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ARTICLE INFO ABSTRACT

This study's objective was to develop a structural equation model
(SEM) of factors influencing consumer loyalty at Bangkok's Haidilao
Accepted: Oct 16, 2024 Hot Pot (HHP) Chinese restaurants. The study focused on consumers
who visited the Central World Mall and Central Rama 9 Mall branches
at least once during June and July 2023. The researchers used
Keywords stratified random sampling to collect 312 questionnaires from the
consumers surveyed. The questionnaire's validity and reliability were
ensured through expert evaluation and pilot testing, with Cronbach's
Food and Beverage Industry alpha values ranging from 0.81 to 0.89. Data were collected via an
online questionnaire in both Thai and English and assessed for content
validity and reliability. The SEM path analysis was conducted using
Service Quality LISREL 9.10, while SPSS for Windows 21 was used for descriptive
. statistics. Results indicated that all SEM factors positively influenced
Thailand consumer loyalty, explaining 63% of the variance. The three most
significant factors were service innovation (0.79), service quality
(0.64), and service satisfaction (0.61). This study extends the limited
post-COVID-19 literature on the Asian food and service sector by
validating a comprehensive model of consumer loyalty specific to
Chinese hot pot restaurants. It highlights the essential nature of
service innovation, quality, and satisfaction in fostering consumer
loyalty. The findings provide valuable insights for restaurant industry
practitioners, highlighting the need to invest in service innovation and
maintain high service quality to enhance customer satisfaction and
amnuay.sa@kmitl.ac.th loyalty. These strategies are essential for sustainable growth and
operational improvements.
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INTRODUCTION

Consumer loyalty is a critical focus in the hospitality industry, especially in the dining sector, where
intense competition and customer retention are vital (Wang, 2022). Researchers often examine
consumer loyalty from attitudinal and behavioral perspectives (Dandis et al., 2022; Saini & Singh,
2020). The attitudinal aspect reflects a diner's emotional commitment and intent to maintain a long-
term relationship with a restaurant. In contrast, the behavioral aspect refers to repeated visits or
frequent dining experiences (Kim & Han, 2008).

Various studies have suggested satisfaction and service quality are critical determinants of customer
loyalty (Uslu & Eren, 2020). High service quality increases customer satisfaction, fostering loyalty
(Pan & Ha, 2021). Additionally, cultural and regional factors significantly influence dining
preferences and loyalty behaviors (Ali et al.,, 2020; Sinaga et al., 2023).

Various studies and articles have suggested that Haidilao Hot Pot (HHP) restaurants are exceptional
in many factors contributing to the brand’s consumer loyalty (Chen et al, 2015; Jiao, 2019;
Nanthamanoch & Swierczek, 2022; Wang, 2022; Zhang & Bi, 2022). One reason is taste, as HHP
restaurants specialize in Malatang shabu, featuring a distinctive and spicy broth that sets them apart.
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The Chinese Mala-flavored broth hot pot is crafted using carefully chosen Sichuan peppers and spices
to deliver an authentic Sichuan hot pot experience (McDougall, 2021).

HHP is renowned not just for its food but also for its innovative service features like the 'Chinese
noodle dance' and extensive customer amenities, including children's play areas, complimentary
desserts, and even manicure services (Boonbandit, 2019; Chang, 2022; Wu, 2021). Haidilao's
commitment to service innovation and quality transforms the dining experience, providing
customers with a comprehensive and enjoyable environment. This innovative approach is not limited
to food but extends to various customer services, making dining at HHP a memorable and
entertaining journey (Chen et al., 2015; Jiao, 2019; Zhang & Xu, 2016).

Bangkok's vibrant culinary scene and strategic location as a major tourist destination (Putra et al.,
2023) make it an ideal setting for studying restaurant consumer loyalty. The city's diverse and
competitive restaurant industry provides a rich context for examining how service innovation,
quality, and satisfaction impact restaurant loyalty. Moreover, the post-COVID-19 recovery phase
presents a unique opportunity to explore practical strategies for business resilience, growth, and
digital transformation (Loh et al., 2024).

Research focus

The study's focus on Haidilao Hot Pot (HHP) restaurants in Bangkok was driven by several factors.
These included:

1. Haidilao Hot Pot is a well-known brand with a significant and growing presence in Bangkok (Chen
etal, 2015; Jiao, 2019; Nanthamanoch & Swierczek, 2022; Wang, 2022; Wang & Theerakittikul, 2022;
Zhang & Bi, 2022;). Its popularity among consumers helps it attract a diverse and substantial
customer base.

2. The HHP brand is famous for its unique service innovations and high service quality (How, 2022;
Lim & Selimin, 2023; Zhang & Xu, 2016). It is central to our study's focus on service-related factors
influencing consumer loyalty. The restaurant's distinctive approach provides a rich context for
examining how service innovation impacts service satisfaction, quality, and loyalty.

