
Journal of Open Innovation: 

Technology, Market, and Complexity

Article

The Impact of Social Servicescape Factors on
Customers’ Satisfaction and Repurchase Intentions in
Mid-Range Restaurants in Baltic States

Mangirdas Morkunas 1,* and Elzė Rudienė 2
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Abstract: The present paper studies the importance of social servicescape factors to customer
satisfaction in middle-priced restaurant services. This paper fills the existing literature gap on the
importance of social servicescape factors onto customers’ satisfaction in middle-priced services.
A survey of 514 respondents from three capitals of the Baltic States was conducted for the purpose
of the present study. Descriptive statistics together with an independent samples t-test and partial
least squares path analysis were employed for data processing. The results obtained confirmed the
hypothesis about the importance of social servicescape attributes to customer satisfaction. The study
also highlighted the difference in gender attitudes towards intangible aspects of service delivery.
The research confirmed the existence of a relationship between customer satisfaction and repurchase
intentions, although to a lesser extent than could have been anticipated from the literature review.
The findings of the study covered by the present paper allow us to position middle-priced restaurants
closer to luxury ones compared to casual restaurants
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1. Introduction

The increasing debate on customer satisfaction in services put emphasis on intangible emotional
factors in determining customer satisfaction in services provided [1–3]. This is being documented also
in services that have a strong tangible component [4,5], making an emotional perception a focal point
in concluding on the overall quality of services [6].

Such a shift from physical to emotional motives in determining the quality of services encourages
both practitioners and academicians to identify the main intangible triggers, creating the positive
experience to be broadly defined as social servicescape. The complexity of social servicescape research
is composed of two components—difficulties in measuring intangible attributes [7] and the fact,
that different services are being characterized by a different set of social servicescape attributes of
varying importance [8]. This necessity for specific research in particular industries motivates us to reveal
that social servicescape factors are principal in defining the customer satisfaction in middle-priced
restaurants and inducing repurchase intentions.

The novelty of the research covered by the present paper lies in providing insights about
the impact of intangible attributes to the perception of quality of middle-priced services. This is
fairly new knowledge, as typically research is oriented at luxury service encounters [9–11] or casual
service providers [12–14] leaving middle-priced services, especially restaurants, in the shadow of
scientific interest.
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The practical significance of the study is stressed by the fact that it was conducted in small
countries with quite small numbers of tourists, and its restaurant industry must rely on repurchases
and loyal customers in order to maintain its economic viability, contrary to primary tourist destination
countries (e.g., Italy 63.2 million tourists or France 89.3 million tourists in 2018), where cultural heritage,
natural and architectural landmarks create a potential consumer flow and restaurants should pay more
attention to the physical factors of servicescape (in particular—location [15] in order to attract more
customers and improve their financial results.

The aim of this paper is to reveal which social servicescape factors are most important in
determining customer satisfaction in middle-priced restaurants.

This paper is structured as follows. The theoretical background consists of two parts providing
comprehensive literature review on the influence of social servicescape factors onto customer
satisfaction. The linkages between customer satisfaction and repurchase intentions are also emphasized.
The methodological part consists of two subsections. The first part presents research design and
hypotheses raised, the second part explains the data collection method and presents the results of the
calculation of reliability indicators. The results section presents the obtained results and juxtaposes
it with existing theoretical streams indicating not only congruence to prevailing scientific literature,
but also some discrepancies, providing possible explanations for them. The discussion section provides
comments on obtained results in the context of open innovations. The conclusion generalizes results
and provides future research directions.

2. Theoretical Background

2.1. Social Servicescape and Its Implications on Customer Satisfaction

The concept of servicescape has secured its place in services marketing. Although prevailing
theoretical streams tend to focus on physical dimension of servicescape [16–20] or see social servicescape
as a complement to physical servicescape [21–23], more recent studies have provided evidence that
social servicescape factors are fundamental in determining customer satisfaction [24].

