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Abstract 
The cafeteria and coffee have been the primary sources of information for the study, which uses SERVQUAL to investigate the causes of 
perceived facility and eminence in the cafe. An online questionnaire was used to poll a total of 178 respondents. The survey includes 169 
respondents who responded most efficiently after applying the pilot study, which let go of irrelevant responses. The analysis through 
Confirmatory Factor Analysis (CFA) identifies the compelling aspects of the cafeteria in AlBaha and Riyadh, Saudi Arabia, which is ideal for 
the sector's future strategies. The study's findings show that three factors significantly impact service quality, performance, convenience, and 
problem-solving. The other three were unimportant but still hold their importance in this research paper and can be used as sub-independent 
factors. The culture and habits of Saudi Arabia play a substantial part in the results' anomaly. 
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Introduction 
Customer evaluation is always used to measure the quality of 
service. (Zia & Hashmi, 2019) [40] Service quality is relevant 
for all sectors of the economy, whether it is banks, retail 
stores, apparel stores (Dash et al., 2022a; Zia & Hashmi, 
2019) [40], the airline industry (Hashmi, 2020b) [18], or the 
service industry (Hashmi, 2020b) [18]. Service quality is vital 
since it results from a critical value involving assumptions 
and consumer perceptions. (Mmutle & Shonhe, 2017) [30]. 
Scholars and researchers have proved that Service Quality and 
Customer Satisfaction Influence Brand Loyalty (Gokulkumari 
et al., 2022; Dwidienawati et al., 2022) [12]. Customer 
satisfaction improves customer loyalty (Dash et al., 2022a) [10-

11], which leads to the intention to recommend and repurchase 
and eventually increases sales (Heskett et al., 1994) [23]. So, a 
company needs to work on customer satisfaction. The coffee 
shop managers should conduct regular surveys to assess 
service quality and necessary improvements wherever 
required (son et al., 2021) [35]. Customer service and its 
quality are significant accomplishments in terms of business 
administration. In a study by (Juliana et al., 2021) [25], it was 
found that if a customer receives an unforgettable experience 
through good packaging and quality service in the coffee 
shop, it significantly impacts customer satisfaction. Thus it is 
needed by the management of coffee shops to give special 
attention to these factors. The majority of previous service 
experiences influence the degree of service that subscribers 
expect. 
 
 

Combining grape wine with marketing messages creates a 
mental image in subscribers' minds about specific service 
quality. (Zia & Hashmi, 2019) [40] Continuous improvement 
improves their employment relationship with the customers 
and improves their facility. (Benedict & Emmanuel, 2021) 
Covid-19 has seriously impacted service quality, which is 
widely visible in every aspect of the consumer's lifestyle. 
(Hashmi, 2021) [20] After the covid-19 scenario, customer 
service and quality are significant accomplishments. (Hashmi, 
2020c) [19] 
 
Literature Review 
Service Quality 
Service Quality can be explained as the quality of the service 
delivered to the customers, which is good enough to meet 
their expectations (Wang et al., 2020). Service quality has 
importance as good service quality helps build a good 
reputation for the company (Dwidienawati et al., 2022) [12]. 
Also, acceptable service quality makes satisfied and loyal 
customers. (Nazar Khan et al., 2016) [32].  
Customer gratification is critical to retail success. Focusing on 
client satisfaction has become a primary retailing objective, 
specifically grocery retail (Al-Ali et al., 2015) [3]. The 
pompous marketing strategy for retail service benefactors 
produces motivating benefits and boosts customer satisfaction 
(Dash et al., 2022b) [10-11] and the service quality is 
substantial. (Ihtiyar & Ahmad, 2012) [24]. 
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*Source: (Wu & Mohi, 2015) [40] 

 

