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1. Introduction:

The world is emphasizing on the hospitality industry as a wide and huge industry now a days.
Some studies claim that when a guest receives a great experience from the food and beverage
department in a hotel, especially the services, this is very important for the guests (Abukhalifeh &
Mat Som, 2012). Furthermore, when leaving a hotel, breakfast is the most memorable aspect of
the experience. That” completes the full experience of a guest, which leads to their satisfaction.

Food and beverage department competition has been growing, and it has become a big challenge
(Abukhalifenh & Mat Som, 2012). Jamaluddin et al. (2021) mentioned that in recent years, food
and nutrition have received a great deal of attention due to their essential importance, not only for
filling the stomach but also as major factors in improving mood, intelligence, and the reason to

enhance behavior.

Moreover, scientific studies have shown that food has a significant impact on many diseases.
Guests who revisit the same restaurants are affected by many elements, such as personal, cultural,
environmental, and mental behavior. In addition, when guests experience good service in a
restaurant, this makes them feel special, which impacts their feelings. Hence, a personal fancy
service in a restaurant effects guest satisfaction later on, leading to repeating the same restaurant
over and over again to feel unique like the first time. It’s not a matter of trying the meal alone, but
rather demanding the customer engage with their full senses and provide an enjoyable experience.
It follows by increasing customer satisfaction rates, which prompts them to post positive feedback;

on the other hand, this would make them repeat purchasing in the future (Cetins6z, 2019).

Companies progressively raise the expectations of their visitors by raising standards of quality or
satisfaction; this makes it harder and more expensive to satisfy them. Retaining a repeat customer
is crucial to a hotel since it lowers operating expenses over time. Returning customers are more
knowledgeable about the brand, need less explanation, buy more services, are prepared to pay
more for those services, and gladly refer others to the business (Ganesh et al., 2000). Apparently,
the reason behind the firm reaching guest satisfaction is to enlarge the business, increase
profitability, compete with other rivals, and earn the largest share of the market (Kandampully &
Suhartanto, 2000).



Quality of service is significantly associated with hotel staff; it has become one of the basic
elements for hoteliers to provide perfect service, which has a significant and positive impact on
guest satisfaction. For this reason, nutritional quality has improved through more recent upgrading
programs and other traditional and modern concepts in the field of the hospitality industry. To
conclude, during the last few years, food has changed from being essential to a luxurious element,

where it has become a tourist's target destination (Jamaluddin et al., 2021).

2. Research Problem:

This current research seeks to explore the association between food quality and guest’s loyalty in

the hotel industry in KSA Al Madinah Almonwarah, specifically in the haram area.

2.1. Theoretical gap:

Although researchers have previously studied the relationship between guests’ satisfaction and
loyalty with the food and beverage departments, there is a lack of comprehension regarding the

specific relationship between food quality and guest satisfaction and loyalty in the hotel industry.

2.2. Empirical gap:
Furthermore, there is an inadequate empirical gap in exploring food quality and guest loyalty in

the context of the hotel industry, leaving a gap in the literature.

Question of the research:

“What are the factors of food quality that affect guest loyalty in the hotel industry?”

3. Significant of the Research:

This research focuses on the quality of food that should be healthy while taking care of all nutrition
elements, cooked deliciously, and represented attractively. Moreover, all of these will impact
guests’ satisfaction, thereby gaining their loyalty and reaching the significant target of increasing

the profits of the hotel industry.



3.1.Theoretical Significant:

This research will add more information to existing findings about the relationship between the
food and beverage department and customer satisfaction and loyalty. Furthermore, it will shed light

on the nutrition of the food during the guests’ stay.

3.2. Empirical Significant:
Developing strategies for food and beverage management: this research will assist food and
beverage management in improving their strategies regarding food quality, maintaining costs, and

gaining guest satisfaction.

Enhancing the quality of food: enhancing the quality of food by choosing the best options for

guests during their stay so it would be a remembered experience.

Demonstrating the importance of food will help general managers and stakeholders see how
important it is to the F&B department and make their planning decisions to maximize guest

satisfaction.

4. Research questions:
The current research aims to study the main research question: “What are the factors of food

quality that affect guest loyalty in the hotel industry?”

To answer the main research question, we need to answer the following sub questions:
Sub-Question 1: What are the factors of food quality?

Sub-Question 2: What are the challenges of food quality and their measures in hotel industry?
Sub-Question 3: How does food quality contribute to guest loyalty in the hotel industry?