3. The restaurant industry has faced significant challenges due to the COVID-19 pandemic (Li et al.,
2021; Yu et al,, 2021). Studying a leading player like HHP offers insights into practical strategies for
recovery and growth in the post-pandemic era. HHP's resilience and adaptation strategies can
provide valuable lessons for the broader food and service sector.

4. The chosen branches at Central World Mall and Central Rama 9 Mall are strategically located in
high-traffic areas, ensuring a steady flow of customers. This makes them ideal for collecting a large
and varied sample, enhancing the study's reliability and generalizability (Nanthamanoch &
Swierczek, 2022).

By exploring the unique context of HHP in Bangkok, this study aims to contribute to the theoretical
and practical understanding of consumer loyalty in the restaurant industry. The insights gained can
inform strategies for enhancing customer satisfaction and loyalty, ultimately supporting sustainable
growth in the competitive dining sector. Therefore, this study focuses on understanding the factors
driving consumer loyalty at Bangkok's HHP restaurants.

Research objectives (RO)

RO1: Investigate which factors are most essential in Thai Haidilao Hot Pot (HHP) restaurant
consumer loyalty.

RO2: Develop a structural equation model (SEM) of the factors affecting Thai HHP restaurant
consumer loyalty.

CONCEPTUAL FRAMEWORK
Service innovation (SI)

Innovation has taken center stage in the ever-evolving world of dining and service (Chen etal., 2015).
Some even call it the "next big thing" in the industry (Jana, 2007), and it is especially vital in
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economies where the service sector reigns supreme, like the United States, where services contribute
to over 80% of the GDP.

In Japan, a study of 201 tourism-related firms found the importance of human-related elements on a
firm's performance and SI (Tajeddini et al., 2020). While the results indicate that committed front-
line employees and leadership are the primary antecedents of service innovation, knowledge
management and instilling creativity through the firm are also crucial.

In Taiwan, Chou et al. (2016) reported on sustainable restaurant SI and indicated there were five
primary factors. These included food service technology, organizational learning, how innovation is
adopted, and the organization’s environment. Additionally, management's attitudes significantly
impact the success of innovation adoption in a restaurant's sustainability and competitiveness (Wu
etal, 2015).

In Vietnam, Truong et al. (2020) strongly suggested that SI is critical in improving SQ affecting CS.
Moreover, the authors believe that technological innovation can leverage CS by stimulating their
perception's five senses and that entrepreneurs should consider SI as a product and process
innovation blend. On one hand, it involves introducing new and exciting dishes or revamping existing
favorites. On the other hand, it is about revolutionizing how these culinary delights are prepared and
delivered.

Li et al. (2021) described SI before and post-COVID-19 in China, highlighting its multidimensional
nature. It is not just about what is on the menu; it is about offering new customer experiences,
revamping how food is served, redesigning the restaurant's architecture, and even fine-tuning how
staff and resources are managed.

Therefore, SI is not just about tangible products, but also a vast arena that explores intangible
processes and dynamic interactions among technology and human systems. These innovations
change how restaurants and service providers manage and organize their operations (Randhawa &
Scerri, 2015).

What sets SI apart from manufacturing innovation is the unique characteristics of the dining
experience. In restaurants, we deal with intangibility, diversity, perishability, increased customer
interaction, and the simultaneous creation and consumption of each delightful dish.

Service quality (SQ)

According to Wang (2023), restaurant managers play an essential part in a restaurant's healthy
growth and survival. This is because management is responsible for maintaining staff efficiency and
guaranteeing a positive dining experience for customers, shaping the restaurant's perceived SQ.
Recognizing the importance of SQ, the restaurant industry has extensively studied this aspect.

In Bangladesh, Ahmed et al. (2023) found that diners' perceptions of SQ and fair pricing significantly
affect their satisfaction, leading to overall loyalty. Similarly, in China, Zhong and Moon (2020)
observed that in fast-food establishments, price perception dramatically influences the perception of
quality. They also highlighted the importance of gender in consumer quality perceptions. In Pakistan,
Satti et al. (2020) also noted the critical role of SQ and pricing in fostering restaurant consumer
loyalty.

These studies indicate that customer satisfaction acts as a mediator, while perceived price fairness
moderates SQ and customer loyalty, showing a statistically significant relationship. Price influences
customers, leading to satisfaction in the hospitality industry (Chun et al.,, 2020). Therefore, SQ is
defined as the diner's overall perception of how well their dining experience aligns with their
expectations (Kuo et al,, 2011).