Fig 1: Cafeteria Service Quality Scale (CSQS) Model 
 
Customer satisfaction is a priceless asset for modern 
businesses, offering an unrivaled competitive advantage. It 
contributes to the development of a long-term relationship and 
brand equity. (Srivastava & Mittal, n.d.). It is critical to meet 
customers' expectations to demonstrate market loyalty. 
(Zebrga & Zaveri, 2020) [39], If businesses want to grow their 
market share and improve their financial performance in 
domestic and international markets, they should focus on 
service quality. (Chilembwe, 2014) [9] A company must 
employ machines to collect market demands and distribute 
them throughout businesses to improve service quality to get 
a competitive advantage. (Gorondutse & Hilman, 2014) [16]. 
The strategic instrument necessary to enhance corporate 
performance and achieve efficiency is quality. (Baidoo et al., 
n.d.) Growing client concerns have driven facilities 
management organizations to focus more on the quality of 
their non-core services to achieve customer satisfaction. The 
sum of several service interactions determines the level of 
service quality. (Karunasena et al., 2018) [26] 
As firms provide goods and services to customers, they 
anticipate responses that will affirm or deny the quality of 
their products. A company's high-quality offers result in high-
quality service, which leads to customer satisfaction and 
influences consumer choice. (Etuk et al., 2022) [13]. 
Organizations that provide services must be aware of client 
expectations and maintain a positive relationship with 
excellent service. (Osman, 2014) [33]. Today, consumers 
demand higher quality products and services than ever before; 
searching for quality service is debatably the most critical 
consumer trend. (Poku et al., 2014) [34] Convenience at the 
cafeteria and friendly service are essential factors for 
customer satisfaction. Overall internal environment, including 
comfortable temperature, view, and ambiance, which 
positively impact customers' mood, is an essential factor 
encouraging the customers to revisit. Also, the taste and 
quality of coffee is an important motivating factor for the 
customers and is suitable for the reputation of the cafeteria 
(Lee, 2022) [29]. 
Those in charge of cafeteria operations in Saudi Arabia face 
adapting to a diverse set of activities, many of which are 
uncertain. Cafeteria industries in Saudi Arabia are evolving 
by extending their external connections to enhance sales and 
assure viability in the current changing environment, 
particularly the Saudi Vision 2030. (Hashmi, 2020a) [17]. 

Food Retail Industry of Saudi 
The Arabian Peninsula's largest country is Saudi Arabia. It is 
an oil-rich, Islamic country with numerous historical sites 
related to Islam and the pre-Islamic period. Its principal 
sources of income were oil and religion. Religion has become 
another commodity marketed in the consumer marketplace in 
a world riddled with moneymaking confusion. (Hashmi, 
2018) [1]. Saudi Arabia is among the world's emerging 
economies and has improved a lot in the food retailing 
industry. (Abunar et al., 2016) [2]. Here coffee is a traditional 
drink that is very popular among Saudi citizens. (AL-Asmari, 
2020) [4] It is important to note that coffee is a phenomenon 
that has been around for a while in Saudi Arabia. Arabica 
coffee cultivation on thin basins and bordering mountain 
slants at elevations ranging from 1200 m to 1800 m in Yemen 
and Saudi Arabia can be traced back four or five centuries. 
(Tounekti et al., 2017) [37]. Currently, coffee is replacing other 
traditional beverages whose market share, estimated at US$ 
1,575.52 million in 2021, is likely to reach US$ 2,220.70 
million by 2028. (www.businesswire.com, 2022) [8]. 
 
The Study's Objectives  
1. To investigate the factors that have influenced the 

cafeteria's service quality.  
2. To compare the effects of the determinants on cafeteria 

customers in the Saudi Arabian cities of Al Baha and 
Riyadh.  

 
Research Methodology 
The RSQS scale was used to evaluate cafeteria service quality 
In the Saudi Arabian cities of AlBaha and Riyadh. The 
responses of 169 participants were collected through an online 
survey (83 from Albaha and 86 from the Riyadh region). The 
replies were graded on a five-point Likert scale. The informed 
content was thus obtained from all the participants mentioned 
above for this study  
 
Demographic Background 
The results show that 48 percent of respondents were masters, 
24.9 percent were graduates, 20.1 percent were Ph.D., and 7.1 
percent were others. 50.6 percent of the people who 
responded were between the ages of 26 and 30. Saudi Arabia 
accounted for 88.5 percent of the total respondents, followed 
by India (5.2 percent), Sudan (2.6 percent), Tunisia (1.9 
percent), and Jordan (1.5 percent). Furthermore, 49.1% of the 
respondents earn 5000 SR regularly.  
 
Findings and Analysis 
The KMO score of factor analysis applicability was=.887, 
Bartlett's Test of Sphericity = 747.910, and its significance = 
.000. As a result, the 25 sub-factors were condensed into six 
major factors with eigenvalues greater than one. Out of the 
total variance, 72.794 percent of variance the factor analysis 
applicability KMO score was 876, Bartlett's Test of Sphericity 
score was 747.910, and the significance was.000. As a result, 
the 25 sub-factors were condensed into six major factors with 
eigenvalues greater than one. These factors might explain 
72.794 percent of the total variation.  
 

Table 1: KMO and Bartlett's Test 
 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .887 

Bartlett's Test of Sphericity 
Approx. Chi-Square 747.910 

df 15 
Sig. .000 

 Source: SPSS Output 

https://academicjournal.ijraw.com/


 

< 93 > 

https://academicjournal.ijraw.com IJRAW 

Table 2: Reliability Statistics 
 

Cronbach's Alpha Cronbach's Alpha Based 
on Standardized Items N of Items 

.925 .925 6 
 
Figure 2 shows the loading of all six primary components; 
table 2 shows good overall dependability (Cronbach's 
coefficient alpha = 0.925). The overall findings of multiple 
linear regression analysis and inclusive fit statistics are shown 
in Table 4. Our model's R2 is.847, while the corrected R2 
is.841, explaining 84.7 percent of the variance in the data. It 
also shows that the dependent variable accounts for 84.7 
percent of the data. That means the change in independent 
variables Policy, problem-solving, Promise, Convenience, 
Physical Appearance, and Personal Interaction can predict 
84.7% in the dependent variable, i. e. service quality. 
 