Typically, social servicescape consists of three attribute groups: customer social servicescape,
personnel social servicescape and social density [25]. The classical composition of physical and social
attributes of servicescape is being offered to enhance by various additional factors. Rossenbaum and
Massiah [26] propose a natural dimension to physical and social components of servicescape. Lee and
Jeong [17] propose electronic environment attributes, Siguaw et al. [27] advocate on including safety
dimension features into the servicescape mix, Dong and Siu [28] put forth customer’s predispositions to
be included, Line et al. [29] propose soft attributes for enhancement of the servicescape model—word
of mouth, place of attachment, etc. Due to its intangible nature and it being more difficult to
measure, social servicescape dimension is offered to be enriched more broadly compared to physical
servicescape [30].

Whilst social servicescape is a fairly new concept, introduced by Thombs and McColl-Kennedy
in 2003 [31], studies on it gained momentum and currently are represented in a few interconnected
spouts understanding social servicescape as a multidimensional construct responsible for the overall
satisfaction with services [32], as an integral part of quality and assurance of satisfaction with
services [33] or as a local temporary alternative to social norms [34]. Andres et al. [35] investigate
a positive social servicescape impact, not only on customer satisfaction and consumer loyalty, but also on
the word of mouth intentions. Social servicescape elements are even considered to be stress alleviating
factors for consumers [36]. Lin et al. [37] demonstrate how social servicescape attributes determine
overall satisfaction with restaurant services and influence future intentions through distinctive
customer-to-customer interaction. Demoulin and Willems [38] show how failure to deliver social
servicescape factors in an accustomed way irritates customers and dramatically lowers their satisfaction
levels. It is even presumed that customers expect execution of social servicescape attributes at highest
level to consider the delivery of services above an acceptable level, thus making the social servicescape
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dimension an indispensable part of any service. According to Song et al. [39], social servicescape factors
are determinant in creating customer perceptions about high quality and uniqueness of restaurant
services. Liu et al. [40] prove that social servicescape factors are detrimental in managing customer
evaluations of experiential consumption, which also leads to positive word of mouth communications
on a brand of the service provider. Line and Hanks [41] stress the importance of social servicescape
factors in casual restaurant services by showing the moderating effect of crowding on the customer’s
perceptions on service quality. Kim and Baker [42] see social servicescape as a facilitator of customer
emotions, both positive and negative, stressing the emotional nature of social servicescape attributes.
The role of servicescape in encouraging the desired behavior of consumers is also revealed by Hanks
and Line [43].

Active personal interactions serve as a focal point in several studies carried out by Lin et al. [44],
where servicescape is considered not only as a main contributor to satisfaction in B&B services, but also
as an inducement to repurchase intentions.

Social density serves also as a main research object in Line and Hanks [45] studies indicating the
importance of passive interactions between customers in creating the perception of overall quality of
services. Social servicescape is also considered a substitution to social norms or social institutes [46]
in small local places, where it can shape human behavior. It can also create positive images in
consumers’ minds—another feature attributed to social servicescape [47], which, in turn is being
converted to the satisfaction with services and repurchase intentions. This view was supported by
Abdel-Aal et al. [48]; thus, as supportive factors, physical servicescape attributes were also analyzed.
The provided possibility to “melt” within the perceived similar social environment is considered
a positive factor in evaluating the services received [49].