Other studies consistently show that SQ, CS, and LT are central to restaurant industry research.
Consistent findings demonstrate positive relationships between SQ, CS, and LT (Lee et al,, 2005;
Namkung & Jang, 2007, 2009). Inoni (2021) added that SQ is a significant determinant of CS and,
consequently, the decision to repurchase within the fast-food sector. This is unsurprising, as satisfied
diners often become loyal patrons, creating a strong bond that encourages repeat visits (Javed et al.,
2021).
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Service satisfaction (ST)

Service satisfaction is influenced by various factors such as reliability, product price, sales/service
location, and promotion. In a restaurant setting, factors like affordability, food quality, value for
money, service, location, brand reputation, and ambiance are essential (Chuenban et al., 2021;
Sornsaruht & Sawmong, 2017). Furthermore, in mainland China, where hospitality has been reported
to be in short supply at mass-scale eateries, Haidilao has stood out, with over 106 million guests in
2018 before Covid (Ambler, 2018). Fortunately, studies have shown good restaurant service quality
leads to greater customer satisfaction (Zhong & Moon, 2020). High-quality food and service are
proven drivers of satisfaction (Mahin & Adeinat, 2020). Customer satisfaction is crucial for
determining customer loyalty, encouraging repeat visits (Rajput & Gahfoor, 2020), and creating a
bond that promotes loyalty (Namkung & Jang, 2009). Hygiene, food flavor, the restaurant's physical
environment, and staff warmth and attentiveness are also significant (Kabir, 2023; Nyamekye et al,,
2023; Zhong & Moon, 2020).

Reliability, or the ability to consistently deliver promised services accurately and dependably, is a
critical determinant of customer satisfaction (Ali etal., 2021; Chege, 2021). Consistency and accuracy
build trust and satisfaction over time.

Product price also significantly influences customer satisfaction. Reasonable and perceived fair
pricing can enhance satisfaction and loyalty. For instance, diners in Bangladesh are influenced
considerably by price fairness, affecting their overall satisfaction and loyalty (Ahmed et al., 2023).
Similarly, in China's fast-food industry, price perception plays a crucial role in shaping consumer
satisfaction (Zhong & Moon, 2020). The location of sales and service points is vital for customer
convenience and satisfaction. A strategic location enhances customer accessibility and experience
(Singh & Singh, 2021). Easily accessible locations can lead to higher satisfaction and repeat visits.

Promotion, including advertising and special offers, can influence customer satisfaction by creating
awareness and perceived value (Hanaysha, 2018). Effective promotional strategies can attract
customers and enhance their satisfaction. Well-targeted promotional activities can boost customer
satisfaction by providing perceived value and improving the shopping experience (Umesha &
MariGowda, 2019).

Reliability, product price, sales/service location, and promotion are critical factors affecting
customer satisfaction. Recent studies demonstrate that these factors significantly influence customer
perceptions, satisfaction levels, loyalty, and repurchase decisions.

Consumer loyalty (LT)

In the dining world, customer loyalty is the holy grail, with researchers often examining LT from both
attitudinal and behavioral angles (Lee et al., 2006). The attitudinal aspect reflects a diner's desire to
maintain a long-term relationship with a restaurant, characterized by emotional commitment and
brand attachment. On the other hand, the behavioral aspect refers to repeated visits or frequent
dining experiences, often used to measure the loyalty of diners (Kim & Han, 2008).

The hospitality industry, including restaurants, often emphasizes the attitudinal approach when
assessing customer loyalty (Uslu & Eren, 2020; Wonganawat et al., 2022). Unlike industries where
repeat purchases may suffice to indicate loyalty, dining establishments focus on the attitudinal and
emotional commitment diners have toward the restaurant. Customers may dine at various places,
but true loyalty is exhibited when they feel deeply connected to a particular brand or restaurant,
leading to positive word-of-mouth and advocacy (Jongsuksomsakul, 2024; Nyamekye et al.,, 2023).

Studying consumer loyalty in Bangkok's dining sector is particularly relevant due to the city's vibrant
culinary scene (Rewtrakunphaiboon & Sawangdee, 2022), attracting locals and tourists (Cifci et al.,
2021;). Bangkok is known for its diverse and competitive restaurant industry, where customer
loyalty can significantly impact a restaurant's success and sustainability (Kiatkawsin & Sutherland,
2020).
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1. Service quality and satisfaction: Service quality is a critical determinant of customer satisfaction
and loyalty in the restaurant industry (Uslu & Eren, 2020). High-quality service increases customer
satisfaction, fostering loyalty (Ahmed et al., 2023). Research by Tuncer et al. (2021) supports the
notion that perceived service quality directly influences customer satisfaction and behavioral
intentions.

2. Cultural and regional factors: Bangkok's unique cultural and regional attributes influence dining
preferences and customer loyalty. Studies indicate that cultural context significantly shapes
customer expectations and loyalty behaviors (Chopdee, 2021). Understanding these cultural nuances
is essential for developing effective loyalty strategies.

