disconfirmation on postexposure product evaluations: An 

alternative interpretation. Journal of applied psychology, 62(4), 480. 

 

O'Loughlin, C., & Coenders, G. (2004). Estimation of the European customer satisfaction index: maximum 

likelihood versus partial least squares. Application to postal services. Total Quality Management & Business 

Excellence, 15(9-10), 1231-1255. 

 

Pi, W. P. and Huang, H. H. (2011). Effects of promotion on relationship quality and customers' loyalty in the 

airline industry: The relationship marketing approach. African Journal of Business Management, 5(11), 4403-

4414. 

 

Raharjo, P., & Digdowiseiso, K. (2022). The Influence of Brand Image and Marketing Mix on Customer Loyalty 

through Customer Satisfaction as an Intervening Variable at Kafe Titik Akhir Jakarta. Budapest International 

Research and Critics Institute-Journal (BIRCI-Journal), 5(1), 4754-4769. 

 

Rahi, S., & Ghani, M. (2016). Internet Banking, Customer Perceived Value and Loyalty: The Role of Switching 

Costs. J. Account. Mark., 5(188), 2.  

 

Rahi S., Mazuri A., & Alnaser, F. M. (2017). The Influence of E-Customer Services and Perceived Value on 

Brand Loyalty. Journal of Internet Banking and Commerce, 22(1).  

 

Rahi, s., Yasin, n. M., & Alnaser, F. M. (2017). Measuring the role of website design, assurance, customer service 

and brand image towards customer loyalty and intention to adopt interent banking. The Journal of Internet 

Banking and Commerce, 22(S8).  

  

Razak, M. (2022). Examining Linkage of Service Marketing Mix on Customer Satisfaction and Customer Loyalty: 

Hotel and Tourism Study. International Journal of Latest Research in Humanities and Social Science (IJLRHSS), 

5(5), 162-181. 

  

Risal, M., & Aqsa, M. (2021). Consumer Loyalty as Impact of Marketing Mix and Customer Satisfaction. 

MIMBAR: Jurnal Sosial dan Pembangunan, 37(2), 297-304. 

 

Ryu, K., & Han, H. (2010). Influence of the quality of food, service, and physical environment on customer 

satisfaction and behavioral intention in quick-casual restaurants: Moderating role of perceived price. Journal of 

Hospitality & Tourism Research, 34(3), 310-329. 

 

https://ijthsx.journals.ekb.eg/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
131 

https://ijthsx.journals.ekb.eg/ 

Salem, S. and Chaichi, K. (2018). Investigating causes and consequences of purchase intention of luxury fashion. 

Management Science Letters, 8(12), 1259-1272. 

 

Saneva, D., & Chortoseva, S. (2020). Service quality, customer satisfaction and customer loyalty: Testing a 

structural equation model. Calitatea, 21(179), 124-128. 

  

Sarker, M. A. H., Aimin, W. and Begum, S. (2012). Investigating the impact of marketing mix elements on tourists 

‘satisfaction: An empirical study on east lake. European journal of business and management, 4(7), 273-282. 

 

Satit, R. P., Tat, H. H., Rasli, A., Chin, T. A. and Sukati, I. (2012). The relationship between marketing mix and 

customer decision-making over travel agents: An empirical study. International Journal of Academic Research in 

Business and Social Sciences, 2(6), 522. 

 

Sarstedt, M., Ringle, C. M., & Hair, J. F. (2017). Treating unobserved heterogeneity in PLS-SEM: A multi-method 

approach. Partial least squares path modeling: Basic concepts, methodological issues and applications, 197-217. 

 

Scarlett, G., Reksoprawiro, R., Amelia, N. and Wibowo, A.J.I. (2021). Institutions and technology in the value 

co-creation process of restaurant consumers: a service-dominant logic perspective. The TQM Journal, 34(3), 357-

376. 

 

Severt, K., Shin, Y.H., Chen, H.S. and Di Pietro, R.B. (2020). Measuring the relationships between corporate 

social responsibility, perceived quality, price fairness, satisfaction, and conative loyalty in the context of local 

food restaurants. International Journal of Hospitality and Tourism Administration, 1-23. 

 

Shahzadi, M., Malik, S. A., Ahmad, M., & Shabbir, A. (2018). Perceptions of fine dining restaurants in Pakistan: 

What influences customer satisfaction and behavioral intentions?. International Journal of Quality & Reliability 

Management, 35(3), 635-655. 

 

Shin, Y. H., Kim, H., & Severt, K. (2021). Predicting college students’ intention to purchase local food using the 

theory of consumption values. Journal of Foodservice Business Research, 24(3), 286-309. 

 

Singh, N., Benmamoun, M., Meyr, E., & Arikan, R. H. (2021). Verifying rigor: analyzing qualitative research in 

international marketing. International marketing review, 38(6), 1289-1307. 