2.2. Linkages between Customer Satisfaction and Repurchase Intentions

The findings in scientific literature [50] state that high quality customer experience is a sustainable
competitive advantage that has a clear financial impact on businesses through building consumer
loyalty. Some researchers have studied the direct link between its components and customer repurchase
decisions or even loyalty [51]. More recent studies, however, tend to add additional elements into this
chain [31]. Typically, customer satisfaction [52] is added into this relationship. In providing services,
the most important aspects in defining perception of service quality are the so called “moments of
truth” [53,54] which may also generate the negative experience usually generated by not very polite or
competent personnel or antipathetic behavior of other customers. As satisfaction is closely linked to the
quality of a service, it has a direct and strong impact on future behavioral intentions [55]. It has been
even noticed that the effect of satisfaction on behavioral intentions is more significant than the direct
perceived effect of service quality on future intentions, which directly leads to repeat purchases [2].
The role of intangible facets in drawing consumer satisfaction and intentions to repurchase was explored
by Park et al. [53] who even stated that companies should focus more on intangible determinants
(i.e., social servicescape) of customer satisfaction as they are more difficult to copy, thus become
more sustainable from the viewpoint of business continuation. Customer satisfaction, as a focal
factor in inducing repurchases, dominates the scientific literature and is being analyzed by Belas and
Gabcova (2016), Kiran and Dilijit (2017), Gong and Yi (2017) [56–58]. Although the link between
customer satisfaction and intended repurchases may look impregnable, there have been studies [59]
that revealed the existence of mediating factors that could potentially contest the abovementioned
relationship. Some of these factors, such as insufficient financial capacity of customer to perform
repeated purchases even in a long perspective [60] are not applicable to mid-ranged restaurant services,
some, such as psychological characteristics of customers [61] may weaken this satisfaction–repurchase
link. Psychological motives influence customer satisfaction and intentions to repurchase even prevail
over physical attributes of service delivery [62–64] and counter ex-ante attitudes towards selected
services [65]. These discrepancies in prevailing scientific streams motivate us to investigate the
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relationship between customer satisfaction created by non-physical means (social servicescape factors)
and intentions to repurchase specific restaurant services.

3. Methodology

3.1. Research Model and Hypotheses

In order to assess the importance of several examined variables to another dependent variable,
we used a descriptive statistics technique, which is a common tool for solving tasks of this character [66].
It was considered important to reveal the differences in attitudes towards social servicescape factors
between men and women, therefore the authors of the study covered by the present paper conducted
independent samples t-tests. The path analysis was conducted using the partial least squares method,
which is a common tool in marketing research [67,68]

Following the overview of the prevailing theoretical streams and views related to social
servicescape factors, we have raised four principal hypotheses:

Hypotheses 1 (H1). Customer social servicescape factors affect customer satisfaction in mid-priced
restaurant services.

Researchers have shown that consumers who experience the loss of social support due to negative
life events, may counterbalance lost support by forming supportive relationships with people in the
service places [69]. Likewise, consumers who experience illness themselves may also seek solace in
service places by being among like-others [70].

Hypotheses 2 (H2). Personnel servicescape has impact on customer satisfaction in mid-priced
restaurant services.

Personnel servicescape is important because it appears to be the first point of contact when
providing services [47] and impacts customer satisfaction. This involves assessment based on personnel
effort with abilities that manifest through friendliness, empathy, or attentiveness. [71].

Hypotheses 3 (H3). Social density has an impact on customer satisfaction in mid-priced
restaurant services.

Most previous studies on service environment demonstrate that perceived social crowding affects
consumer experiences negatively and report lower levels of consumer satisfaction [72,73], negative
emotional responses [74], and avoidance behaviors [75].

Hypotheses 4 (H4). Satisfaction by services has a positive impact on repeated purchases.

Olorunniwo et al. [76] reported that good service quality is positively related to customer
satisfaction, which in turn leads to behavioral intention. Dong and Siu [28] documented that service
quality plays an important role in customer evaluation of the service experience. Satisfied customers
are more likely to have the intention to purchase more, repurchase, become loyal and recommend
others to purchase [77–79].

In order to reveal the importance of social servicescape factors on customer satisfaction,
three different question groups were developed, all measured by seven points on the Likert scale.
It is a widely used method designed to obtain marketing information [80,81]. In data processing,
the information obtained through this instrument is widely regarded as interval data [82,83] which
allow parametric tests to be conducted [84].

The contextual model of the study is presented in Figure 1, where Customer social servicescape,
Personnel servicescape and Social density are treated as exogenous latent variables and satisfaction by
service as endogenous latent variable.
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3.2. Data Collection and Reliability Indicators

The original data were obtained using questionnaires that were filled by visitors of particular
restaurants. The bulk of the surveys was obtained referring to an internet survey platform that
served total 451 surveys. The online surveys were complemented with the data from the physical
surveys—in total 106 carried out in Tallinn, Riga and Vilnius. After a statistical reliability test
(Kolmogorov–Smironov) was conducted, we found that all 514 surveys were suitable for further analysis.