Sub-Question4: What strategies can enhance guest loyalty in hotel industry within food quality?

Sub-Question5: How can this research assist hotel managers to provide the best experience in

food services to gain guest loyalty?

Sub-Question6: How can guest satisfaction increase hotel profits?

5. Research Objectives:
1- To study the factors affecting food quality.



2- To demonstrate the challenges of food quality and their measures in the hotel industry.
3- To evaluate the contribution of food quality to guest loyalty in the hotel industry.

4- To explore the enhancing strategies for guest loyalty within the food quality industry in the
hotel industry.

5- To assist hotel managers in providing the best experience in food services to gain guest loyalty.

6- To examine how guest satisfaction increases hotel profitability.

6. Research Hypotheses:
e There is a statistically significant positive relationship between food quality and guest
satisfaction.
e There is a statistically significant relationship between guest satisfaction and guest loyalty.
e There is a statistically significant relationship between guest loyalty and enhanced hotel
performances.
e There is a statistically significant relationship between guest loyalty and the increasing

profitability of the hotel.



7. Research Model:

Food Quality

Guest Satisfaction

Guest Loyalty

Enhancing Hotel Performance

Increasing Hotel profitability

The propsed research model.source:researcher (figuerl)

8. Study Setting:

This research focuses on food quality and guest loyalty. The appropriate places for this research
are hotels and restaurants, specifically the F&B (food and beverage) department. What is the
importance of food quality to guests and how will this impact their loyalty? Al Madinah Al
Monwarah city, specifically Al masjid Al Haram hotels, is the area where the study will take place.
Due to its significant place to pilgrims and one of the most visited places in Kingdom of Saudi
Arabia during the year, there are two high seasons every year, which are Ramdan and Haj seasons,
that have the highest occupancy. This research will help improve the catering services provided to
the guests of Alrahman. Coming from all around the world, they travel from near and far distances
inside and outside KSA. Hence, it is necessary to provide safe, healthy, and delicious food so
guests leave the hotel with a good experience. Also, to decrease the chances of having food

poisoning and gain their satisfaction, which leads to profitability.



. Research Methodology:
Research Philosophy: (positivist).
Research Approach: (deductive).
Research Strategy: (survey).
Research Choice: (quantitative).

Time Horizon: (cross- sectional).

AN S e —

Data Collection and Analysis Techniques: Statistical analysis

(questionnaires, T-tests, ANOVA, Correlation, Regression)

Positivist

Deductive

Survey

Quantitative

Cross-
sectional

Questionnaires

Research onion.source:researcher (figuer2)
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10. Suggested Project Structure:

Chapter 1: Introduction

Chapter 2: Literature Review

Chapter 3: Research Methodology

Chapter 4: Statistical Analysis

Chapter 5: Findings™ Discussion and Conclusion

Sugested projuct structure.source:researcher (figuer3)
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Literature Review

2.1.Introduction

Nutrition specialists have been studying the importance of global nutrition programs to enhance
the health of people around the world. Over the last few years, food quality has become
considerably more fundamental (Shekar 2022). Food has developed from the mainstay of
tourism into a major reason for visiting many tourism destinations; it has become a significantly
important part of marketing due to guests eating at least two or three times a day (Zahra and
Mohamed, 2020).

Currently, the market competition of the hotel industry is expanding globally, and it is
challenging to maintain guests due to social media. The expectations of guests have been raised
and the companies are trying to meet their expectations, however pleasing them has become
difficult and lavish. On the other hand, a returning guest knows the product will cost less than a
new guest. Because they require less information, they would pay a higher price to purchase
more services and willingly offer word of mouth recommendations to others (Ganesh, Arnold,
and Reynolds, 2000).

Furthermore, Jamaludin, Noran, etc. (2021) mentioned in their study that many resorts and hotels
offer meals to a large number of guests during their stay. Therefore, the importance of healthy food
and its impact on customers’ satisfaction had to be evaluated and studied. The majority of related
studies examined the behavior of workers and ensured the application of health requirements in

the kitchen.

In addition, today, there is a rapid increase in the demand for services, and all service providers
are fighting to deliver the best possible service to their clients, especially those who frequent five-
star hotels' restaurants. (Abdullah et al.,2022)

Companies in the food and beverage services industry need to pay attention to more than just the

standard of their goods and the quality of customer care they offer. (Aftab et al.,2016).

