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Abstract

This study aims to assess the influence of attitude, subjective norms, and 
enjoyment on revisit intention at casual dining restaurants. A quantitative 
approach was employed using covariance-based structural equation modeling 
analysis with AMOS. A total of 133 valid responses were obtained from 
the questionnaire from those who had dining experience in the restaurant 
premises with the concept of casual dining located in Indonesia. Findings 
showed that the majority of respondents tend to dine out during the weekends 
at lunchtime with friends and family. Customers indicated that dining out is 
not only to satisfy their appetite but most importantly to enjoy the experience 
and to socialize, which ultimately boosts the feeling of happiness. When they 
feel happy, enjoy, and realize its benefit, they will positively and significantly 
possess the intention to revisit. Despite attitude, subjective norms, and 
enjoyment being proven to have a positive and significant impact on revisit 
intention, with the effect size of 20.2 percent, 25.4 percent, and 53.1 percent 
consequently, enjoyment was revealed to be the most dominant factor.  
This study provides theoretical significance by contributing to the hospitality 
management literature, specifically restaurant business sustainability.  
It implied that customer revisit intention can be determined not only from 
restaurant attributes, for instance, food, service, ambiance, and experience 
that are mostly from the restaurant side but also from the customer side itself. 
To add, several practical contributions are proposed for the business owner to 
better enhance the customer revisit intention.
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Introduction 

	 The tendency of people to enjoy ready-to-eat food and 
eat out has led to the emergence of many new companies 
in the food and beverage sector, including in Indonesia 
(Hastuti, 2019). This growing number of food and 
beverage industries (Rosita & Gantino, 2017) has changed 
people’s lifestyles in dining out rather than dining at home, 
especially at restaurant premises as a part of recreation 
and self-actualization (Hutama & Subagio, 2014; Syana, 
2018). Among the diverse concepts of the restaurant, one 
that is quite popular these days is the casual dining concept  
(Ha & Jang, 2017), which has started to emerge everywhere 
(Sekarsari et al., 2016). A casual dining restaurant is a type 
of restaurant that is designed to attract customers who want 
to enjoy eating out in a relaxed atmosphere with full table 
service, more varied and quality food, and professional 
employees (Sekarsari et al., 2016). 
	 During dining out in a restaurant, consumers, whether 
they realize it or not, assess their overall dining experience 
from the food quality to the service and the environment. 
One of the keys to a restaurant’s sustainable competitive 
advantage depends on the restaurant’s ability to provide 
a memorable dining experience for consumers. In this 
sense, when they have memorable experiences, they 
tend to build the intention to revisit in the future, which 
eventually will help the business to keep the business 
sustainable (Ryu et al., 2012). Revisit intention is crucial 
in the restaurant business because it also indicates that 
consumers have the intention to spread positive word-of-
mouth to others (Bintari & Kurniawan, 2017) and give 
recommendations (Canny, 2017). It might also lead to 
customer willingness to pay more (Wiastuti et al., 2022a). 
	 With all the food service business growth, it is 
important for the restaurant business to come up with  
a strategy to stay competitive (Hutama & Subagio, 2014). 
Businesses must prepare strategies so that they can please  
and build consumer enthusiasm into an experience in  
consuming products and services so that consumers can 
be impressed. Restaurants should understand what are the  
internal and external factors that enhance consumer dining 
experiences (Canny, 2017). By doing so, it broadens the 
possibilities for the consumer to pose future behavioral 
intentions, including revisiting intention. The more the 
consumer has the intention to revisit, the more likely they 
pose actual behavior to revisit, thus the restaurant will keep  
its business alive. Despite the intention to revisit can be 
influenced by external factors, it can also come from someone’s 
internal motive thus it is one of the most critical factors for  
the restaurant owner to control (Mulyono et al., 2021). 

