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Abstract
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This study aims to determine the The Effect ()l’g)()d Quality, Personal Interaction Quality, P@al
Environment Quality, Perceived Value to Word of Mouth Intention via Customer Experience, Trust,
and C()mrrEcnt in customer of fast food fried chicken restaurant in Jakarta. This study involved 217
customers of fast food fried chicken restaurant in Jakarta. This research using quantitative approach.
Data analysis techniques used in this research is using SEM (Structural Equation Modeling). Based on
the results of hypothesis testing found WOM intention 1s influenced by commitment, then commitment
is influenced by trust and customer experience, where customer experience is influenced by food
quality and perceived value.

Keywords: food quality, personal interaction quality, physical environment quality, perceived value word of
mouth intention customer experience, trust, commitment, fast food fried chicken restaurant.

INTRODUCTION

Fast food restaurant is an industry whose development is fast, especially in urban areas, which
incidentally has a rutitinity and rhythm of life that is increasingly increasing. Urban people who feel
they have no time to cook themselves because of their busyness often use fast food restaurant
services [EXhis is the highest rated fast food restaurant in Indonesia, KFC 55.5 percent, McDonald’s 27
percent, Hoka-Hoka Bento 5.8 percent, and Pizza Hut 4.8 percent [1].

But behind all that success, there are serious threats both from consumer behavior and its own
competitors, where competition is becoming increasingly fierce and consumers are more health
conscious [2]. This is indicated by the decline in profits in 2018, although in terms of revenue, there
has been an increase [3].

Improvements in service can be a new breakthrough that can maintain fast food fried chicken
restaurant competitive advantage in the future. According to the Nielsen report quoted by Forbes,
92% of people trust the word of mouth recommendations from friends. According to the report, WOM
is a determinant of success in attracting new customers [4]. To get a positive WOM, you must first
have a WOM intefEpn. This is obtained from uniting physical products and services. WOM intention
is determined by food quality, personal interaction, physical environment quality, perceived value,
customer experience, trust, and commitment [5]

This research was conducted on fast food frid chicken restaurant consumers in Jakarta by taking into
account the influencing factors such as Food Quality, Personal Interaction Quality, Physical
Environment Quality, Perceived Value, Word of Mouth Intention, Customer Experience, Trust and
Commitment.

LITERATURE REVIEW

Food Quality
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gustomers with higher fanfljarity are more likely to consider core cues, such as food quality, directly
relevant to restaurants [6]. Food quality is generdfy accepted as a fundamental element of the overall
restaurant experience. Literature reviews reveal that the general explanation of food quality among
researchers focuses on taste, variety, healthy choices, presentation, freshness, and temperature [7].
Presentation refers to how interesting food is served and decorated as a tangible sign of customer
quality perception. [7]

Personal Interaction Quality

Personal Intef@tion Quality as the ability to deliver products or services accurately and exactly as
expected [8]. The more communication betweeffBustomers and service providers, the less risk is felt
in collaboration withfJurchases for customers. The ability of service providers to communicate with
customers increasesfooperation and trust during the relationship building process [9]. Thus, good
communication has a strong and positive influence on the relationship between restaurants and their
customers.

Physical Environment Quality

Physical Environment Quality is all the physical environment that is around the company such as
decoration, atmosphere conditions, comfort, the benefits obtained by consumers when delivering
products or services. Factors that determine Physical Environment Quality are decoration, ambience
conditions, consumer comfort when visiting restaurants [10].

Perceived Value

Perceived value is the difference between evaluating potential customers of all benefits and all costs
incurred with what is felt [L1]. The role of the assessment of perceived value is to create a desire from
within consumers to continue to buy products or services [12]

Customer Experience

Customer experience is direct and indirect experience in the service process, organization, facilities,
and how consumers interact with the services owned by the company with ot} consumers [13].
Customer experience is a rational and emotional bond that occurs due to the response to certain
stimuli by optimizing sense (sensory), feel (emotional), think (cognitive), act (action), and relate
(relationship) in marketing efforts before and after purchase, exchange of information and emotional
ties [14].

Trust

Trust as self-confidence that arises from within the consum8o the reliability of a brand of product or
service and the risk received by consumers after buying a brand of product or service [15]. Trust is
formed through Reliability, Honesty, Competence, Orientation and Friendlines.

Commitment
Customer commitment is a desire to maintain the relationship of consumers to service providers. He
stated the importance of managing the relationship between consumers and companies in marketing
relations [16]. In commitment-trust theory, there are five factors that determine the trust and
commitment of consumers, namely exchanging values, communication, behavior, confidentiality, and
security [17].

WOM Intention
WOM intention or word of mouth communication is a communication that contains giving
recommendations individually or in groups of a product or service that aims to provide information
[18]. This communifon is one type of communication that is often used by companies because of
communication and word of mouth (WOM) is considered effective to expedite the marketing process
and be able to provide benefits to companies and consumers.