A middle-range restaurant was defined from a consumer perspective, e.g., represented by
numbeo.com average for middle-priced restaurants, the measurement factor being a three-course bill
for two persons. The given number was enhanced by ±15% interval, thus giving the price range for
Vilnius EUR 31–42, EUR 34–46 in Riga and EUR 38.25–51.75 in Tallinn (based on numbeo.com data for
April 2019). It is assumed that this value truly represents consumer perceptions about a middle-priced
restaurant, as it is based on the average of 2363 entries in Vilnius, 3205 in Riga and 3041 in Tallinn,
which is much more than the required 384 entries in each city to reach 95% confidence level with 5%
error probability [85].

In order to check the reliability of measurement scales, we calculated Cronbach’s alpha coefficient
that should be no less than 0.7 [86]. In our case, the customer social servicescape scale shows the
reliability level of 0.802; personnel servicescape 0.854, social density of 0.761, customer satisfaction
0.778, intention for repurchase 0.902—so on that basis it can be concluded that all four scales are
suitable for the study.

As the Likert scale was used for the purpose of the study, it is suggested to pay more attention
to the median and not the mean, as contrary to the mean, the median is not so sensitive to extreme
outliers which can impose bias to the final results [86]; so, for the purpose of the study covered by the
present paper, we took both indicators into account and standard deviation was calculated for the
purpose of measuring dispersion.

The bootstrapping approach (500 re-sampling) was employed in order to reveal whether or not
the assumed relationships between analyzed variables really exist as depicted in Figure 1. The path
coefficient is assumed to be within boundaries of−1 to 1, where−1 indicates a strong negative connection
between variables, and 1 indicates a strong positive connection between the items being analyzed [67].
Chosen significance level: * p < 0.05, which is a common practice in a social research [87]. The structural
model was verified by calculating R2 and Stone–Geisser (Q2) criterion. The goodness-of-fit (GoF) index
was computed, as suggested for partial least squares path models [88]. The GoF index for present study
is 0.53, which exceeds the 0.36 threshold [89] so the model can be characterized as good overall fit.
R2 value for “Satisfaction by service” is 0.543 and for “Intention to repurchase” it is 0.471. It means that
researched exogenous construct explains 54.3% and 47.1% of variance, respectively, which, according to
Chin [90] is sufficient to obtain robust results. The obtained Q2 results (0.35 for “Satisfaction by service”
and 0.32 for “Intention to repurchase”) are positive, indicating predictive relevance of independent
variables to endogenous construct [91].
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4. Results

The descriptive statistics for analyzed variable groups are presented in Table 1.

Table 1. Descriptive statistics of analyzed variables.

Item Mean Median Std. Deviation

Customer Social Servicescape

Congruent physical appearance 4.7 5 1.12
Congruent social status 5.1 5 1.24

Congruent age 3.4 3 0.91
Similar behavior manners 5.8 6 1.26

Congruent number of visitors 4.2 4 1.41
Congruent composition of visitors 3.9 4 1.27

Cronbach’s alpha coefficient = 0.802

Personnel Servicescape

Congruent physical appearance 4.1 4 1.26
Congruent willingness to communicate 5.2 5 1.31

Congruent age 2.9 3 0.96
Cronbach’s alpha coefficient = 0.854

Social Density

Number of tables in a restaurant 5.3 5 1.33
Distance between sitting places 5.7 6 1.2
The necessity of private tables 4.1 4 1.04

Queues to restrooms 5.1 5 0.93
Cronbach’s alpha coefficient = 0.761

Source: own calculations.