	 The underlying motive for these actions comes from 
the Theory of Reasoned Action (TRA) from Fishbein 
and Ajzen (1975) which determines an individual’s 
intention or interest in carrying out an action (Yoopetch & 
Chaithanapat, 2021). These intentions can be considered 
as a factor that can motivate and influence the behavior of 
an individual (Tommasetti et al., 2018). TRA argued that 
a person’s behavior is not only influenced by individual 
control (Zhong et al., 2021; Natawibawa et al., 2018). 
However, two things which can influence a person’s 
intention to behave are the attitude towards behavior 
and subjective norms (Yoopetch & Chaithanapat, 2021; 
Zhong et al., 2021). 
	 Although many past studies have been conducted 
on the research of revisit intention in the context of the 
food and beverage industry, including restaurants, there 
is still limited research that emphasizes the casual dining 
concept, especially in Indonesia. This study tries to fill 
the gap in that context by extending the TRA theory 
with enjoyment. Researching the determinant factors of 
restaurant revisit intention can shed light on how this 
action can be incorporated by restaurants. The findings 
can help casual dining restaurants in particular to tailor 
their management and operational strategies to win the 
customer intention to revisit in the future. Therefore, 
this study tries to provide new insights by adding the 
theoretical contribution of enjoyment to the existing 
literature. The objective of this study is to assess the 
influence of attitude, subjective norms, and enjoyment 
on revisit intention at casual dining restaurants. This 
study posits to answer the ‘Do attitude, subjective norms, 
and enjoyment significantly influence casual dining 
customers to have the intention to revisit?”

Literature Review

	 Revisit intention is a concept derived from behavioral 
intention, where there is a desire to come back, suggest 
to others, and spread a positive impression (Bintarti & 
Kurniawan, 2017). Rungklin et al. (2023) in the traveler’s 
revisit intention context, defined it as the willingness 
to reuse the service, which is further explained as the 
determination resulting from the received impression 
from the service. Wu et al. (2015) argue that revisit 
intention also refers to a psychological condition, in 
which if a commitment is formed when using a product or 
service, this will lead to a desire to consume it repeatedly. 
Revisit intention is easy to maintain and control, but 
it can also easily be lost (Mulyono et al., 2021). This 
depends on consumer satisfaction with the restaurant and 
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the actions of the restaurant in encouraging consumers 
to make return visits (Bae et al., 2018). However, two 
things which can influence a person’s intention to behave 
are the attitude towards behavior and subjective norms 
(Yoopetch & Chaithanapat, 2021; Zhong et al., 2021).
	 Attitude is considered as the first antecedent of 
behavioral intention, it is formed from positive or 
negative beliefs to show a certain behavior (Mihartinah 
& Coryanata, 2018). This can put a person into a mind 
to like and dislike something, and move towards or away 
from something (Tarmizi, 2017). Furthermore, attitude 
is also defined as a person’s beliefs and values toward 
an object which makes attitude a great predictor of 
purchase intention (Khan et al., 2022). Subjective norms, 
on the other hand, are behavioral expectations felt by 
individuals from people whose opinions are valued, for 
example, spouses, family, friends, and others (Andryani 
& Kurniawati, 2015). Therefore, subjective norms can 
then be seen as social pressure from the environment 
around the individual which will influence the intention 
to revisit intention (Wilson & Grant, 2013). 
	 The study by Alnsour and Al Faour (2020) showed that 
attitude and subjective norms had a positive influence on 
revisit intention. Tommasetti et al (2018) also conducted 
similar research in Campania regions, which also found 
that attitude and subjective norms had a positive influence 
on revisit intention. In the same vein, Winahyu R. B. 
(2013) studied Muslim consumers and also proved that 
attitude and subjective norms have a positive influence 
on revisit intention. Further, attitude turned out to be 
the most dominant determinant factor in the purchase 
intention of healthy food, compared to subjective norms 
and perceived behavioral control, despite all having a 
positive and significant impact (Siaputra & Issac, 2020). 
Another study on Food Delivery Applications also 
proved that customer intention can be influenced by their 
attitudes (Wiastuti et al., 2022b). In this sense, revisit 
intention, specifically in the restaurant or food industry 
context, can be determined and or influenced by many 
factors from external factors.
	 Enjoyment or what can be interpreted as pleasure is 
defined as the extent to which an activity is considered 
to provide pleasure and joy in influencing an individual’s 
intention to carry out these activities to become routine 
(Venkatesh, 2000). Liu et al. (2019) state that enjoyment 
is divided into two factors, (1)extrinsic motivation 
focuses on the usefulness or benefits obtained after taking 
part in an activity or carrying out a behavior, and (2)
intrinsic motivation focuses on satisfaction or enjoyment 
obtained from an activity . Moreover, enjoyment and 
subjective norms in the context of Chinese and Korean 

customers had a positive influence on dine-out intention 
(Zhong et al., 2021). Thus, this study is to extend the 
existence of enjoyment in conjunction with attitude and 
subjective norms toward customer revisit intention in the 
context of casual dining restaurants, and therefore three 
research hypotheses are proposed below:
	 H1: Attitude has positive and significant influences on 
revisit intention
	 H2: Subjective norm has positive and significant 
influences on revisit intention
	 H3: Enjoyment has positive and significant influences 
on revisit intention

