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ABSTRACT: This study aimed to investigate the structure and dimensions of  restaurant 

analyse the data collected from one hundred and twenty respondents. Before testing the hy-
potheses, inner and outer model evaluations were performed and the results showed that the 

-
archical structure with cognitive, affective, and conative which are recognised as primary di-

-

restaurant managers in creating customer loyalty. Keywords:

INTRODUCTION

When people go out to socialise, eating out is one of  the main activi-

the wide variety of  cuisine are the other reasons for Indonesians to 



dine out.  To facilitate the increasing demand of  the dining out activ-

As the restaurant industry continues to grow, the issue of  loyalty has 

since it will make the company survive. Apart from its role in support-

While loyalty is recognised as an important concept in marketing 
studies, some issues rise around this concept, especially in the area of  

-

in marketing studies, there is a lack of  understanding and no consen-
-

-

-

-

Hence, it is suggested to measure loyalty as a simultaneous considera-

Separated from the issue of  the formation and the structure of  

-
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1. 
2. -

-
taurant management.

and customer satisfaction in the area of  moderate upscale restaurants 

practitioners who are already operating in or preparing to enter the 
-

ings might help these organisations in developing and implementing 

LITERATURE REVIEW AND MODEL DEVELOPMENT

-

-
-

-
eral approaches were perceived from the structure of  loyalty itself. As 
previously mentioned, among scholars, the concept and dimensions 

-
-

-

-
-

-
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-
-

The other approach to loyalty concept is the attitudinal approach. In 

-

that the measurement of  attitudinal loyalty eludes critiques addressed 

-

-

-

-

-

Although scholars in the stream of  multidimensional approach pro-

-
-



HUSSEIN, ISMAIL AND HAPSARI 71

-
-

single construct of  attitude. Hence, attitude is formed as a second or-
der hierarchical factor with cognition, affect, and conation taking their 

-
-

-

-

Mainstream marketing considers loyalty and its presumed main an-

-

-
tion and attitudinal loyalty are highly associated with a positive rela-

-
ing practitioners and scholars accordingly have paid special attention to 

in developing marketing strategies for goods and services. Delivering 
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-

-

-

maintain. It may involve a value-proposition with functional, emo-

-

identity is a dynamic process developing over time through mutu-

-

ė ė -

-

-
-

-

-
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-

identity on attitudinal loyalty.
Based on the review of  literature, a conceptual model is proposed 

Brand Attitudinal
Loyalty

Cognitive Affective Conative

Behavioural
Loyalty

Brand
Identity

Customer
Satisfaction

Figure 1. Research Model

RESEARCH METHOD

The respondents to this study are the customers of  moderate up-

-
ents were recruited using convenience sampling method.  
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-

of  respondents to this study.

Variables  Percentage 

Male 45

Female 55

Age

33

26-35 43

36-45

46 - 55 5

>55 0

Education

High School 11

Diploma

Undergraduate 52

Postgraduate 27

Doctoral 3

Monthly Income

<Rp.1000.000 3

Rp 1.000,000 - Rp 2.000.000 15

Rp. 2000.000- Rp3.000.000 25

>Rp 3.000.000 53

Measurement

The measurements of  the constructs proposed in this study were 

-
-

spent at a provider compared to the amount spent at other provid-
-
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-
-

-

The items used to measure these dimensions were adapted from Li 
-
-

-

-
ers to improve the face validity of  the constructs.  In addition, prior 

Data Analysis

-

-

-

and PCA regression techniques, since it presents more vigorous model 

-
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gent and discriminant validity and unidimensionality test. A construct 

-

approach suggested that none of  the items should load higher on an-
other construct than it does on the construct it intends to measure.                         

-

-

these items showed that all of  the items have the score of  factor load-

-

The unidimensionality test indicates that the score of  composite re-

-
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Table 2. Summary of  Reliability Test

 Cronbach’s Alpha Composite Reliability

Affective

Attitudinal Loyalty

Brand Identity

Behavioural Loyalty

Customer Satisfaction

Cognitive

Conative

In this study, the value of  the factor loading for almost each con-
struct is higher than its crossloading score. However, the crossloading 

than the construct of  customer satisfaction. Therefore, this item was 

all of  the values of  factor loading for each construct is higher than the 
-

provide validation that supports the theoretical model, as demonstrated 
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Table 3. Calculation of  Goodness of  Fit Index

Constructs R2 Communality

Attitudinal Loyalty 0,557

Brand Identity 0,604 0,604

Behavioural Loyalty 0,743

Customer Satisfaction 0,552

0.557 0,563

-
-

mean these three dimensions are the dimensions of  attitudinal loyalty.  

This study proposed that attitudinal loyalty is the determinant of  
-

-

-
-
-



-

-

-

-

-

attitudinal loyalty via customer satisfaction. To test these hypotheses, 

-
-

-

-

means Hypothesis 7 is supported.

-

-
-

-
-

-
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-

Table 4. Summary of  Hypothesis Testing

Path T-statistics Hypothesis

AL -> Cog 111,262 Supported

AL -> AFF Supported

AL -> Con Supported

AL -> BL 0,777 11,66 Supported

CS -> AL Supported

BE -> CS 0,244 Supported

BE -> AL 0,365 4,544 Supported

BE -> BID Supported

BE->CS->AL Supported

BID -> CS 0,652 Supported

BID -> AL 0,203 1,735 Not supported

BID->CS->AL 3,635 Supported

DISCUSSION AND CONCLUSION

-
nesian moderate scale restaurants.  Second, this study looked deeper 

To get a comprehensive idea related to the structure and formation of  

the approach of  composite loyally was used in this study.  Overall, this 
-

-
alty is formed in a hierarchical structure consisting of  three dimen-

-

proposed that attitude is a second-order hierarchical factor with cog-



this study indicated that cognition is the dimension that has the high-

-

-
-
-

the restaurant is the major determinant of  whether the customer will 

-
alising that relative attitude is likely to provide a strong indication of  
repetitive patronage. This result suggested that restaurant customers 

-

-

that customer satisfaction has a positive effect on attitudinal loyalty, 

products provided, the more loyal they are to the restaurant. This re-

-

-

-

-

-
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-
-

As an important construct in marketing study, scholars keep looking 

-

of  restaurant will have a thought of  good identity toward the restau-

-

-
rect effect on attitudinal loyalty through customer satisfaction.  Since 

-

in generating attitudinal loyalty. 

-

that is associated with a good reputation. To have a good reputation, 

an essential predictor of  customer satisfaction, this study does not 

-
-

-

the satisfaction of  customers. 
-



The samples participating in this study are the customers who had 
dined in several moderate upscale restaurants in Malang, Indonesia. 

the samples do not represent the population of  customers of  Indo-

the self-administered questionnaire used in the data collection process. 
The lack of  researcher’s control in such situation may lead to misinter-

the self-administered method may also present limitations since par-

or patterned responses to questions.
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