 

Sirdeshmukh, D., Singh, J. and Sabol, B. (2002). Customer trust, value, and loyalty in relational exchanges. 

Journal of marketing, 66(1), 15-37. 

 

Su, C.-H., Tsai, C.-H., Chen, M.-H., & Lv, W. Q. (2019). US sustainable food market Generation Z consumer 

segments. Sustainability, 11(13), 3607–3621.  

 

Sudari, S., Tarofder, A., Khatibi, A. and Tham, J. (2019). Measuring the critical effect of marketing mix on 

customers' loyalty through customers' satisfaction in food and beverage products. Management Science Letters, 

9(9), 1385-1396. 

  

Sukamto, R. and Lumintan, D. (2015). The Impact of Marketing Mix towards Customers' loyalty Mediated by 

Customers' satisfaction of Blackberry Indonesia. iBuss Management, 3(2), 316-324. 

  

Thanabordeekij, P., & Syers, K. (2020). The effect of marketing mix factors and brand image toward customer 

satisfaction and customer loyalty of liquefied petroleum gas for household use, in Thailand. Journal of ASEAN 

PLUS Studies, 1(1), 35-43. 

  

Thuy, T. T. (2010). Evaluating customers' satisfaction and service quality in forwarding. Vietnam: Central 

Ostrobothnia University.  

  

Tjan, S. (2015). The impact of marketing mix on customers' loyalty towards plaza Indonesia shopping center. 

iBuss Management, 3(2), 392-402. 

  

Tsai, M. C., Merkert, R. and Wang, J. F. (2021). What drives freight transportation customers' loyalty? Diverging 

marketing approaches for the air freight express industry. Transportation, 48(3), 1503-1521. 

 

https://ijthsx.journals.ekb.eg/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
132 

https://ijthsx.journals.ekb.eg/ 

Turan Yıldız, S. (2022). Digital Natives: Consumer Identity of Generation Z. 

http://sml.boun.edu.tr/index.php/2022/03/19/dijitalin-yerlileri-z-kusaginin-tuketici-kimligi/ 

  

Verma, Y. and Singh, M. R. (2017). Marketing Mix, Customers' satisfaction and Loyalty: an Empirical Study of 

Telecom Sector in Bhutan. Indian Journal of Commerce and Management Studies, 8(2), 121. 

 

Wahab, N. A., Hassan, L. F. A., Shahid, S. A. M. and Maon, S. N. (2016). The Relationship between Marketing 

Mix and Customers' loyalty in Hijab Industry: The Mediating Effect of Customers' satisfaction. Procedia 

Economics and Finance, 37, 366-371. 

 

Wang, J. (2002). How to implement customer relationship management system in third party logistics companies 

(Unpublished doctoral dissertation). National University of Singapore, Singapore.  

 

Wantara, P. and Tambrin, M. (2019). The Effect of price and product quality towards customers' satisfaction and 

customers' loyalty on madura batik. International Tourism and Hospitality Journal, 2(1), 1-9. 

  

Wijaya, S., Wahyudi, W., Kusuma, C. B., & Sugianto, E. (2018). Travel motivation of Indonesian seniors in 

choosing destination overseas. International Journal of Culture, Tourism and Hospitality Research, 12(2), 185-

197. 

 

Witel (2011). The Antecedents and Consequences of Trust in Online Purchase Decisions. Journal of Interactive 

Marketing, 16(2), 47-63. 

 

Wolff, K., & Larsen, S. (2019). Are food-neophobic tourists avoiding destinations. Annals of Tourism 

Research, 76(C), 346-349. 

 

Wu, H. C., & Li, T. (2017). A study of experiential quality, perceived value, heritage image, experiential 

satisfaction, and behavioral intentions for heritage tourists. Journal of Hospitality & Tourism Research, 41(8), 

904-944. 

 

Vale, A. (2021). How luxury brands can win gen Z and millennial shoppers, available at: 

www.luxurydaily.com/how-luxury-brands-can-win-gen-z-and-millennial-shoppers. 

 

Vidyastuti, H. A. (2018). Analysis of services marketing mix and competitive advantage and its effect on customer 

loyalty (survey on customer go-Jek in Bandung). KnE Social Sciences. 

 

Xie, P. (2015). Study of international anticancer research trends via co-word and document co-citation 

visualization analysis. Scientometrics, 105(1), 611-622. 

 

Xie, Y. (2020). The relationship among marketing mix, customer satisfaction and customer loyalty of Chinese 

tourists to budget hotel of central Bangkok. University of the Thai Chamber of Commerce.   

