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Abstract 
The objective of the current study is to assess the influence of employee quality performance, customer 
orientation as the antecedents of customer satisfaction and customer loyalty is the outcome of customer 
satisfaction of restaurant customer in the context of Bangladesh. The anticipated model aims to enhance the 
understanding of the influence of employee quality performance, customer orientation on customer satisfaction 
and consequential effect of customer satisfaction on customer loyalty. 295 customers were assessed with a 
self-administered questionnaire incorporating purposive judgmental sampling that is a non-probability sampling 
technique. A second-generation data analysis technique-structural equation modeling partial least square 
(SEM-PLS) was used to analyze the data and to test the hypothesized relationship. The result of the analysis 
showed a significant positive influence of employee quality performance and customer orientation on customer 
satisfaction. Moreover, customer satisfaction has been found having a significant positive relationship with 
customer loyalty. The study can help the management of the restaurants to realize the significance of employee 
quality performance and customer orientation on customer satisfaction as well as customer satisfaction on 
loyalty. 

Keywords: employee quality performance, customer orientation, customer satisfaction, customer loyalty and 
restaurant in Bangladesh 

1. Introduction 
Due to intense competition among different companies and industries, marketers are bound to apply different 
strategies and tactics to get their customers as loyal and to maintain the customers’ loyalty (Keller, 2008). The 
paramount importance of customer loyalty has led the academicians and researchers to concentrate on this 
particular aspect of marketing literature for last three decades (Steinhoff & Palmatier, 2016). Loyalty is the 
outcome of successful marketing strategies and tactics. Loyalty of customers can be understood through the 
exhibited behaviors from the customers such as repeat purchase, allegiance, commitment to the organizations 
and engagement with the organizations (Azize, Cemal, & Hakan, 2011). Therefore, customer loyalty can be 
defined as the behaviors of those customers who purchase repeatedly, recommend the organizations to other 
customers and hold positive attitudes toward the organizations (Kandampully, Zhang, & Bilgihan, 2015).  

Kandampully et al. (2015) recommended that loyal customer can be a source of organizational growth as well as 
competitive advantage in the industry. Loyal customers can form the customer base for the marketers. Loyal 
customers can help the organizations to reduce the costs, increase the efficiency and are more willing to purchase 
with greater quantity if needed and give more business to their preferred organizations (Castaldo, Grosso, 
Mallarini, & Rindone, 2016). So, the results of customer loyalty can be spelled as increased sales volume, more 
recurrent purchases and customer recommendations to other customers (Yee, Yeung, & Cheng, 2011). Therefore, 
it is indispensable for the marketers to identify the relevant strategies and tactics that can help the organizations 
to make their customers more loyal. If any business organization wants to make their customers loyal, its prime 
concern should be to focus on making the customer more satisfied than their rivals in the target market 
(Chochoľáková, Gabčová, Belás, & Sipko, 2015; Gopalkrishnan, Mishra, Gupta, & Vetrivel, 2011). Thus, 
customer satisfaction is the prerequisite to have loyal customers. 
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Matsui, 2015; Zehir, Ertosun, Zehir, & Müceldilli, 2012).  

Employee quality performance can be spelled as employee satisfaction that helps them to perform better and 
serve for minimizing customer absenteeism, tardiness and enhance commitment to the organization (Zehir et al., 
2012). Quality services can ensure the customer satisfaction that is the most challenging goal to obtain but 
important aspects that is faced by the recent service industries (Carter, Armenakis, Field, & Mossholder, 2013). 
Employee quality performance of service quality is closely related to customer satisfaction that also helps to 
evaluate the performance of service organizations in the light of service providers (Zhao, Lu, Zhang, & Chau, 
2012). A new concept had been introduced by Ladhari (2009) named as HOLSERV that is used specifically in 
lodging and hospitality industry. According to HOLSERV concept employee reliability, employee performance 
quality and other tangibles aspects of intangible services can help to evaluate the service quality for lodging and 
hospitality industry. As a result, managers of this particular industry are giving more concern on retaining the 
employees who can provide superior value to their customers by quality performance (Amin, Yahya, Ismayatim, 
Nasharuddin, & Kassim, 2013; Berezina, Bilgihan, Cobanoglu, & Okumus, 2016).  