When assessing the appeal of Five-star hotel outlets, customers usually take into account the

quality of the service in addition to the flavor and appeal of the food and beverages (Akoya et al.,
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2015). Customer satisfaction is also highly influenced by exceptional personnel performance and

quality of service (Abdullah et al., 2018).

A few past research Ali et al. (2013), Almohaimmeed (2017), Alrousan & Abuamoud (2013), Al-
Tit (2015), Alzoubi et al., 2021), Antun et al. (2010), Ali & Amin (2014) examined the relationship
between outstanding customer service and satisfaction, loyalty, and satisfaction, loyalty and
confidence, and trust in loyalty. Because this study is unique, the researchers try to ascertain how,
in the face of intense market rivalry in the Five Star Hotel restaurants, customer retention is

impacted by service quality, food and beverage quality, satisfaction, and trust (Barber et al.,2011).

Customers judge the worth of services based on how satisfied they are overall with the experience
and the quality of the services they receive. A luxurious hotel Services are conscious that if they
can differentiate themselves from their competitors in terms of exceptional customer satisfaction
and excellence of service. Five-star hotel restaurants still struggle to give their customers high-
quality service since services are intangible and the service sector is growing quickly. to ensure
that guests of five-star hotels' restaurants receive the required quality of service, since this will

boost the nation's economy by encouraging more leisure-related activities (Abdullah et al., 2023).

This research focuses on studying the impact of healthy food on hotels and tourism and how it will

impact on guest satisfaction and lead guests to be willing to choose the same hotel again.

2.2. Food Quality

2.2.1. Food definition

Food is “any substance eaten or drunk by a person to supply the body with the necessary nutrients. For
its life or just to enjoy its taste, it is the primary source of energy and growth for humans. Its origin is
either vegetable or animal.” (Albsol 2014, p7)

For more explanation, Mahmoud (2010) saw that healthy food contains an appropriate amount of
protein, provides the body with energy, and contains diverse sources of nutrients. It helps the body
grow, increase its vitality levels, and maintain the appropriate weight for the individuals. It contains all
the essential amino acids, as well as being completely free of toxic substances and toxins added to it
under the name of preservatives, and it must be free of environmental pollutants. Such as heavy metals,

pesticides, or chemical residues, and not cause an allergic reaction after consuming them.
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Healthy food has become significantly important in our lives. Research in recent years has shown
interest in healthy food toward the connection between sickness and healthy food, so we found lots of
staff started to change their food habits to live a better life so they started to have an interest in calories,

fat, cholesterol, sodium (salt), fiber, and food allergy vigan (Alhamagqi 2010).

2.2.2. Food poisoning
In the previous studies, they defined food poisoning as the changes that happen to food when it is
leftover and change its natural and chemical properties, which lead to a decrease in nutritional

value and cause sickness conditions if it contains microbes.

Food spoilage is defined as unwanted changes in natural and chemical characteristics that lead to
reducing the nutritional value and causing disease if it contains pathogenic microbes and

parasites (Alesily, etc, 2014).

Pollution is defined as the unintentional presence of a harmful substance. Harmful pollutants can

be biological, chemical, or physical, causing illness, injury, and death (Jamaluddin et al. 2021).

There are vital factors such as microbes, viruses, and enzymes present in food; there are also abiotic
factors such as the oxidation of some food components with oxygen or the occurrence of reactions
from the color or texture of food. They are quickly spoiled foods, moderately spoiled foods, and

lowly spoiled foods, according to those factors mentioned (Hmaqy 2018).

2.2.3. Sanitary conditions related to kitchens and restaurants in hotels

According to Mustafa Wadomah (1995), using clean, well-made cooking equipment is essential to
producing nutritious food. Therefore, avoid using utensils that pose a health risk and opt instead
for safer options. Regarding aluminum cutlery, it has been linked to both Alzheimer's disease and
muscular atrophy. The prep area needs to be covered for convenience and have bright, clear
illumination.

Look into the food to find any contaminants. There must be designated sinks for dishes and other
culinary items. Conversely, in order to avoid the situation, equipment used to serve food and
beverages should also be inspected on a regular basis. Any pollution, and always have detergents

and disinfectants available for hand washing basins, marking them.
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2.2.4. Health conditions related to food workers in hotels
The information available to workers in the field of food production and handling is often
insufficient about the means and opportunities for food contamination and the methods of
preventing it. Most workers in this field are not familiar with health requirements, in addition to
the low level of personal hygiene, and they are not skilled enough. And training in terms of

handling, preparing, and storing food under good hygienic conditions, which leads to an increase.