An analysis of the customer social servicescape led the authors of the paper to the conclusion
that the most important factor in determining consumer satisfaction with restaurant services is similar
behavior manners. It means that when choosing middle-priced restaurants customers expect other
customers to act in a similar manner as themselves following the widely accepted social norms and
behavior habits. Although different studies have suggested that it is a more common characteristic of
higher priced restaurants [10], the study covered by the present paper allowed a conclusion that some
of the formerly distinct features in differently priced restaurants of social servicescape are starting
to converge. This shift may be attributed to the increasing popularity of low-priced restaurants
and varying canteens, as a result of which middle-priced restaurants are relocated to a higher level,
where people go not only to have a meal, but also to spend time and make an impression [9]. The second
most important factor in this group was the similar social status. A lot of researchers [92–94] showed
that people tend to feel more comfortable finding themselves among other persons of similar social
status. The findings of the present study confirm this theory regarding the restaurant services. It may be
attributed to the fact that the presence of a significant portion of people of apparently lower social status
can diminish the impression the customer expected to deliver to his/her companion. The significant
portion of people of obviously higher social class may make the customer feel uncomfortable or even
to compromise his initial portrait in the eyes of his companion. Both situations will lead to negative
emotions and subsequently very low level of satisfaction with services provided [44]. The expected
similar appearance of customers can be explained by the fact that presumed social status requires
corresponding appearance in customers’ perception, so these variables can be analyzed together.
The importance of congruence in numbers of visitors, which was represented by research questions:
”when I go to the restaurant with the group of persons, I expect to find other groups in the restaurant”
and “when I choose the restaurant for the date, it is important for me not to find a group of people
celebrating” can be attributed to the social norms that impose the prohibition of disturbing plans and
intentions of other people, as a restaurant is a widely accepted place for private conversations [95].



J. Open Innov. Technol. Mark. Complex. 2020, 6, 77 7 of 15

The composition and age of visitors were found to have a marginal effect on the satisfaction of
visitors, signifying a high tolerance level of customers to different nationalities, races, religions and
age groups. Although the analyzed composition of the visitors’ factor was of low importance in
the Baltics, some regions, where national/religious disputes are on a high level, may show different
results and restaurant owners in these regions may be forced to enhance their attention to this social
servicescape factor.

By analyzing the importance of personnel social servicescape importance on customer satisfaction
with middle-priced restaurant services, we see that congruence in willingness to communicate is
of utmost importance. These findings are consistent with the other studies in the corresponding
area [44] but may create confusion to restaurant owners willing to improve the satisfaction level of
their customers. This is determined by the fact that it is quite hard to determine the willingness of new
customers to communicate. Although customers in some Latin America or South Europe are more prone
to communication [96] and a conversation of staff members with them would significantly improve
overall satisfaction level with the restaurant services, it is hard to decide about this characteristic in
some northern American or European countries, where discretion and personal space are of a high
importance. Another important factor is the appearance of the serving personnel. It is obvious, that in
sports bars no one expects to find a waiter with a bowtie, but, as became evident in our research,
the similarity in appearance is of a high importance also in mid-priced restaurants. The age is not
important. This finding in part contradicts Smedley [97] conclusions about importance of age in the
service sector but goes along with Lestari et al.’s [98] conclusions about the importance of competence,
good manners and empathy in serving people.

When researching social density, we have found that among all social servicescape factors the
distance between the tables in a restaurant plays the second most important role in determining
customer satisfaction. Questions, representing this variable were formed as: “for me it is important
that I could easily go through the rows of tables without excusing visitors”, “for me it is important that
my conversation could not be heard from another table”, “for me it is important that my sit is not be
compromised by other visitors’ chairs”. These results confirmed the assumption that customers expect
some privacy and ability to concentrate only on his/her companion when they go to middle-priced
restaurant. Although a bigger number of tables in a restaurant may help to serve more customers
and improve the financial performance of a restaurant, its owners should balance the social density
in order to maintain customer satisfaction on a high level. The second most important factor in this
category—number of tables in a restaurant—shows the preference of customers in the Baltic states to
bigger restaurants. It may be attributed to the fact that a bigger number of tables helps customers to
melt into the environment, not to attract too much attention to themselves, in that way maintaining
privacy. The necessity of private tables, which was represented by questions: “if possible I would
choose table, which is separated from the main hall”, “the ability to have a private dinner determines
my choice between restaurants” confirms the assumption that even middle-priced restaurants are
chosen for romantic evenings, and supporting measures that could reinforce this romantic private
impression would significantly improve the satisfaction of restaurant services. Queues to the restrooms
we attribute to so-called hygiene [99] factors and can easily be solved by technical means.