Traditional marketing literature and identification theory recommended that front-line employees in the service 
organization have direct interaction with the customer where the customer satisfaction largely depends on the 
performance of the employees. Employees’ quality performance can also determine organizational performance 
in terms of having satisfied and loyal customers (Adzoyi, Jan Blomme, & Honyenuga, 2018). In previous 
literature (Sekuliс & Mandariс, 2014) also found the same conception that employee performance can ensure the 
quality services of the organization that can be considered an indispensable element of customer satisfaction. 
From the conceptualization of the service profit chain (S-PC), it can be said that overall service value perceived 
by customer is closely linked with customer satisfaction and it depends largely on the performance of the 
employees (Marković & Raspor Janković, 2013; Benavides-Velasco, Quintana-García, & Marchante-Lara, 2014). 
The justification behind this belief is that better services approached by the organization can lead to increased 
satisfaction among customers (Ryu, Lee, & Gon Kim, 2012; Subramanian, Gunasekaran, Cheng, & Ning, 2014). 
In the context of Bangladesh, Mazumder & Hasan, (2014) initiated to clarify the association between customer 
expected services and their satisfaction in hotel business. These authors have found that the employee quality 
performance has positive effect on the performance of the organization. This rationale is perceived as a most 
important and common practice in the service industry especially for lodging and hotel services. Therefore, from 
the previous literature support it can be considered that employee quality performance in the restaurant business 
can determine the success of restaurants business by exerting influences on customer satisfaction. Thus, 
grounded on the literature support the current study deliberates the following hypothesis;  

Hypothesis 1: Employee quality performance is positively associated with customer satisfaction. 

2.2 Customer Orientation and Customer Satisfaction 

Extant literature on social identification theory is increasing for customer attitudinal outcome such as customer 
satisfaction and customer loyalty (He, Li, & Keung Lai, 2011). Customers are the king and being the non-formal 
members of a company can develop robust and long-lasting identification and close association with business 
organizations (He & Li, 2011). Based on the literature support customer orientation can be defined as the 
understanding of the target markets that enable them to create superior value for the customers according to 
customers’ expectation (Narver, Slater, & MacLachlan, 2004; Homburg, Müller, & Klarmann, 2011). It is also 
suggested by the researchers that organizational performance can be attained through providing greater value to 
customers that largely depend on having appropriate customer orientation throughout the organization 
(Grissemann, Plank, & Brunner-Sperdin, 2013).  

According to the previous literature the impact of customer orientation can be discussed in terms of two aspects 
that are closely related with customer satisfaction such as value-based customer orientation (Wang, Chen & Chen, 
2012) and action-based customer orientation (He et al., 2011). Value-based customer orientation focuses to fulfill 
customer needs by being knowledgeable about customers’ expectation for service quality and it can determine 
customer satisfaction (Blocker, Flint, Myers, & Slater, 2011). Whereas other aspect focuses on the usage of 
feedback from customers and accommodation of those feedback while taking organizational decision that is 
known as action-based customer orientation (He et al., 2011). According to this definition it can be said that the 
service organizations with customer orientation take every decision according to expectation of service quality of 
their customers and incorporate the slogans such as “Customers are always right”, and “Customers are our God”, 
and it can be resulted in the customer satisfaction. Customers can easily rely on the business organization and 
they form a belief that they are important for the organizations and are more prone to be satisfied with services 
from that organization (Kibbeling, Van Der Bij, & Van Weele, 2013).  
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Therefore, employees in the organization can better comprehend that the customers are important and can 
concentrate more on customer satisfaction by providing superior value than their rivals (Wu, Tsai, & Fu, 2013). 
When employees are informed that the customers are important for the performance of the organizations, they 
put more emphasis on providing superior customer service. Moreover, employees are more likely to respond by 
investing more time and energy in providing quality service to the customers. Consequently, the customers 
become more satisfied with the services (Gazzoli, Hancer, & Kim, 2013). So, customer orientation can increase 
the performance of the organization in terms of providing superior value to the target customer (Grissemann et 
al., 2013), enhance bonding with the customer (Wang & Feng, 2012), result in higher revenue for the 
organization as well as result in customer satisfaction (Rodriguez, Peterson, & Ajjan, 2015). With this notion the 
following hypothesis for this study can be proposed; 

Hypothesis 2: Customer orientation is positively related with customer satisfaction. 