Chances of food contamination and the spread of diseases resulting from contaminated food, such
as bacterial diseases transmitted through food such as salmonella, typhoid, and cases of food
poisoning. Therefore, workers must be medically examined, trained, and given skills and

experience in their field of specialization (Mahmoud, 2015).

2.2.5. Food tourism
A study showed that there is something called food tourism, which focuses on local or traditional food for

the country. This is one of the factors that the guest might try and be satisfied with.

Food tourism is undoubtedly one of the greatest ways to learn about the lifestyle of a people. It combines
food, environment, culture, and the rituals of preparing and serving food. All these endless values define
the identity of a tourist destination, and few countries have a local cuisine based on a historical basis

supported by infrastructure products, raw materials, hotels, and restaurants (Aulet et al., 2019).

Food tourism is an emerging phenomenon developed as a tourism product. Recent studies have shown that
more than a third of tourists spend their allocated funds on food, and it is also of great importance to

determine the quality of the experience gained from the tourist trip (Georgica, 2014).

The food tourism experience is linked to the constant search for everything related to the cultural heritage
associated with local food, so it can be said that it applies to tourists who plan their trips partially or
completely in order to taste specific dishes that a country is famous for or to participate in activities related
to the art of cooking, and it is very important. Differentiate between tourists who consume food as part of
the tourist experience and tourists whose activities and behavior are affected when choosing a tourist
destination to visit. Pay attention to food, as food is the main motivation for travel (Hjalager and Richards,

2002).

WTO (2012) shows in their article that a food tourist is, in short, the tourist for whom food is a priority that
drives his travel motivation and contributes to determining the travel destination he chooses. Food tourists

participate in new trends of cultural consumption. They always look for the authenticity of the places they
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visit and are interested in the origin of local foods, as they are aware of the value of food as a means of

social communication, so food must have a purely local character.

Gheorghe (2014) claimed that the success of food tourism is linked to the extent to which the role of heritage
is activated, which serves as an attraction for tourists who are always looking for diversity and authentic
experiences. So we find that any proposal to strengthen travel motivations for the sake of food tourism must
be based on the local heritage of the host country as well as the principles and practices of sustainability in
a way that is compatible with travel motivations in our current era, the main concept of which is based on

the design and creativity of products and services that achieve tourist satisfaction.

Cooking methods include learning about the culinary culture in a particular region or country and what it
includes, like local cuisine of historical origin, the dietary practices of the people of this region, and the

place of local food that generally forms part of its history and culture (Ellis et al.,2018).

The art of cooking has a significant impact on the tourist’s satisfaction with the tourist experience, as it is
an integral and inseparable part of this experience, as the tourist destination provides local food recipes, the
most skilled chefs, and the cultural background necessary for this to provide tourists with in-depth
knowledge about local cuisine, which makes the art of cooking an ideal product for tourist consumption

(Crotts and Kivela, 2006).

Gastronomic methods have undoubtedly become one of the most advanced tourism products in this field,
as several different tourism styles can be combined into one integrated package that makes the tourist spend

a longer period of time compared to a specific tourist style or one attraction (Getz and Robinson, 2014).

The sale of food products is promoted and marketed through these methods, and this is reflected in the
development of the local economy and the support of the culture and identity related to this place. (Feola,

2011).

2.3. Customer Loyalty

2.3.1. The definition of guest loyalty

Consumers exhibit differing levels of commitment, loyalty, or devotion in different facets of their
everyday interactions. In consumer contexts, loyalty is also present, and it has garnered significant

attention in the marketing literature (Kandampully et al., 2000).

Generally, the term, customer loyalty is defined as follows:
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1. Consistently buy quality services over time.
2. Possess positive opinions regarding quality services.

Three distinct dimensions make up customer loyalty: behavioral, attitudinal, and composite.
Metrics of regular, consistent purchasing behavior are taken into account when measuring
behavioral loyalty. Specifically, it deciphers a type of consumer behavior steered throughout time

toward a specific brand (Bowen and Shoemaker, 1998).

Only behavioral aspects were used by researchers (Ehrenberg, Goodhardt, and Barwise, 1990;
Krishnamuthi and Raj, 1991) to measure loyalty. As Carev (2008) noted, the issue with this kind

of evaluation is that it offers only a partial knowledge of the variables driving recurrent purchase.