3. Post-pandemic recovery: The COVID-19 pandemic has profoundly affected the hospitality
industry, highlighting the importance of customer loyalty for business recovery and growth (Li et al,,
2021; Yu et al,, 2021). Customer loyalty can buffer the adverse effects of economic downturns and
contribute to a quicker recovery. Bangkok, a major tourist destination, provides a compelling case
for studying how restaurants can rebuild and enhance customer loyalty in the post-pandemic era.

4. Technological advancements: Technology integration in dining experiences, such as online
reservations and digital loyalty programs, has become increasingly important. Studies show
technological innovations can enhance customer satisfaction and loyalty by providing convenience
and personalized experiences (Tai et al., 2021).

By examining consumer loyalty in Bangkok's Haidilao Hot Pot restaurants, this research contributes
to a deeper understanding of the factors that drive customer loyalty in a dynamic and culturally rich
market. This knowledge can create strategies for enhancing customer loyalty and sustaining
competitive advantage in the hospitality industry. Therefore, from the extensive review of the
literature and theory, the authors propose these six hypotheses (Figure 1):

H1: Service innovation (SI) influences service quality (SQ) directly and positively.

H2: Service innovation (SI) influences consumer loyalty (LT) directly and positively.
H3: Service innovation (SI) influences service satisfaction (ST) directly and positively.
H4: Service quality (SQ) influences service satisfaction (ST) directly and positively.
H5: Service quality (SQ) influences consumer loyalty (LT) directly and positively.

H6: Service satisfaction (ST) influences consumer loyalty (LT) directly and positively.

Service Quality

(5Q)

Consumer
Loyalty

(LT)

Service
Innovation
(1)

Service
Satisfaction

(ST

Figure 1: Conceptual model
MATERIALS AND METHODS
Population and sample

In this research, the population under investigation comprises consumers in Bangkok who have
patronized Haidilao Hot Pot (HHP) Chinese restaurants, specifically the Central World Mall and
Central Rama 9 Mall, at least once during June and July 2023. Determining the sample size follows

8932



Fan et al Antecedents to Haidilao Hot Pot Restaurant Consumer Loyalty

the guidelines of Schumacker and Lomax (2016) and Sarstedt et al. (2022), which recommend a
sample size based on structural equation model analysis principles. Having 10-20 times the number
of observed variables is advised. This study has 15 observable variables, indicating that the sample
size should ideally range from 150 to 300 samples. The researchers expanded the sample size target
to 360 individuals to ensure high research reliability. Subsequently, a systematic random sampling
approach was utilized, considering the proportion of consumers in Bangkok who used the services
of the HHP restaurant at the Central World Mall and Central Rama 9 Mall. The specifics of this
sampling process are detailed in Table 1.

Table 1: Sample collection method

Sample Group
Mall Branch Time Period
Target Collected %
11.00-14.00 60 54 90.00
Central World 14.01-17.00 60 46 76.67
17.01-20.00 60 57 95.00
11.00-14.00 60 53 88.33
Central Rama 9 14.01-17.00 60 47 78.33
17.01-20.00 60 55 91.67
Totals 360 312 86.67

Research instrument development

Questions related to service innovation were adapted from prior studies focusing on the innovative
aspects of service in the hospitality industry (Chen et al., 2015; Boonbandit, 2019). Items measuring
service quality were derived from the widely used SERVQUAL scale, which assesses various service
quality dimensions, including tangibles, reliability, responsiveness, assurance, and empathy
(Lieophairot & Rojniruttikul, 2023, 2024). Service satisfaction items were based on established scales
that evaluate the overall satisfaction and likelihood of recommending the service (Chun & Nyam-
Ochir, 2020). Questions related to customer loyalty were sourced from behavioral and attitudinal
loyalty scales, which measure both the intention to revisit and the emotional attachment to the
restaurant (Dandis et al,, 2022; Lee et al,, 2006; Saini & Singh, 2020). To gauge the overall dining
experience, general customer experience questions were included, which reflect the diners' holistic
view of their visit (Nyamekye et al., 2023). By clearly identifying the sources of the questions used
for each variable (Table 2), the study ensures the reliability and validity of the research instrument.
This approach aligns with established theoretical frameworks and enhances the findings (Chuenban
etal, 2021).

Table 2: The survey constructs, observed variables, item totals, and supporting theory.