Comparison of means shows (Table 2) that, in general, men tend to pay less attention to social
servicescape attributes of restaurants compared to women.

This finding cannot be further exploited as we did not research physical servicescape attributes
of restaurants and this constraint does not allow us to conclude if men are paying more attention to
physical servicescape compared to social servicescape, or they are more indifferent to the environment
of restaurants in general, as compared to women.

When analyzing the second order constructs, such as satisfaction with the service (in a survey
this was represented by statements: “I judge restaurant services by atmosphere provided”,
“Social atmosphere is of utmost importance for me in a satisfaction with restaurant services”, “Trying
to remember my experience about restaurant, I remember how I felt there”) and intention to revisit the
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restaurant (represented by the statements: “I would like to revisit this restaurant in the near future”,
“I have a strong intention to bring my family and friends to visit this restaurant again”, “This restaurant
would be my first choice over other restaurants”) we obtained the following results (Table 3):

Table 2. Independent samples t-test.

Mean (Gender) t-Test for Equality of Means

Male Female t Sig. (2-Tailed)

Social servicescape 4.03 4.81 −1.12 0.148

Personnel servicescape 3.74 4.4 −1.31 0.124

Social density 4.58 5.29 −1.67 0.071

Source: own calculations.

Table 3. Descriptive statistics and independent t-test results for endogenous variables.

Descriptive Statistics t-Test for Equality of Means

Mean

Mean Median Std. Deviation Male Female t Sig. 2-Tailed

Satisfaction by
services provided 4.9 5 0.86 5.2 4.5 −1.31 0.151

Intentions to revisit 4.7 5 1.13 5 4.2 −1.07 0.186

Source: own calculations.

Analysis of endogenous variables shows the same trend—women tend to be more demanding in
restaurant services and towards attitudes to satisfaction and intention to revisit the same restaurant.
This may be related to the fact that in western culture men tend to take responsibility for choosing the
restaurant [100], so women are left with the responsibilities of judging the men’s choices. The decision
can therefore be biased by the overall impression of the evening not allowing clear distinction between
social servicescape and other attributes contributing to the whole atmosphere of the evening to which
restaurant was a focal point [101].

When conducting path analysis, we found that all variables are significant under the predetermined
confidence level of 0.05 and all are positively related. The path coefficient value for a customer social
servicescape is 0.581, indicating quite strong influence [90] on the dependent variable, Customer
satisfaction. The strongest influence can be noticed measuring Personnel servicescape and the
least significant influence is exercised in Social density. Nevertheless, when analyzing variables
independently, we found that social density was valued very highly in customer surveys, although
statistical techniques show a bit lower but still high importance of this social servicescape facet on
consumer satisfaction with restaurant services.

The positive relationship between satisfaction of restaurant services and intention to revisit it also
exists, although not as high as we expected, indicating the path coefficient value of 0.492. This may
be associated with the fact that research has been carried out in the Baltics where visiting mid-priced
restaurants are still considered in part as a luxury [102] and even being satisfied with the services
provided, not all customers are planning to revisit it again. All researched relationships and its’
strengths are represented in Figure 2 below.

Therefore, we were able to conclude that all four hypotheses originally formed for the purpose
of the study were confirmed. Nevertheless, due to a quite high number of limitations some of the
findings should be applied with caution in challenging the existing theoretical streams, especially in
questioning a bold influence vector from customer satisfaction to repeated purchases.
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5. Discussion: Social Servicescape Factors and Open Innovation in Restaurant Services