RESEARCH HYPOTHESIS

This research is a replication study using Jalilvand's @kearch [5] as the main reference with the
research of [10,14,19.20] as supporting research. Based on the research above, the research
hypothesis is as follows:

The better quality of food consumed by consumers can create positive behavior and satisfaction from
within consumers after visiting the restaurant can create a positive experiffice that is owned by
customers of the restaurant he visited [6]. Then the research hypothesis can be formulated as follows:
H1: There is an effect of food quality on customer experience.

Employees who have a good psychological and personality when interacting with consumers make
consumers have a positive response to products or services sold by restaurants and cause satisfaction
because all their desires are fulfilled can create a positive experidfle that is owned by customers for
the restaurant he visited [1§]. Then the research hypothesis can be formulated as follows:

H2: There is the influence of personal interaction quality on customer experience.

The better design, comfort conditions, and decoration of the restaurant make consumers want to E
visit the restaurant in the future can create a positive experience tha@he customer has for the
restaurant he visits [19]. From these results the research hypothesis can be formulated as follows:

H3: There is an effect of physical environment quality on customer experience.

All assessments of the usefulness of the products or services sold by the company can make
Estomers have a positive feeling when visiting restaurants [21]. Then the research hypothesis can be
formulated as follows:

H4: There is an effect of perceived value on customer experience.

The positive reaction that is owned by consumers to the performance of restaurants makes consumers
confident of all actions taken by employees who work in restaurafffffcan create a positive experience
that is owned by customers for the restaurant he visited [21]. Based on the above research, the
research hypothesis can be formulated as follows:

HS5: There is an effect of customer experience on trust.

Positive assessment from within the consumer on the performance of the restaurant can create the
desire of consumers to maintain good relations with the restaurant can create a positive experience
that is owned by the customer towards the restaurant he visited [14]. Based on the research results
abo the research hypothesis can be formulated as follows:

H6: There is an effect of customer experience on commitment.

Consumer conf@nce in restaurants can overcome the risks that arise when purchasing products or
services so as to create a mutually beneficial relationship between consumers and restaurants can
create a positive experience that is owned by the customer of the restaurant he visited [22], then it can
be hypothesized as follows:

H7: There is an influence of trust on commitment

Consumers who have positive ratings after consuming food sold by restaurants make consumers want
to tell something positive to others about the restaurant they visit can create positive exf§riences that
customers have for the restaurant they visit [23]. Then the research hypothesis can be formulated as
follows:

HS8: There is an effect of customer experience on word of mouth intention

Consumers who are confident with the results obtained when visiting a restaurant make consumers
want to provide recommendations to other consumers to continue to visit the restaurant can create a
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positive experience that is owned by the customer for the restaurant he visited [9]. Then the research
hypothesis can fformulated as follows:
HO: There is an influence of trust on word of mouth intention

The desire of consumers to establish good relations with restaurants makes consumers compelled to
say anything positive about the products or services sold by restaurants can create a positive
experience that is owned by customers for the restaurant they visit [24]. Then the research hypothesis
can be formulated as follows:

H10: There is an influence of commitment on word of mouth intention

METHODS

The sampling method used in this research is purposive sampling. The selected sample is consumers
at fast food fried cffken restaurant in Jakarta. The research sample of 217 respondents. The variables
used in this study are: (1) Food Quality, (2) Personal Interaction Quality, (3) Physical Environment
Quality, (4) Perceived Value, (5) Customer Experience, (6) Trust, (7) Commitment, (8) WOM
Intention. For R purposes of quantitative analysis in this study, respondents’ answers can be given a
score of five Likert Scale (1 = strongly disagree, 2 = disagree, 3 = disagree, 4 = agree, and 5 =
strongly agree).

RESULTS AND DISCUSSION

Result
Below is the SEM estimation results:

Table 1. SEM Estimation Results

Path Analysis _Estimate S.E. CR. P-Value lmrmatiun
C_Experience <--- Food_Quality 0,614 0,152 4,047 0,000 Significant
C_Experience <--- PI_Quality 0,059 0,114 0518 0,605 Not Significant
C_Experience <--- PE_Quality 0,051 0,101 -0,509 0611 Not Significant
C_Experience <--- P_Value 0.301 0,112 2.687 0,007 Significant
Trust <--- C_Experience 0819 0,090 9,103 0,000 Significant
Commitment <--- C_Experience 0,558 0,121 4599 0,000 Significant
Commitment <-—- Trust 0,424 0,109 3888 0,000 Significant
WOM_I <-—-- C_Experience -0.109 0,117 -0933 0,351 Not Significant
WOM_I <---  Trust 0,202 0,105 1,926 0,054 Not Significant
WOM_I <---  Commitment 0,688 0,141 4891 0,000 Significant

Source : Processed Data.

Discussion

Hypothesis 1. Processing results obtained an estimated coefficient of 0.614, which means an increase
in food quality will increase custoifffr experience and conversely a decrease in food quality will
reduce customer experience. With a p-value @Y 0,000 <0.05, t statistic is 4.047, which means that Ho
is rejected (Ha accepted) so that it is proven that the effect of food quality on customer experience is
proven significant.