Constructs Observed Variables Supporting Theory

Service. Meeting needs (SI1). (Boonbandit, 2019; Chang, 2022; Chen et al.,

Innovation Creating service experiences| 2015. Chouetal.. 2016: How 2022; Jiao, 2019;

) [SIZ.)' ) ) ) Li et al, 2021; Lieophairot & Rojniruttikul,
Delivering  innovation  to | 3023, 2024; Loh et al, 2024; Randhawa &
customers (SI3). Scerri, 2015; Truong et al., 2020; Wu, 2021;
Service Innovation (SI4) Zhang & Xu, 2016).
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Service Perceived needs (SQ1) (Ahmed et al., 2023; Inoni, 2021; Javed et al,,
Quality (SQ) v ) 2021; Kuo et al, 2011; Lee et al, 2005;
Service quality (SQ2). Namkung & Jang, 2007, 2009; Pan & Ha, 2021;

N Satti et al. (2020; Singh et al, 2023; Uslu &

Reliability (SQ3). Eren, 2020; Wang (2023; Zhong & Moon,

2020).

Service . (Ahmed et al., 2023; Ali et al., 2021; Ambler,
satisfaction | rchability (ST3). 2018; Chege, 2021; Chuenban et al, 2021;
(ST) Product (ST1). Hanaysha, 2018; Kabir, 2023; Mahin, &

. Adeinat, 2020; Namkung & Jang, 2009;
Price (ST2). Nyamekye et al, 2023; I%ajput &gGahfoor,
The sales/service location (ST3).| 2020; Singh & Singh, 2021; Singh et al,, 2023;
Sornsaruht & Sawmong, 2017; Umesha &
MariGowda, 2019; Zhong & Moon, 2020)
Customer . (Ahmed et al., 2023; Chopdee, 2021; Cifci et
Loyalty (LT) | brand confidence (LT1). al, 2021; Dandis et al, 2022;
Consumer trust and loyalty| Jongsuksomsakul, 2024; Kiatkawsin &
(LT2). Sutherland, 2020; Kim & Han, 2008; Lee et al.,
2006; Li et al., 2021; Nyamekye et al., 2023;
Rewtrakunphaiboon & Sawangdee, 2022;
Continuous service use (LT4). Saini & Singh, 2020; Singh et al,, 2023; Tai et
al,, 2021; Tuncer et al.,, 2021; Uslu & Eren,
2020; Wonganawat et al, 2022; Yu et al,
2021).

Promotion (ST4).

Access convenience (LT3).

Research instrument validity and reliability assessment

After the questionnaire’s design, the content validity (CV) was evaluated. To ensure the
questionnaire's strength, a panel of five experts from the researchers’ faculty reviewed the items
(Kerdtip & Angkulwattanakit, 2023), considering phrasing, appropriateness, and importance. The
assessment utilized the 10C rating scale. [tems with a value < 0.60 were subjected to revision or
removal based on the experts' feedback (Pimdee, 2020). Initially drafted in Thai, an additional
questionnaire was translated into English for customers who spoke other languages.

Subsequently, a reliability assessment of the questionnaire was conducted through a pilot test
involving 35 Haidilao Hot Pot (HHP) restaurant customers. The reliability assessment employed
Cronbach's alpha (a) values, with a threshold of = .80 considered acceptable for the HHP restaurant
survey items (Lance et al.,, 2006; Shrestha, 2021). All questionnaire sections exhibited acceptable
reliability, with o values for the latent variables ranging from 0.81 to 0.89 (Tavakol & Dennick, 2011).
None of the 35 pilot-test questionnaires were incorporated into the final survey.

For data collection in this study, an opinion questionnaire was used. The survey targeted consumers
in Bangkok who patronized the HHP restaurant (Wang & Theerakittikul, 2022). It comprised five
sections, with Part 1 having various personal information items. Parts 2-5 used a five-level Likert-
type opinion scale whose items had been qualified to have an I0OC = 0.60 and a reliability between
0.81 and 0.89.

Collection of data

Before the study's HHP restaurants questionnaire collection phase, the researchers obtained
permission from the managers and owners of two HHP restaurants in the Bangkok Metropolitan area.
As the collection phase began, the research team would physically visit the restaurants during the
periods detailed in Table 1. During these periods, they would approach every fifth diner waiting in
line and ask them if they would participate in an online survey concerning the restaurant’s dining
features, service, and quality. If the response was positive, they were given a QR code to scan from
which they could answer the questionnaire using Google Forms and their smartphones while they
were waiting. The target diner for the survey was any individual or group who had eaten at either
the HHP restaurant at Central World Mall or the Central Rama 9 Mall at least once during June or July
2023. From the 360 QE codes scanned, it was determined that 312 online responses were complete
enough for analysis.
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Data analysis

The data was analyzed using LISREL 9.1 for the confirmatory factor analysis (CFA) and subsequent
SEM, while SPSS for Windows Version 21 was employed to analyze the descriptive statistics. Mean
scores were interpreted using the five-level scale (Pimdee, 2020) (Figure 2). Validity assessment and
interpretation used a CFA with each diner's opinions on CL using the GoF (goodness-of-fit) analysis
criteria.