Accessibility and implementation of open innovation are considered to be key determinants
assuring a steady development of the service industry [103]. They are also keys to success in the food
industry [104] and restaurant services [105]. Restaurant open innovation can consist of ingredient
open innovation, recipe open innovation, and service open innovation as follows. Food ingredient
open innovation could be measured from the customer satisfaction or restaurant high ranking which is
a reflection of a vast number of fresh ingredients. Menu recipe open innovation is the level of customer
satisfaction or can be revealed in restaurant high ranking which, in turn, is a reflection of a high number
of new and fascinating menus implemented. In addition, the restaurant service open innovation is
a customer satisfaction of sophisticated and customized services [106]. As one of the more advanced
steps in the implementation of open innovations in the restaurant business is the open innovation
platform, which creates “combinative innovation and customer self-creation” [106] (p. 14). This concept
also puts emphasis on customer-market information in the process of empowerment of open innovation.
Data obtained from customers, which have potential to be used for improving companies’ performance,
can be considered as a source of open innovation [107]. The findings of this study can serve for creation
of open innovations by providing comprehensive insights into the importance of social servicescape
factors in customer satisfaction, which, in turn, can be converted to loyalty [108]. The revealed
importance of congruence levels in willingness to communicate between customers and staff in
assuring customer satisfaction has also implications in creation of open innovations. It is documented
that direct contact between client and service provider can help to co-create value and serve as
innovation strategy for particular firms [109].

The disclosed differences in the evaluation of social servicescape attributes between men and
women also show that women are the first to be targeted in order to increase the overall satisfaction
in restaurant services provided. This finding expands Karatepe [110] conclusions about moderating
the role of gender in customer satisfaction in services encountered. From the point of view of open
innovation, these findings suggest that using information obtained from women in changing business
processes in the middle-priced restaurant industry can lead to better results, as they are not only more
demanding, but also in a position to judge on a man’s choice of a restaurant.

The findings of this present study can be considered as one of the few external sources of
open innovation, as suggested by Bayona-Saez et al. [111] for marketing managers of middle-priced
restaurants. The research clearly shows that customer expectations for middle-priced restaurant
services are very similar to expectations for luxury restaurants and are associated more to intangible
aspects of services encountered, such as appropriate behavior manners both from personnel and other
customers side, privacy seeking and less to the physical dimension of restaurant services. These
predispositions should be met both in providing and advertising middle-priced restaurant services.
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6. Conclusions and Further Research Implications

The importance of social servicescape attributes on customer satisfaction was well documented
in the present study. One of the conclusions of the study was that women are more cautious about
social servicescape in evaluating the services provided. Compared to men, they tend to be more
demanding of social environments of restaurant services. This difference is also reflected in intentions
of revisiting the service provider, where we found men to be more likely to repurchase restaurant
services they were satisfied with. These insights generate managerial implications reflecting the need
for restaurant owners to pay more attention to women’s perception of service quality in order to
increase satisfaction with their services and inducing possible repeated purchases or even creating
preconditions for improving customer loyalty levels.

The highest rated facets of social servicescape belong to Social density group of factors indicating
the strive for privacy when visiting middle-priced restaurants. This new finding allows us to classify
mid-range restaurants closer to luxury level restaurants, where privacy and status seeking prevail over
the bigger portions or fast delivery expected from casual restaurants [102]. This insight is important not
only from a theoretical, but also from a practical point of view suggesting that mid-priced restaurant
owners ought to target customer groups of upper middle-class consumers, offering them marketing
strategies closer to luxury restaurants than casual ones.

Relative devaluation of Personnel servicescape features compared to other component groups of
social servicescape can be attributed to the fact that in middle-priced restaurants proper personnel
behavior and high congruence levels are taken for granted and have quite a limited potential for creating
additional competitive advantage over other restaurants. Although failure to deliver these social
servicescape attributes at the appropriate level may significantly impair the customer satisfaction level.

Research aimed at revealing the importance of social servicescape factors in the context of the
whole expanded servicescape mix, mentioned in the literature review, could add new knowledge.
The revealing reasons for different attitudes of men and women on social servicescape factors and its
importance in determining customer satisfaction could be beneficial for marketing science. Further
studies aimed at mediating factors to the relationship between customer satisfaction and intentions for
repurchase would also possibly add new scientific knowledge.
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