Methodology

	 This research employed a quantitative approach with 
a survey. The target population of this study is Indonesian 
citizens who have experienced visiting and dining in 
casual dining restaurants on an on-site basis in the past 
two years (due to the COVID-19 era in which there 
were many restrictions for dine-in at restaurants). The 
casual dining restaurant intended in this study refers to a 
food and beverage establishment that offers a complete 
menu for either food or beverage, with table service and 
a comfortable setting and is normally famous among 
family markets (Line & Hanks, 2020; Sekarsari et al., 
2016). Several casual dining restaurant brands were listed 
at the beginning of the survey to ensure that participants 
were in the same vein with this understanding. Most 
of them are Indonesian chain brands and located in 
various places across many cities, for instance, Sate Khas 
Senayan, Warung Tekko, Gerobak Betawi, Kafe Betawi, 
Abuba, Bebak Kaleyo, Bakmi GM, Zenbu, Sushi Tei, 
Solaria, Steak 21, HolyCow, Pancious, Shaburi, Kintan, 
and Ikkudo Ichi. 
	 Questionnaires were used as a tool for primary data 
collection. The questionnaire was distributed using an 
online form during June 2022. In the end, 133 valid 
responses were finally used to be further analyzed, of 
which 12 were excluded due to the response biases. 
According to Hair-Jr et al. (2017) specifically for an 
unknown population, this study should apply between 
100 to 200 samples, in conjunction with a 5 to 10 ratio 
to the total number of measurement items. In addition, 
for data analysis with SEM, a sample below 100 is not 
recommended unless it is a very simple model (Kline, 
2016). Therefore 133 samples in this study met the criteria. 
	 Referring to Figure 1, the framework of this study 
consists of four variables with three hypotheses. The 
first variable is attitude as the independent variable, 
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measured by four items adopted from Alnsour and Al 
Faour (2020). The second variable is subjective norms as 
the independent variable, measured by five items adapted 
from Alnsour and Al Faour (2020). The third variable 
is enjoyment as the independent variable, measured by 
six items adopted from Zhong et al. (2021). The fourth 
variable is revisit intention as the dependent variable, 
measured by five items adopted from Cakici et al. (2019); 
Seo et al. (2018). In total, there are 20 measurement items 
in this research, which are all measured on a five-point 
Likert scale, from one being strongly disagree to five being 
strongly agree. In addition, there are also other questions 
to gather the respondent demographic data and their dining 
characteristics. Data were analyzed using covariance-
based structural equation modeling with AMOS software. 