Strongly Agree 4.21 — 5.00

Strongly

Strongl Agree 5
Di s 1 -2 Mostly Agree
isagree 2%,
1.00 - 1.80 "’ Likert Opinion & * 341-420
Lowest level Agleement Scale . High level

Values and
Interpretations

Figure 2: Likert opinion scale
RESULTS
HHP restaurant diner characteristics

Table 3 reveals that 62.82% of the HHP restaurant diners were women. Most diners also obtained an
undergraduate degree (75%). Employment responses showed that 34.29% worked for a company,
and 23.08% were involved in private businesses. Somewhat interestingly, 16.35% indicated they
were students. Concerning monthly salaries, 37.18% indicated earning $411-$685 per month, while
another group of 27.56% was somewhat higher at $685-$959 per month. Finally, when asked how
much they spent at each seating, 37.50% indicated $27-$54 per meal, 24.68% spent $54-$82 per
meal, and 22.44% spent $82-$110 per meal.

Table 3: Respondents personal data (n=312)

Gender Consumers %
Male 116 37.18
Female 196 62.82
Highest level of education
Secondary school 38 12.18
\Vocational /Commercial degree |40 12.82
Bachelor's degree 198 63.46
Postgraduate degree 36 11.54
Occupation
Student 51 16.35
Governrpent official /state 29 929
enterprise
Company employee 107 34.29
Private business 72 23.08
Freelance career 46 14.74
Unemployed 7 2.24
Average monthly income
15,000 baht per month or less
($411). 25 8.01
15,001-25,000 baht ($411-
$685). 116 37.18
25,001-35,000 baht ($685-
$959). 86 27.56
35,991-45,000 baht -$959-
$1.233). 59 18.91
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More than 45,000 baht per 26 833
month.

Dining cost for each visit to a

Hai Di Lao Hot Pot Restaurant.

1,000 baht or less per visit ($27). [25 8.01
1,001-2,000 baht ($27-$54). 117 37.50
2,001-3,000 baht ($54-$82). 77 24.68
3,001-4,000 baht ($82-$110). 70 22.44
4,001-5,000 baht ($110-$137). [10 3.21
More than 5,000 baht per visit

($137 plus). 13 417
Totals 312 100

CFA results

Nyamekye et al. (2023) suggest using a CFA to assess the measurement's convergent validity.
Construct reliability (CR) is also undertaken using Cronbach's Alpha (a), the average variance
extracted (AVE), and loadings (correlations) (Table 4). The standardized loadings should also be
statistically significant and = .50 or ideally =.707 (0.65-0.92).

Therefore, according to Sarstedt et al. (2022), the lowest acceptable composite reliability value in a
PLS-SEM analysis 2 0.7, with AVE values are expected to be 2 0.5. In the case of the pilot test’s
Cronbach's alpha (o) reliability scores, all were good (= .8) and ranged between 0.81 - 0.89. Values
for AVE ranged between 0.50 and 0.62, which are considered acceptable. Composite reliability values
were also in acceptable ranges (0.75-0.87). Coefficient of determination (R?) values in research are
acceptable between 0.40 to 0.99, Especially if there is vital statistical significance (0.42-0.84).

Table 4: CFA testing results

Latent o Observed Variables
i 2

Variables AVE | CR Loading R
Service 087 | 0.62 | 0.g7 | Meeting needs (SI1). 0.68 0.47
Innovation (SI) Creating service experiences

(SI2). 0.75 0.56

Delivering innovation to

customers (SI3). 0.92 0.84

Service Innovation (SI14). 0.79 0.62
Service Quality | 0.81 | 0.50 | 0.75 | Pereeived needs (SQ1). 0.73 0.53
(SQ) Service quality (SQ2). 0.74 055

Reliability (SQ3). 0.65 042
Consumer 082 | 050 | 0.79 | Product(STL). 0.67 0.4
Satisfaction Price (ST2). 0.70 049
(ST) . :

The sales/service location

(ST3). 0.74 0.55

Promotion (ST4). 0.69 048
Consumer 0.89 | 0.58 | 0.5 | Brand confidence (LT1). 0.69 0.47
Loyalty (LT) Consumer trust and loyalty

(LT2). 0.75 0.56

Access convenience (LT3). 0.71 051

Continuous service use

(LT4). 0.89 0.78

GoF Results

Figure 3 details the study's criteria, supporting theory, and final CFA GoF assessment values. The
results all indicated that the model's values were in harmony with established criteria and theory

8936



Fan et al Antecedents to Haidilao Hot Pot Restaurant Consumer Loyalty

(Byrne, 2013; Dogan, 2022; Hooper et al,, 2008; Joreskog et al., 2016; Pimdee, 2021; Sarstedt et al.,
2022; Whittaker & Schumacker, 2022; Zheng & Bentler, 2024).