Hypothesis 2. Processing results obtained an estimated coefficient of 0.059, which means an increase
in Personal Interaction Quality will increase customer experience andfonversely a decrease in
Personal Interaction Quality will reduce customer experience. With a p-val] of 0.605> 0.05. t
statistic of 0.518 which means that Ho failed to be rejected (Ha rejected) so that the influence of
personal interaction quality on customer experience was not proven significant.




Hypothesis 3. Processing results obtained an estimated coefficient of -0.051, which means increasing
Physical Environment Quality will increase customer experience aiffj conversely decreasing Physical
Environment Quality will decrease customer experience. With a p-value of 0.611EEP.05 and a t-
statistic of -0.509, which means that Ho fails to be rejected (Ha is rejected) so that the influence of
Physical Environment Quality on customer experience is not proven significant.

Hypothesis 4. Processing results obtained an estimated coefficient of (0.301, which means an increase
in perceived value will increase customer @lperience and conversely a decrease in perceived value
will decrease customer experience. With a p-value of @FID7 <0.05 and a statistical t of 2.687 which
means that Ho is rejected (Ha accepted) so it is proven that the effect of perceived value on customer
experience is proven significant.

Hypothesis 5. Processing results obtained an estimated coefficient of 0.819, which means increasing
Customer ExfBrience will increase trust and conversely decreasing Customer Experience will reduce
trust. With a p-value of 0,000 <0.05 and a statistical t value of 9,103 which means that Ho is rejected
(Ha accepted) so that it is evident that the influence of customer experience on trust is proven
significant.

Hypothesis 6. Processing results obtained an estimated coefficient of (0.558, which means an increase
in Customer Experience will increk commitment and conversely a decrease in Customer Experience
will decrease commitment With a p-value of 0,000 <0.05 and t statistic of 4,599 which means Ho is
rejected (Ha accepted) so it is proven that the influence of customer experience on trust is proven
significant.

Hypothesis 7. The results of the processing obtained an estimated coefficient of 0.424 which means an
increase in trust wll increase commitment and conversely a decrease in trust will decrease
commitment With a p-value of 0,000 <0.05 and a statistical t of 3,888 which means Ho is rejected (Ha
accepted) so it is proven that the influence of trust on commitment proved significant.

Hypothesis 8. Processing results obtained an estimated coefficient of 0.109, which means increasing
Customer Experience will not increase WOM Intentiofand conversely decreasing Customer
Experience will increase WOM Intention negative. With a p-value of 0.351> 0.05 and a statistical t
value of -0.933, which means Ho failed to reject (Ha rejected) so that the influence of Customer
Experience on WOM Intention was not proven significant.

Hypothesis 9. Processing results obtained an estimated coefficient of -0.109 which means that
increasing trust will not Eficrease WOM Intention and conversely decreasing trust will not decrease
WOM Intention. With a p-value of 0.351> 0.05 and a statistical t value of -0.933, which means Ho
failed to reject (Ha rejected) so that the influence of Trust on WOM Intention was not proven
significant.

Hypothesis 10. Processing results obtained an estimated coefficient of 0.688, which means an increase
in Commitment will inciffgise WOM Intention and conversely a decrease in Commitment will decrease
WOM Intention. With a p-value of 0,000 85 and a statistical t value of 4.891 which means that Ho
is rejected (Ha accepted) so it is proven that the positive influence of the Commitment on WOM
Intention is proven significant.

Overall, there are a number of points that can be discussed: As long as the food is delicious and has
added value, fast foot fried chicken customers still get a good experience when visiting the restaurant.
For fast food fried chicken consumers in Jakarta, food quality is more important than just discounts
or Ifgg prices. This can be seen from the beta value of H1 which is greater than the beta value of H4.
The quality of personal interaction and the quality of the physical environment must be increased, a




low beta value indicates that there is no visible correlation between the two vectors and the customer
experience.

The H5-H7-H10 pathway is the main pathway, namely the formation of WOM intention internally
through customer experience, trust, commitment and ultimately to WOM intention Lane H6-HI10 is a
secondary path this path is a shortcut in the formation of commitments. Commitment can be formed
from daily habits. While for line 1, it takes a long time to build relationships with customers but the
relationships created will be more lasting and sustainable when compared to relationships formed
from line 2. The influence of trust and customer experience on WOM intention must be increased
again because the results of H8 and HY are not significant.

CONCLUSION

Based on the findings and testing of hypoetsis described in the previou§jchapter, the following
conclusions can be drawn from the results of this study (1) food quality has a poggve and significant
effect on customer experience; (2) the quality of pers@al interaction does not have a positive and
significant influence on customer experfffice; (3) the quality of the physical environment does not
have a positive impact on customers; (4) perceived value has a positg&Jeffect on customer experience;
(5) customer experience has a positive influence on trust; (6) The positive effect of customer
experience on commitment B significant; (7) The positive effect of trust on commitment is
significant; (8) The influence of Customer Experience on WOM Intention is not significant; (9) The
influence of Trust to WOM Intention is not significant (10) The effect of Commitment to WOM's
Intentions is significant.
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