on average for one person’s meal in the range of US$6.5 
to US$10. Only 20.3 percent are willing to spend over 
US$10, while 35.3 percent prefer to spend less than US$6. 
In addition, while dining out in the restaurant, respondents 
were mostly accompanied by friends (45.1%), family 
(33.8%) partner or couple (12%), and colleagues (9%). 
	 In terms of respondents’ attitudes while dining out, 
it was found that the main reason they dine out is that 
they perceived eating or socializing at restaurants as good 
(X1.1) and beneficial (X1.3) for them, as well as making 
them happy (X1.4). Furthermore, respondent’s subjective 
norms while dining out are mainly influenced by friends- 
colleagues (X2.4) as well as social media or news (X2.5). 
They also considered people who were important to them 
and whom they valued (X2.1, X.2.2, X2.3). Moreover, in 
terms of respondents’ enjoyment while dining out, it was 
found that the time spent dining with family and friends, 
and the moment they cherished together are the main 
sources of enjoyment behind dining out (X3.5, X3.6). It is 
true that good food is important, but in reality, what also 
matters is the moment that they experience while dining. 
Respondents also agree that they are happy when they dine 
out (X3.1), which leads to their own satisfaction (X3.2). 
Indeed, dining out is also one of the enjoyable experiences 
(X3. 3). On top of this, in terms of respondents intention 
to dine out again in the future, they agreed that they would 
come, return, recommend, and say positive things about 
the restaurant, without any objection in paying extra.
	 For the multivariate normality assumption, it was 
found that the C.R Kurtosis value is 71.192, or greater 
than 2.58, and therefore does not satisfy the multivariate 
normality. To address this issue, a Bollen-Stine Bootstrap 
was performed, with the result of a p-value greater than 
0.05, meaning that the data fit into the model. As a general 
rule, data were tested from the degree of freedom with  
a positive df value of 167, over-identified, and the minimum 
was attained (Santoso, 2021). In terms of Goodness of Fit 
from the Incremental Fit Measure, the result reveals the 
value of NFI, CFI, TLI, and IFI to be close to the value of 
1, indicating that the model is fit and capable of explaining 
the data (Santoso, 2021). Referring to Table 1, all items’ 
loading factor values are more than 0.6, indicating that the 
items are reliable and able to explain their latent variable. 
In addition, the CR values are 0.916 (X1), 0.914 (X2), 
0.923 (X3), and 0.877 (Y), which are greater than 0.7 as 
the minimum threshold, with the VE value of 0.735 (X1), 
0.628 (X2), 0.668 (X3), and 0.590 (Y) respectively, which 
are more than 0.5. This demonstrates that the items satisfy 
the criteria and have credible indicators for measuring 
the latent variables, and therefore we continued further 
analysis with the structural model. 

Figure 1	 Research framework

Results

	 The respondents are 36.1 percent male and 63.9 percent 
female, Indonesian citizens, and mostly at present as 
employees or students. The majority is below 42 years old 
and domicile in the city of Jakarta (85.7%), followed by 
the city of Tangerang (7.5%) and Bogor (5.3%). Regarding 
respondent characteristics for dining out, the findings 
showed that 73.7 percent visited the restaurant mostly  
during weekends (Saturday to Sunday), while 26.3 percent  
visited during weekdays (Monday to Friday). Surprisingly, 
respondents prefer to dine in the restaurant mostly for 
lunch (69.9%), followed by 19.5 percent for dinner, 8.3 
percent for afternoon tea or evening snacks, and 2.3 
percent for breakfast. Breakfast turns out to be the lowest 
due to Indonesian culture where breakfast takes place 
mostly at home, despite being only a light breakfast.  
Meanwhile, lunch and dinner are considered not only for  
dining purposes solely for food, but instead, the opportunity  
to socialize with colleagues, friends, and relatives. While 
dining out, 44.4 percent of respondents tend to spend  
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Table 1	 Measurement items
Measurement Item Mean LF CR VE

Attitude (X1) 0.916 0.735
X1.1 Dining out in restaurants when I want to eat or socialize is a good thing for me 4.63 0,704
X1.2 It is wise for me to eat at a restaurant when I want to eat or socialize 4.49 0.918
X1.3 Dining out in restaurants when I want to eat or socialize is beneficial for me 4.55 0.896
X1.4 Dining at a restaurant, when I want to eat or socialize, is what makes me happy 4.56 0.896
Subjective Norms (X2) 0.914 0.682
X2.1 When I want to eat or socialize, the people who are important to me think that I should eat at a restaurant 4.27 0.669
X2.2 When I want to eat or socialize, people whose opinions I value prefer me to eat at restaurants 4.36 0.797
X2.3 When I want to eat or socialize, people who are important to me want me to eat at restaurants 4.42 0.871
X2.4 I may be influenced by friends or colleagues to eat at restaurants 4.53 0.897
X2.5 I may be influenced by the mass media to eat in restaurants 4.48 0.876
Enjoyment (X3) 0.923 0.668
X3.1 I feel happy when I dine out 4.59 0.854
X3.2 I feel satisfied when I dine out 4.54 0.856
X3.3 I consider dining out to be a pleasurable experience 4.56 0.873
X3.4 I feel happy while eating when I dine out 4.54 0.829
X3.5 I enjoy eating out with my family 4.71 0.797
X3.6 I enjoy eating out with friends 4.61 0.682
Revisit Intention (Y) 0.877 0.590
Y1 I want to return to this restaurant in the future 4.55 0.735
Y2 I would recommend this restaurant to friends or others 4.59 0.738
Y3 I want to come to this restaurant more often 4.54 0.819
Y4 I will say positive things about this restaurant to others 4.55 0.847
Y5 I do not mind paying more at this restaurant 4.47 0.692