- (Byrne, 2013).
2 = 0.96 02- Relative Chi-square: yz/df
- ’ x - quare: j;
LU C‘ro_l_lbaCh s Alphﬂ ((1) P =0.01 64 A small Chi-sq e value, r i to the
Item reliability test. o1 =i degrees of freedom (df). indicates a good fit
(Sarstedt et al., 2022). ()_.81-89 2. (Byrne., 2013). However, there is no
= consensus concerning what ratio for p2/df is
- acceptable (2.0-5.0) (Hooper et al.. 2008).
09 - SRMR Goodness — of — Fit (Gof)
. Assessment Criteria and
Standardized Root 0.02 03 -99 — Goodness-of-Fit

Mean Square Residual Study Values

Index (Jireskog et al., 2016).

(Dogan, 2022). = 1gl ¢ s ’ b

— The Comparative Fit

Index is a revised form of the NFI

04 1.00 which takes into account sample size

- (Byrne, 2013), with values closer to 1

= 0.95 indicating a better fit (Pimdee,
2021). Very popular today.

Theory criteria — p = 0.05
CFA GoF values from the
study are in yellow/red — 0.96

08 - RMR

Root Mean Square 0.02
Residual (Dogan, 2022). =0

07 - AGFI 05
Adjusted Goodness-of-Fit Index (.97 0.00 _ Root Mean Square
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= 0.80

Figure 3: Criteria, supporting theory, and CFA GoF assessment
Correlation coefficient r testing results

Table 5 shows the correlation coefficient relationship results of the latent variables, with the
strongest interrelationship pair identified as CL to ST with a r = .77, *p < .01. This indicates that
consumer loyalty (CL) plays a vital role in a HHP restaurant diner's consumer satisfaction (ST).

Table 5: Latent variables r values (Under the Diagonal).

Latent variables SI SQ ST CL
Service Innovation (SI) 1

Service Quality (SQ) .70™ 1

Consumer Satisfaction (ST) .68 70" 1

Consumer Loyalty (CL) .70™ 68" 77" 1
Skewness -.87 -.71 -.96 -.88
Kurtosis .58 -.03 .72 .63

Decomposition of the correlation matrix for LT

All the causal variables were determined to positively influence an HHP restaurant diner’s loyalty,
whose combined factors explain the factors affecting CL's (R2) by 63% (Table 6). Additionally, the
total effect (TE) values from the coefficient of influence (R) testing found that SI had the most
significant influence on diner loyalty (LT) (TE=0.79). This was followed by SQ and ST, whose total
effect (TE) value strengths were 0.64 and 0.61, respectively.

Table 6: Decomposition of the correlation matrix for LT

. Independent variables
Dependent variables | R? Effect SI ) ST
DE 0.86**
Service quality (SQ) 0.74 IE -
TE 0.86**
Consumer Satisfaction DE 0.33" 0.48%
(ST) 0.56 IE 0.42** -
TE 0.75** 0.48**
Consumer Loyalty DE 0.14* 0.34* 0.61**
(LT) 0.63 IE 0.65** 0.30** -
TE 0.79** 0.64** 0.61**

*Sig. < .05, **Sig. <.01
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Hypotheses testing results

The testing results demonstrated that all six hypotheses were supported and consistent with the data
(Table 7 & Figure 4). A strong influence was found between service innovation (SI) and service
quality (SQ) in H1. A strong relationship was observed between service satisfaction (ST) and
consumer loyalty (LT) in H6

Table 7: Results of research hypotheses testing

Hypotheses Coef. t-test Outcome
H1: Service innovation (SI) influences service quality 0.86 12.01% Consistent
(SQ) directly and positively. ' )

H2: Service innovation (SI) influences consumer loyalty 014 1.98% Consistent
(LT) directly and positively. ' )

H3: Service innovation (SI) influences service " .
satisfaction (ST) directly and positively. 0.33 2.26 Consistent
H4: Se.rV1ce quality (SQ) influences service satisfaction 0.48 2 g7k Consistent
(ST) directly and positively.

H5: Se.rv1ce quality (-S.Q) influences consumer loyalty 034 2 49% Consistent
(LT) directly and positively.

H6: Service satisfaction (ST) influences consumer % .
loyalty (LT) directly and positively. 0.61 6.39 Consistent

*Sig. <.05, **Sig. <.01, coef. = coefficient of determination

Service Quality

(SQ) (R*=.7T4)

Service Consumer
Innovation Lovalty
(SI) (LT) (R*=.63)

Ho6 0.61*~

Service
Satisfaction

(ST) (R*=.56)

Figure 4: Final model

DISCUSSION

The results of this study provide a comprehensive understanding of the factors influencing consumer
loyalty in the context of Thai Haidilao Hot Pot (HHP) restaurants. All six hypotheses were supported,
demonstrating significant relationships between service innovation (SI), service quality (SQ), service
satisfaction (ST), and consumer loyalty (LT). Notably, the influence of SI on SQ (H1) was found to be
very strong, and the relationship between ST and LT (H6) was also strong.