2.3 Customer Satisfaction and Customer Loyalty 

There is a notion that, customer satisfaction has the influence on organizational growth and profitability. 
Therefore, making the customer more satisfied is the vital of any organization (Saeidi, Sofian, Saeidi, Saeidi, & 
Saaeidi, 2015). Customer satisfaction is being a dominant concept in marketing literature can be considered as 
important goal of all business activities (Deesomlert & Sawmong, 2013; Bhat & Darzi, 2016). Therefore, 
customer satisfaction is considered as the vital for customer loyalty (Yuksel, Yuksel, & Bilim, 2010). It has been 
found in the literature of lodging industry that the participants of this industry are thriving for customer 
satisfaction and are giving extra priorities to ensure that their customers are satisfied with the services offered 
(Ali & Amin, 2014). The outcome of customer satisfaction in hotel industry is considered with paramount 
importance that can give future business for the hotel and restaurant organization and can improve organizational 
economic performance in terms of increased sales (Kandampully et al., 2015).  

Satisfied customers of any organization can enhance the growth of the organization by giving extra businesses in 
terms of increased sales (Rose, Clark, Samouel, & Hair, 2012). Rose et al. (2012) and (Han & Hyun, 2015) 
found the significant positive impact of customer satisfaction on customer loyalty. These authors revealed that 
when customers get their expected services, they become satisfied with the services of the organizations and the 
consequential outcome is the loyalty to that organization from the customers. They also mentioned that the 
satisfied customers are more interested to develop long-term attachment with the business organization.  

Therefore, customers’ loyalty can be developed over a period of time from series of transaction with the service 
providers who can satisfy the customers. The authors also claimed that if the organizations are able to provide 
the expected services to their customer the result can be customer loyalty (Lee, Capella, Taylor, & Gabler, 2014). 
Restaurant service providers’ ability to retain customers will depend on how they can satisfy their customers and 
encourage them to make repeat purchases (Yee et al., 2011; Keisidou, Sarigiannidis, Maditinos, & Thalassinos, 
2013). Thus, based on the previous literature support it can be claimed that if the organization can make their 
customer more satisfied the outcome will be loyalty from the customers for that organization. Therefore, in this 
regard the following hypothesis can be considered;  

Hypothesis 3: Customer satisfaction is positively related with customer loyalty in restaurant business. 

3. Methodology 
3.1 Population and Sample 

The nature of the current study was cross-sectional where data were gathered, and conclusion was drawn at a 
specific point of time. The study focused on the restaurant customer in the Dhaka city, the capital of Bangladesh. 
According to the Bangladesh Restaurant Society and Association (2017) majority of the restaurants are located in 
Dhaka. Moreover, within last 2 years 453 new restaurants have been established due to the increased demand in 
Dhaka City (Bangladesh Bureau of Statistics, 2017) Therefore, Dhaka was considered as the sampling frame of 
the current study. For collecting data of the current study, the researchers communicated to the different 
restaurants in different areas of Dhaka city. Purposive judgmental sampling technique has been used in the 
current study. Judgmental sampling technique is a segment of purposive sampling method of nonprobability 
sampling design. This specific technique is restricted to special categories of participants who can be a source of 
the expected information, as they are the group who holds it, or coincide to some assumptions fixed by the 
researchers (Sekaran & Bougie, 2010). According to Hair, Hult, Ringle, Sarstedt & Thiele, (2017) Judgmental 
sampling technique is suitable when there is no complete list of the respondents. Previous researches in the 
context of Bangladesh also employed judgmental sampling method for study (Rubel & Kee, 2015; Rubel, Rimi, 
Yusliza, & Kee, 2018). 
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justification the result of the current study considered acceptable.  

6. Conclusion and Limitations 
Therefore, from the ultimate perspective of customer loyalty it is essential to focus on customer satisfaction and 
customer loyalty is behavioral outcome of customer satisfaction. Services organizations should gather 
knowledge about how they can enhance the level of customer satisfaction that helps them to have loyal 
customers. The present study reveals that employee quality performance and customer orientation are the ways 
to achieve this purpose. Management of any business organization should focus on improving employee 
performance in terms of providing quality services to their customers. Thus, decision makers of any service 
organization should believe if they want to have satisfied and loyal customers, they should work on employee 
quality performance and emphasize on customer. Moreover, it is an utmost importance for organization to focus 
on customer satisfaction which can improve the financial performance of the organization.  

Like other research this study has several limitations. This study has considered only the customers of some 
selected restaurants of Dhaka Therefore, the findings of the current study cannot generalized for the whole 
industry and the other industry in Bangladesh. Second, this study only considers two predictors of customer 
satisfaction whereas, many other factors may have significant influence on satisfaction of restaurants customers. 
Therefore, it is suggesting to the future researchers and practitioners to consider other predictors and outcome of 
customer satisfaction in hotel and lodging industry. So, more studies are felt important in this regard. 
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