	 Referring to Table 2 and Figure 2, hypothesis 1 shows  
a positive estimated parameter value of 0.202 or 20.2  
percent; with a standard error value of 0.054; value C.R. of 
3,750 > 1.96; and a probability value of ***, which shows 
the number .000 < .05. Therefore, it can be concluded  
that attitude has a positive and significant influence on  
revisit intention is accepted, which is in line with previous 
research conducted by Soliman (2021); Meng and  
Choi (2018); Choonhawong and Phumsathan (2022). 
Furthermore, hypothesis 2 has a positive estimated  
parameter value of 0.254 or 25.4 percent; with a standard  
error value of 0.048; a value C.R. of 5.247 > 1.96; and  
a probability value of ***, which shows the number .000  
< .05. Hence, it can be concluded that subjective norms 
has a positive and significant influence on revisit intention  
is accepted, which is in line with previous research 
conducted by Zhong et al., (2021); Meng & Choi (2018). 
Moreover, hypothesis 3 has a positive estimated parameter 
value of 0.531 or 53.1 percent; with a standard error value 
of 0.063; a value C.R. of 8.444 > 1.96; and a probability 
value of ***, which shows the number .000 < .05. Then, 
it can be concluded that enjoyment has a positive and 
significant influence on revisit intention is accepted, 

and in accordance with previous research conducted 
by Pai et al. (2021); Zhong et al. (2021); Ettis (2017).  
In sum, all three hypotheses are accepted, meaning  
that attitude, subjective norms, and enjoyment are positive 
and significantly impact customer revisit intentions.

Table 2 	Hypotheses results
Hypotheses Estimate S.E. C.R. P R-Square Result
H1: Attitude  Revisit Intention .202 .054 3.750 *** .496 Accepted
H2: Subjective Norms  Revisit Intention .254 .048 5.247 *** .635 Accepted
H3: Enjoyment  Revisit Intention .531 .063 8.444 *** .761 Accepted

Note: *** significant at .000 level.

Figure 2	 Structured model
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Discussion

	 Findings indicate that customers nowadays decide 
to dine out not only to satisfy their appetite but most 
importantly to enjoy the experience and to socialize with 
friends and family, which ultimately boosts the feeling of 
happiness. Additionally, following Maslow’s hierarchy 
of needs (Kim et al, 2021), dining out has shifted not 
only to fulfill physiological needs but also to accomplish 
psychological needs and self-actualization, which reflects 
on the high influence of enjoyment and subjective norms 
variable, compared to the attitude variable. 
	 Enjoyment is the most prominent factor that determines 
revisit intention, inferred to what customers feel, in terms 
of happiness and enjoyable during their dining in the 
restaurant. This can be reflected in various aspects, one of 
them being product quality. Should the food and beverage 
be good, well-presented, and fit their expectations, 
customers are more likely to enjoy their dining experience. 
This encompasses the flavor, texture, and freshness of 
the product itself. Furthermore, the availability of food 
alternatives available can increase consumer satisfaction 
by catering to varied tastes and preferences. Aside from 
the cuisine, the restaurant’s décor and environment also 
affect customer satisfaction. A well-designed and pleasant 
setting may improve the whole eating experience and 
leave consumers feeling calm and happy. The restaurant’s 
lighting, music, and design may set an atmosphere and 
contribute to overall satisfaction. It may also be influenced 
by the level of service provided. Friendly and attentive 
employees who give timely and effective service may 
improve the entire experience. Moreover, any personalized 
service provided at a restaurant can add a feeling of 
enjoyment on another level. This includes the ability to 
customize customer meals, nutritional alternatives for 
specific requirements, and customized advice from staff.
	 Meanwhile, subjective norms in restaurant eating are 
inferred from the perceived social pressures or expectations 
from others about how one should act and make judgments 
when dining. This can include standards for tipping, dress 
code, table manners, and etiquette. These conventions may 
differ based on the type of restaurant, cultural background, 
and individual preferences. They can impact a person’s 
decisions and actions, causing conformity or divergence 
from the norm. In a fine dining restaurant, for example, the 
usual may be to dress properly and practice excellent table 
manners, but the norm in a casual dining facility may be 
more relaxed and informal. Overall, subjective standards 
have a big impact on how customers dine and interact with 
others at restaurants.