Frequent purchases are not necessarily the consequence of a psychological connection to the brand,
which is another issue with the behavioral approach (TePeci, 1999). For instance, a tourist could
choose to stay in a hotel just because it's in the most convenient place. They move when a new
hotel across the street opens because it's more affordable. As a result, recurring purchases may not

always indicate loyalty (Bowen and Chen, 2001).

In order to capture the emotional and psychological connection that is vital to loyalty, attitudinal
data is used in the attitudinal measures of loyalty. The sensation of participation, affiliation, and
loyalty are the subjects of the attitudinal measures. There are times when a guest has a positive
opinion of a hotel but chooses not to stay there (Toh et al., 1993). Intentions to repurchase and
recommend are examples of attitudes that are predictive of a loyal consumer and are referred to as

attitude dimensions (Getty and Thompson, 1994).

The predictive power of loyalty is significantly increased when attitude and behavior are included
in the definition of loyalty. For this reason, composite measurement is widely recognized as a two-
dimensional construct that helps researchers understand customer loyalty in a variety of industries,

including retail, leisure, high-end hotels, and airlines (Pritchard and Howard, 1997).

The composite approach to customer loyalty—which takes behavioral and attitudinal factors into
account—was chosen for this study based on an analysis of loyalty ideas. In addition to other, more

overt loyalty behaviors like positive word-of-mouth and repeat business, customer loyalty is made
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up of both an attitude of commitment to the relationship (such as price insensitivity) and other

behaviors (Oliver, 1999).

Thus, clients who have positive opinions of the hotel, promise to rebook the good service, and tell
others about the hotel are considered loyal consumers. According to this concept, the degree of a
guest's loyalty might vary, from total allegiance to never considering staying at a hotel again. This
description would characterize an exceptionally devoted visitor as someone who: stays at a hotel
on a regular basis; has a great opinion of the hotel; and never considers staying at another hotel in

the area. Carev (2008).

2.3.2. The Importance of Customer Loyalty in the Hotel Industry

It is now acknowledged that the hotel business is a worldwide one, with suppliers and customers
dispersed around the globe (Kandampully et al., 2000). It is no longer seen as a luxury to utilize
hotel amenities like the restaurant, bar, spa, or wellness center. These services are become a

necessary part of many people's daily lives.

In addition, during the past 20 years, the need for hospitality services beyond the standard offerings
meant for travelers has driven the global hospitality industry's expansion and escalated

competitiveness in the market (Kandampully et al., 2000).

The ever-increasing volume and velocity of competition is one of the biggest problems facing hotel
businesses today, according to Kandampully and Suhartanto (2000). Customers benefit greatly

from competition since it offers them more options, better pricing, and higher levels of service.

Furthermore, there isn't much that sets one hotel's goods and services apart from another. Thus,
gaining a competitive edge is essential for hotel enterprises. Two well-known tactics are being

used by hotel operators to obtain a competitive edge.

These are: 1. Establishing low-cost leadership via price reductions; and 2. Fostering customer
loyalty by offering distinctive advantages to clients. In an endeavor to increase their market share,
hotels face a significant danger of negatively affecting their medium- and long-term profitability.
According to Kandampully et al. (2000), a hotel's capacity to stand out from the competition and

win over repeat business depends more on service quality than pricing.
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Because clguest loyalty is so important, businesses are attempting to increase it through
relationship marketing techniques and retention programs (Hallowell, 1996). Because loyal

consumers assist a business in many ways, it is crucial to have them as clients.

According to Reichheld and Teal (1996), Customer loyalty has many benefits, such as a steady
flow of income, lower marketing expenses, increased revenue per customer, lower operating costs,
higher referral rates, higher price premiums, and switching barriers among devoted clients who
resist easily being courted by rivals. Given these advantages, hotel companies' ability to retain
customers is a critical requirement for their continued existence (Reichheld and Teal, 1996;

Reinartz and Kumar, 2000; Yi and Jeon, 2003).

2.3.3. Guest Satisfaction

The worldwide service industry is nevertheless characterized by intense competition. The lodging
industry has faced challenges in lowering cycle times for product development, improving product
design, and raising quality and service standards. While there has been significant improvement in
these areas, achieving complete customer satisfaction remains one of the most crucial goals in the

modern hotel sector (Skogland a. Siguaw, 2004).

In a market-oriented company, customer happiness is regarded as one of the most significant
results of all marketing efforts. Expanding the business, gaining a larger market share, and gaining
repeat and referral business are all necessary for the firm to satisfy its customers and ultimately

increase profitability (Barsky, 1992).