 

Yeo, G. T., Thai, V. V., & Roh, S. Y. (2015). An analysis of port service quality and customer satisfaction: The 

case of Korean container ports. The Asian Journal of Shipping and Logistics, 31(4), 437-447.  

 

Yildiz, S. M. (2022). An Examination of the Effect of Internal Marketing on Work Engagement: An Empirical 

Evidence from Sport Organizations. International Journal of Social Science Research, 11(1), 40-50. 

 

Yu, W., Jacobs, M. A., Salisbury, W. D., & Enns, H. (2013). The effects of supply chain integration on customer 

satisfaction and financial performance: An organizational learning perspective. International Journal of 

Production Economics, 146(1), 346-358. 

 

Zlatković, M. M. (2013). Survey of customers' satisfaction: The example of freight distribution centre. Paper 

presented at the 1st Logistics International Conference, Belgrade, Serbia. 

 

 

 

 

 

 

https://ijthsx.journals.ekb.eg/
http://sml.boun.edu.tr/index.php/2022/03/19/dijitalin-yerlileri-z-kusaginin-tuketici-kimligi/


Gaber Gabry Ahmed & Ahmed Mahmoud Mohamed       (IJTHS), O6U, Vol. 6  No.2, April 2024, pp. 108 - 133 

 

 

  
133 

https://ijthsx.journals.ekb.eg/ 

  السريعة الوجبات مطاعم  في العملاء ولاء على التسويقي المزيج تأثير
 كوسيط  العملاءرضا  :مصر في القبلي الوجه في

 
 2أحمد محمود محمد                                              1جابر جبري أحمد

 جمهورية مصر العربية -الغردقة -المعهد العالي للسياحة والفنادق1

 جمهورية مصر العربية  -جامعة المنيا-كلية السياحة والفنادق2
 

 :البحث ملخص 

 وولاء العملاء رضيييا  على التسيييوي   للمزيج السيييبع  الأبعاد  تأثير وتحليل دراسييي   هو البحث هذا  من  الرئيسييي   الغرض
 طلاب وهم العملاء من  410 شييييمل  اسييييتبيا   خلال من  البيانات جمع تم.  مصيييير ف  السييييريع  الوجبات مطاعم  ف  العملاء
 لأداء طب ا   وولائهم رضياهم مدى لمعرف "زد"   الجيل من  مصير  بصيعيد  والفندق   السيياة  ومعاهد  بكليات الفندقي  الإدارة  أقسيا 
 الهيكلي  المعادلات نمذج  منهج باسيييتمدا  المجمع  البيانات فحص تم. السيييريع  الوجبات  مطاعم قبل من التسيييوي   المزيج

  ممتلف   خدم  مجال  ف   التسيييوي   للمزيج السيييبع  الأبعاد  نموذج  صيييلاةي   الدراسييي  هذه تؤكد. الجزئي  الصيييغرى   بالمربعات
  عناصييييير  أ  البحث  هذا  نتائج تظهر.  مصييييير ف   ال بل   الوجه  ف   المصيييييري   المطاعم قطاع  ف   تجريبي   دراسييييي  كأول  وذلك
ا لها بل  فحسيييي   العملاء  رضيييياء  على مباشيييير تأثير لها ليس الأداء  عالي   التسييييوي   المزيج  عبر مباشيييير  غير  تأثير  أيضيييي 
  تجعل   أ   شيييأنها  من التسيييوي   المزيج ليييييييييييييييييعناصييير  كفاءة  الأكثر الإدارة  أ   إلى النتائج  تشيييير .ولاءهم  على العملاء رضييياء
 وتشيييييييرمطاعم الوجبات السييييييريع .  لمدمات  الولاء لديهم  ويرتفع  الشييييييراء  عمليات تكرار  إلى  ميلا    وأكثر رضييييييا   أكثر العملاء
 مطاعم  سييييييييلاسييييييييل ت د   أ   يج . كما الم دم   المدم  لجودة  كبير  ةد  إلى  معادل   تكو    أ  يج  الأسييييييييعار  أ   إلى النتائج
 جيدا    ومنظم   مجهزة المطاعم أ  من للتأكد  منتظم   مراجعات إجراء مع تنافسيي    موسيمي  ترويجي   أسيعارا   السيريع  الوجبات

  يؤدي   أ  يمكن كذلك. والتسيييييييليم  الطلبات تل   من  وم نن  جيدة عمليات لتوفير الإسيييييييتمدا  سيييييييهل إلكترون  موقع وجود مع
 المشيييييكلات وةل المهذب   الضيييييياف  أسيييييالي   خلال من للعملاء  متميزة خدم   ضيييييما   إلى  جيدا    تدريبا   مدربين  موظفين  تعيين
 .وأمان  بشغف المناس  الوقت ف  المدمات وت ديم فعال    بطرق 
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