Our findings underscore the importance of SI, SQ, and ST in fostering consumer loyalty (Ahmed et al.,
2023; Singh et al., 2023). The strong relationship between SI and SQ highlights the critical role of
innovation in enhancing service quality. This aligns with the work of Penpokai et al. (2023), which
emphasizes that an organization's culture, the pace of technology adoption, and human resource
competencies significantly impact firm performance. Our study extends this understanding by
demonstrating that service innovation can directly enhance service quality, thus contributing to
overall firm performance (Kankam, 2023).

The influence of SQ on ST further validates the importance of maintaining high service standards.
This finding supports existing theories on service quality management, which suggest that consistent
and high-quality service is crucial for customer satisfaction and loyalty. The moderate strength of
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SQ’s influence on ST indicates that while quality is essential, other factors also contribute to customer
satisfaction.

The relationship between ST and LT confirms that customer satisfaction strongly predicts loyalty.
This finding is consistent with the literature that emphasizes the role of satisfaction in building long-
term customer relationships. By ensuring high satisfaction levels, restaurants can foster loyalty,
encouraging repeat visits and positive word-of-mouth.

In practical terms, these findings offer valuable insights for practitioners in the restaurant industry.
For example, Haidilao's success can be attributed to its commitment to service innovation and
quality. By continuously innovating and maintaining high service standards, Haidilao creates a dining
experience that satisfies customers and fosters loyalty. This study suggests that other restaurants
can succeed similarly by prioritizing innovation, quality, and customer satisfaction.

Haidilao's innovative practices, such as using technology in the dining experience (Chou et al., 2016),
exemplify how service innovation can enhance customer satisfaction. For instance, using iPads for
ordering and robots for food preparation in Haidilao's Singapore outlet showcases the brand's
dedication to leveraging technology to improve service (Loh et al., 2024). This enhances the dining
experience and sets new standards in the industry.

Our study also highlights the importance of understanding and addressing customer needs. For
Haidilao, this involves offering traditional cuisine and exceptional service. The findings indicate that
pricing plays a significant role in customer satisfaction, with a considerable portion of Thai diners
willing to spend a premium for the dining experience at Haidilao. This suggests that restaurants
should carefully consider pricing strategies to align with customer expectations and perceptions of
value.

Theoretical contributions

This study makes several theoretical contributions to consumer loyalty and service management
literature. Firstly, it reinforces the significance of SI in enhancing SQ, providing empirical evidence
supporting innovation's role in service quality improvement. Secondly, it extends the understanding
of the relationship between SQ and ST, highlighting the importance of maintaining high service
standards to boost customer satisfaction. Lastly, it confirms that ST is a strong predictor of LT,
emphasizing the critical role of satisfaction in loyalty frameworks.

Practical contributions

For practitioners, this study offers actionable insights into improving consumer loyalty. By
prioritizing service innovation, maintaining high service quality, and focusing on customer
satisfaction, restaurants can enhance loyalty. The findings suggest that targeted marketing strategies,
robust loyalty programs, and strategic pricing can further strengthen the connection between the
brand and its customers.

Future research

Future research should explore these dynamics further, particularly in different cultural contexts and
with the integration of new technological innovations. Investigating specific customer preferences
and the impact of technological advancements on satisfaction and loyalty would provide valuable
insights for service improvements. Cross-cultural studies would be instrumental in understanding
how Haidilao’s success factors can be adapted for different markets.

Therefore, this study provides a comprehensive analysis of the factors influencing consumer loyalty
in the restaurant industry. By highlighting the significant roles of service innovation, quality, and
satisfaction, it offers valuable insights for both theoretical advancement and practical application.
These findings not only enhance the understanding of consumer loyalty but also provide valuable
guidelines for restaurants aiming to improve their service and foster long-term customer
relationships.
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CONCLUSION

In conclusion, this study comprehensively analyzes the factors influencing consumer loyalty in the
restaurant industry. By highlighting the significant roles of service innovation, quality, and
satisfaction, it offers valuable insights for both theoretical advancement and practical application.
These findings not only enhance the understanding of consumer loyalty but also provide valuable
guidelines for restaurants aiming to improve their service and foster long-term customer
relationships. By implementing the recommendations and pursuing further research, restaurants can
better adapt to emerging trends and challenges, ensuring sustained success in the competitive dining
landscape.
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