	 Furthermore, when casual restaurants can at least 
meet the diners’ expectations, they will likely revisit and 
recommend the experience positively to others. Seeing the 
fact that customers are willing to pay more in the restaurant 
that they like, creates implications for restaurant managers 
to seize the opportunities by maintaining and even creating 
more unique experiences for them, which is in line with 
the experience economy (Chang, 2018). In the experience 
economy, the industry revenue increases to the extent that 
customers enjoy the experience. 

	
Conclusion and Recommendation

	 This study aims to assess the influence of attitude, 
subjective norms, and enjoyment on revisit intention at 
casual dining restaurants. It was revealed that attitude, 
subjective norms, and enjoyment are positive and 
significantly impact customer revisit intentions in the 
context of casual dining restaurants. It implies that the 
more the customer feels enjoyment when they dine in 
the restaurant, the more they are likely to dine again in 
the future. In a similar vein, the stronger the external 
influence from friends and colleagues, the more likely 
they will pose to dine out. Others’ opinions and values are 
also critical in influencing someone to dine out. 
	 On the other hand, an individual’s attitude also plays 
a crucial role in dining out decisions. When someone sees 
the utilitarian value or the hedonic value from their actions, 
they might perceive that action is important for them, thus 
opening more possibilities to repeat the same action in 
the future. In this sense, actions based on attitude solely 
come from one’s own or internal influence while actions 
based on subjective norms come from external influence. 
Despite attitude, subjective norms, and enjoyment being 
proven to have a positive influence on revisit intention, 
it was discovered that enjoyment is the one that plays the 
biggest role. To conclude, this study provides theoretical 
significance by contributing to hospitality management 
literature, specifically business sustainability. It implies that 
customer revisit intention can be determined not only from 
restaurant attributes, for instance, food, service, ambiance, 
and experience that are mostly from the restaurant side but 
also from the customer side itself. Thus, the restaurant can 
learn and pay attention to attitude, subjective norms, and 
enjoyment should they want their customer to have the 
intention to revisit them in the future.
	 To address this issue, three practical contributions 
can be proposed for the restaurant business owner. 
First, restaurants are recommended to not only create 
but also maintain and keep on promoting the loyalty 
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or membership program that offers various benefits, 
perks, promotions, and discounts. Through this strategy, 
customers will realize the benefit that they can get 
if they dine, thus emanating their attitude from the 
inside. Second, restaurants should strongly encourage 
their customers to do word-of-mouth as it is proven 
to significantly influence someone else’s decision 
upon dining out. Of course, this can be achieved if the 
restaurant provides good value and service for their 
customer. In this sense, the role of social media and 
news should not be undervalued. The restaurant should 
acknowledge how nowadays communication is in the 
form of digital content and the spread of news, and how 
a brand image is important. Thus, maintaining a good 
communication program from the restaurant’s marketing 
division definitely should be taken into consideration. 
	 Third, restaurants should ensure that their customers feel 
enjoyment as this is the most prominent factor that influences 
customers to have the intention to revisit. This can be achieved 
by creating a comfortable environment in the dining area, 
either from the interior, design, music, and regulations, thus 
providing a great place for customers to enjoy their time 
upon visiting the restaurant. Also, since customers put a high 
value on the warmth of family and friends during dining, 
restaurants should cater to these needs. For instance, providing  
an innovative family menu that not only serves kids, but  
also for the elderly, women with special needs (pregnancy), 
and nutritional considerations (as such healthy menu).  
To add, offering a special package for family or friends 
can also be a good offer. This can be in any form of sales 
promotion tools such as free samples, discounts, coupons, 
contests, and sweepstakes. On top of that, customer happiness 
and satisfaction should come first, and therefore maintaining 
good service and product quality, again, are crucial.
	 The first limitation of this study is the low sample 
number. Therefore, it is strongly advised to increase the 
sample size in future studies. The second limitation is 
the study context, which is limited to only one restaurant 
setting of casual dining. Hence, investigating other 
restaurant settings will provide new insight by comparing 
such, for example, fast food, coffee shops, fine dining, and 
bars or clubs; thus, the findings will cater to all business 
types. It is also recommended that future studies explore 
other determinant factors that might enhance restaurant 
customer revisit intention, such as satisfaction, loyalty, and 
how recent technology and innovation may take place. 
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