Table 3: Model Summary 
 

Model R R Square Adjusted R 
Square 

Std. Error of the 
Estimate 

1 .920a .847 .841 .37288 
a. Predictors: (Constant), Policy, problem-solving, Promise, 

Convenience, Physical Appearance, Personal Interaction 
 
Physical Appearance, convenience, and problem-solving were 
found to have a highly significant impact on service quality. 
Still, human interaction, promises, and policy had a minor 
effect on cafeteria service quality. 
 

Table 4: Coefficients 
 

Model 
Unstandardized 

Coefficients 
Standardized 
Coefficients t Sig. 

B Std. Error Beta 
(Constant) -.008 .115  -.072 .943 

PersonalInteraction -.104 .057 -.107 -1.829 .069 
Convenience .315 .053 .323 5.955 .000 

PhysicalAppreance .225 .055 .234 4.102 .000 
Promise -.037 .051 -.040 -.725 .470 

ProblemSolving .552 .051 .564 10.829 .000 
Policly .050 .042 .051 1.179 .240 

b. Dependent Variable: service quality 
 
SQ = Service Quality, PA= Physical Aspect, R= Reliability, 
PI= Personal Interaction 
PS= Problem Solving. P= Policy 
 
Dependent Variable: Service Quality (Y)  
Predictors: Personnel Interaction (X1), Policy(X2), Physical 
Appearance (X3), Promises (X4), Problem Solving (X5), 
Convenience (X6) 
 
Model Produced  
Y= Service Quality (Y) = Constant + (Personnel Interaction) 
+ (Policy) + (Physical Appearance) + (Promises) + (Problem 
Solving) + (Convenience) 
Y= (008) + (-104) +.0.315 + 0.225 + (-0.037) + 0.552 + 0.050 

 
Structural Equations Modelling (SEM) 
Figure 1 Overall SEM output of Standardized Estimates 
 

 
 

Fig 2: Overall SEM output of Standardized Estimates 
 
Figure 2 indicates the overall standardized estimates of both 
cities (i.e., Riyadh and AlBaha). Problem-solving is positively 
impacting service quality, whereas promises negatively 
impact service quality.  
 
Discussions 
The main goals of our study were to look into the elements 
that have influenced the cafeteria service quality in both cities 
(Riyadh and AlBaha); there were two objectives: first, to look 
into the impact of the factors on cafeteria customers in both 
KSA regions. Second, to look at the relationship between the 
numerous elements impacting cafeteria service quality in both 
cities. It is a one-of-a-kind study for Saudi Arabia, as this 
topic has yet to be addressed to our knowledge and belief. 

Multiple regression was used. Our results show that physical 
attractiveness, convenience, and problem-solving are essential 
for Saudi consumers. 
On the other hand, other research shows this is not the case. 
The research findings showed that meal quality was more 
important than staff effectiveness, price fairness, and the level 
of ambiance. (Mohi, 2018) [31] (Bunchalieo et al., 2018) [7]. 
One of the explanations could be that Saudi Arabia's general 
food quality is high due to the government's stringent 
regulations.  
Any business's survival is dependent on the quality of its 
services. Customers' views of service quality significantly 
influenced customer satisfaction and loyalty. (Keshavarz et 
al., 2016) [27]. 
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Conclusion 
Service quality is considered one of the most significant 
factors in all walks of the field, including the cafeteria, as 
analyzed in this research paper. One of the explanations could 
be that the general food quality in Saudi Arabia is high due to 
the government's stringent controls. Any business's survival is 
dependent on the quality of its service. Their perceptions of 
service quality influenced customers' pleasure and loyalty. In 
SEM, it has been shown that service quality which is the 
dependent variable, has a significant impact on Policy, 
problem-solving, Promise, Convenience, Physical 
Appearance, and Personal Interaction. While interviewing 
respondents in Riyadh and Al-Baha region of Saudi Arabia, it 
was also found that customers show loyalty when their 
expectations are met, which are categorized as above in 
forming independent factors. This research paper deeply 
discussed all independent factors and their relationship with 
the dependent factor, i.e., service quality that includes tastes, 
choices, and preferences as sub-dependent factors. 
 
Future Research Directions 
More research will be needed to pinpoint the factors that have 
harmed service quality. More research is required to 
determine the inverse relationship between service quality and 
price. Therefore, this exciting relationship between service 
quality respect and the menu price leaves a further scope of 
the study for researchers. 
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