According to research on services marketing, happy customers make larger purchases more
frequently and on each visit. Additionally, the happy consumer recommends their friends and
family. Sales, service, contentment, and profitability are all directly correlated. Customers spend
more when they are happier (Gerson, 1993). Sales increase as client spending does. Additionally,

revenues often increase as more units are sold (Gerson, 1993).

Moreover, the cost of selling to happy customers is far lower than the cost of luring in new clients
from the competitors, and they are also less inclined to shop about for the best deals. Contented
clients are the most economical and productive kind of promotion. On the other hand, a dissatisfied
client is likely to tell other people about the negative experience in addition to taking their business

elsewhere.
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According to Hill and Alexander (2000), it often only takes two unfavorable interactions to turn
someone into a lifelong adversary, but it may take several positive encounters to build consumer
loyalty. Therefore, increasing customer pleasure does increase profits. Furthermore, the term
"customer satisfaction" has been employed to denote contentment with a particular service
encounter or consuming experience (Bitner, Booms, and Tetreault, 1990; Oliver and Swan, 1989).
According to Cronin and Taylor (1992), it may also be defined as a synopsis of a customer's whole

experience with a business or its offerings.

Repurchase intention frequently appears in customer satisfaction studies as a result of satisfaction
(e.g. Boulding et al., 1993). Customer loyalty is influenced by positive experiences, which also
impact future purchase intentions. Academics contend that overall satisfaction levels have a
significant impact on consumer loyalty (e.g., Anderson and Fornell, 1994). Customer loyalty is
determined by a number of factors, including satisfaction, which has been proven to be empirically
supported by a number of research (Bolton, 1994; Rust and Zahorik, 1993). Customer satisfaction
and repurchase intentions have been related in other research (Cronin and Taylor, 1992; Oliver,

1980).

Though it is unclear how predictive repurchase intentions are of actual purchase behavior, as
Anderson and Fornell (1994) point out, a satisfied customer is likely to repurchase the product or

service because it reduces the risk associated with an unknown product offering.

Researchers continue to endeavor to ascertain the conceptual and empirical differentiations
between service quality and customer happiness (e.g., Bitner and Hubert, 1993; Oliver, 1993;
Taylor and Baker, 1994). However, according to Zahorik and Rust (1992), there is now "no
universal agreement upon" the link. As a matter of fact, there are several situations when customer

pleasure and service quality are synonymous (Iacobucci, Grayson, and Ostrom, 1994).

After analyzing the research on customer satisfaction and service quality, Liljander and Strandvik
(1995) proposed that satisfaction is more strongly correlated with future behavior than service
quality. The means to retention and satisfaction are quality and service. The confirmation-
disconfirmation paradigm and comparison level theory (Oliver, 1980), which are based on earlier

research, provide the framework for this study's examination of visitor satisfaction.
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2.4.The relationship between food quality and customer satisfaction and
loyalty
Most researchers focus on services and customer loyalty but not in particular food quality in the
hotel industry. However, serving the food is one of the services that are provided to the guest in
any hotel that impacts on their satisfaction and loyalty. Hence, many studies refer to food and

beverage as services.

Noran, Abdulamuneem, et al, (2021) claimed in their research Healthy food represents one of the
basic pillars of life for all living beings. Food safety is of great importance in hotels and resorts,
because it plays a role in increasing sales and ensuring health, which is achieved by improving
the performance of employees and following rules and procedures during the stages of the food
cycle in resorts. Their research revealed that a decrease and deficiency in the availability of
health requirements in resort kKitchens and restaurants. This is due to various reasons such as low
cleanliness and sanitation in the kitchens and restaurants, as well as unclean utensils used in food
preparation and consumption. inability of service providers to answer customer food inquiries,
and failure to take customer suggestions to improve the service provided to them. The results
also showed a decrease in the availability of health requirements among the workers responsible
for preparing and serving meals, as they did not adhere to safety and occupational health
instructions in each stage of food preparation. Therefore, their study has given Recommendations
for Resort Restaurants:

e Activate oversight by food health regulatory authority on the food cycle.

e Ensure employees have access to health cards and timely vaccinations.

e Provide continuous training and special education courses for workers on health
standards application in the food cycle.

e Increase the standard of health practices in food preparation and delivery.

e Diversify balanced food items for workers to increase satisfaction.

e Apply health requirements at the procurement stage for all dry, cold, and frozen foods.

e Ensure availability of health requirements during preparation and processing.

e Ensure availability of health requirements for cooking phase of all food items.

e Approve health requirements for catering phase and equipment for maintaining food

temperatures.
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e Asking guests for suggestions should be mandatory for improving nutritional and health

value.

Despite that, these recommendations are implemented in Kingdom of Saudi Arabia hotels by the Ministry
of Municipality and Rural Affairs, so they send an unannounced team to check regularly at all the places
serving food. Although this study revealed valuable results, the influence of the quality of food and guest

loyalty.

Another study Mohamed and Norhan(2020) examine in their study, that tourists tend to experience
new foods and identify food habits and traditions. They prefer participating in food-related
activities such as festivals, exhibitions, and cooking arts programs. Tourists accept tourism
programs that determine the quality of local food in the destination. Local food can be a major
driver of travel and a reason to repeat visits to tourist destinations. Considering local food is a

unique opportunity to understand local culture.

A survey of five-star hotel workers revealed that they tend to have tourists and inmates who
prefer certain foods and order them. The quality of local food provided increases tourist
satisfaction. The study considers it necessary to take into account tourists' views on local foods.
Some tourists ask about the historical origin of some of the agencies offered to them. Hotel
workers tend to be neutral about hotel organization, which is associated with food tourism. Most
employees agree that marketing officials should be coordinated with the food and drink sector.

This also shows a positive relationship between food quality and guest loyalty.

Abdullah, O., Sufi, T., and Kumar, S. (2023) The results show in their analysis that food and
beverage quality positively affects customer satisfaction in five-star hotel restaurants. Again, the
level of service that five-star restaurants offer positively impacts guest happiness. Satisfaction
has a favorable effect on customer retention. The show that the quality element has the most
beneficial influence on customer happiness when compared to other elements. Such as food and

beverage costs.

Quality also has a positive impact on restaurants at five-star hotels in terms of customer
satisfaction and desire to repurchase. The objectives of this inquiry were fulfilled by the

empirical study outcomes. The results show a strong correlation between customer trust and
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retention, particularly when it comes to food quality, beverage quality value, and service level.
regardless of the environment, surroundings, and When there was a negative correlation between
the customer satisfaction of five-star restaurants and the features of customer retention, customer
satisfaction had a mediating effect. There is a significant relationship between service quality

and customer retention, with customer satisfaction acting as a mediating factor.

Another finding by (Muringo Ngatia, 2023) the current study revealed several key findings. First,
the results revealed a significant relationship between decision convenience and guest loyalty.
Second, a positive relationship between access convenience and guest loyalty was found. Third,
the positive effect of transaction convenience on guest loyalty was found to be insignificant.
Fourth, benefit convenience and guest loyalty are directly related. Fifth, post-benefit convenience
and guest loyalty are directly related. Lastly, the results revealed that guest satisfaction partially
mediates the relationship service convenience has with guest loyalty. Thus, guest satisfaction is a
prerequisite for guest loyalty. Even though service convenience significantly impacts guest loyalty,
satisfaction contributes to the relationship’s growth. In addition, the unique contribution of each
dimension of service convenience to guest loyalty significantly differs. The study shows that
benefit and post-benefit convenience contribute the highest to guest loyalty, followed by access
convenience. Decision convenience accounts for the lowest unique contribution to guest loyalty.

However, transaction convenience was found to have an insignificant impact on guest loyalty.

2.2.1. The relationship between guest satisfaction and guest loyalty

A corporate strategy known as "guest satisfaction" focuses on providing value to clients,
understanding and controlling their expectations, and exhibiting the capacity to fulfill obligations
to them. For any food and beverage department to succeed, providing high-quality service and
satisfying customers are essential (Parasuraman, Zeithaml, & Berry, 1988). Hallowell (1996)
examined the connections between visitor pleasure and guest loyalty and established a link
between the two. The quality of tracking visitor satisfaction and its impact on guests' intents to
promote the stay of potential guests were both confirmed by Getty and Thomson in 1994. Zeithaml
and Bitner (1996) uncovered the positive and negative correlations between image, loyalty, and

visitor satisfaction.
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2.5.Conclusion

Restaurant managers at five-star hotels will benefit from this study in a number of ways. They may
take advantage of these problems to enhance dining experiences for guests and elevate standards
across the restaurant industry. For the dining experience to be improved, metrics of customer
satisfaction and loyalty are crucial (Carranza et al., 2018). Food, drinks, ambiance, and service

quality all contribute to customer services.

Greater food and service quality, as well as higher prices, have all been linked to better dining
experiences and repeat business in hotel and restaurant settings, according to numerous academics'
study papers (Carranza et al., 2018; Ladhari et al., 2008). The primary contribution of this study is
the identification of factors that influence customer satisfaction by accounting for food and service

quality.

Their evaluations on the caliber of the food, drinks, and service have a beneficial effect on their
happiness. Second, we evaluated the indirect link between satisfaction metrics, including customer
loyalty, utilizing the managerial impact of customer satisfation. This study found that the quality
of the food and drinks had a beneficial effect on customer satisfaction in restaurants in five-star
hotels. According to this study (prepared by the authors, 2023) providing excellent food is the main

indicator of recurring business at restaurants.

The study's findings are consistent with other evaluations (Ali et al., 2018). Service quality is the
primary factor determining customer satisfaction. The results of this study showed a significant
relationship between client satisfaction and service excellence. The results of this investigation are
in line with the findings of other studies (Carranza et al., 2018; Alrousan & Abuamoud, 2013).
Figure 2 shows how customer satisfaction and retention are significantly correlated. It shows that
customer satisfaction acts as a complete and positive mediator between the elements influencing

consumer satisfaction and the desire to make another purchase (Abdullah et al., 2022b).

This result is in line with the findings of previous conclusions (Carranza et al., 2018; Al-Tit, 2015;
Abdullah et al., 2018). In the context of a five-star restaurant in Delhi, this research recognizes the
importance of a number of customer satisfaction characteristics to predict client retention or buy

intentions from a management perspective. Management should create a welcoming environment
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and make sure that all the facilities are provided in order to boost customer satisfaction, their

likelihood to return, and their tendency to recommend the restaurant to others.

The results of the study show that professional service quality has the most impact on computer
science. It is recommended that managers of restaurants keep a careful eye on the quality of service
offered in their businesses. The immediate impression that a service leaves on customers is a better
indicator of its quality than any objective metric. It is recommended that restaurants provide
flavorful, multicuisine cuisine in order to fulfill a range of client levels when it comes to food and

beverage quality.

Price is a very sensitive topic for customers; thus pricing strategies should take the competition
into account in addition to other internal and external factors. Customer happiness and the
likelihood of repeat purchases are indirectly predicted by the quality of the food, beverages, and
services. As customer pleasure rises, so does customer loyalty. Even while the item approach
should be acceptable for analyzing the quality of the F&B services available at other five-star
hotels, it is not possible to extrapolate the particular findings on the performance of the five-star

hotels under investigation to other hotels.

The method used to obtain the data is an additional limitation. The expectations score should be
acquired before the client uses the service, and the perception score should be gained after the
customer has used the service, following earlier methods for assessing service quality. In the five-
star hotel's restaurants, data on service quality, customer happiness, and customer retention were
concurrently collected for this study. Despite these drawbacks, we think that our study significantly

improves our ability to identify service quality.

particularly with regard to the F&B services that five-star hotels provided. However, it could be a
good idea to conduct more investigation. Future research should have a larger sample size and
cover more hotels. In another study, the cultural variations in how visitors rate the quality of service
at five-star hotels are being examined. Additionally, this metric may be utilized to look into

customer.

The main findings of the current study provide the basis for various conclusions. First, there's a
greater chance of hotel loyalty among patrons who experience greater degrees of choice

convenience. Second, visitors are more likely to stick with hotels if they feel that the level of access
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convenience is higher. Third, visitors are more likely to remain faithful to hotels if they sense
higher levels of benefit and convenience. Fourth, there's a greater chance of hotel loyalty among
visitors who perceive higher degrees of post benefit convenience. Fifth, in the midst of decision,
access, benefit, and post-benefit service conveniences, transaction convenience has a favorable but

negligible effect on visitor loyalty.

As a result, there may not be a correlation between transaction convenience and hotel patronage.
Sixth, compared to those who experience higher levels of decision, access, and post-benefit service
conveniences, respectively, guests who perceive higher levels of benefit service convenience are
more likely to be devoted. Benefit service convenience, then, is the better aspect of service
convenience and has a greater impact on customer loyalty. Finally, it was discovered that the
connection between service convenience and visitor loyalty was somewhat mediated by guest
satisfaction. Thus, when customers are happy with the services, it is more probable that service

convenience leads to increased hotel loyalty (Muringo Ngatia, 2023).
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