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In Taiwan, the number of Vietnamese people living, working and studying is huge. Their demands for eating in restaurants are also enormous. In this study, the author will focus on the Service Loyalty Relationship Study in Retaining Customers: An Empirical Study of Vietnamese Restaurants in Kaohsiung City through questionnaires surveys were collected from more than 220 customers. After doing surveys and testing these values, this study can conclude that all the independent variables can be applied in the research model in order to explain loyalty trend towards the restaurant. Moreover, the study results also particularly emphasized the impact of the hygiene factor. Generally, customer loyalty may cause by a manager who has a deep knowledge about restaurant services and has ability to handle problems flexibly. Besides, customers are also impressed by the appearance of the staff. Through the behavioural details and the pictures of staff, customers would have their own judgment about the operating style, organizational culture so that they can appreciate the service quality, forming their loyalty trends as they are served at a high level.
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1. Introduction
Taiwan is a developed country with consumer demand improving, where food culture has changed with certain standards in the majority of the people. Cuisine or simply eating and drinking something every day are very “normal life”. But in every age, stage of development, the different diet to be concerned hierarchically. When life on the development of human needs to be enhanced higher, thanks to cuisine that is becoming better and more convenient, the change in the economic environment, culture and society has changed dietary needs of customers, which at the same time increases the culinary arts. For example, customers spend money in restaurants not only to enjoy the food, and drinks with more chefs’ creativity, but also to relax in a pleasant place with family, relatives, friends, and to exchange work with partners, and so on. For that reason, the reward is only for businesses that may meet diverse needs and characteristics of customers.
Recently, an increasing number of Vietnamese people come to Taiwan for higher education or work. Particularly, compared to other countries, Vietnam outnumbers others in terms of students. As such, the need for food, or food restaurants, has become more than important for Vietnamese people. In addition, it also naturally form the Vietnamese food culture that the local people also like it. In Vietnam, people emphasize customer satisfaction and loyalty. However, whether the services provided by Vietnamese here in Taiwan are favored by local people is interesting to study. Therefore, this study may help explore the situation of Vietnamese services in Taiwan.
This study aims to understand the impact of spatial factors as the service determinants on customer loyalty and to clarify the practical benefits from the space service provided by the firm such as restaurants in the city or the country. Therefore, the space services including physical aspect and social aspect are our main concerns. The case is on restaurant business in terms of spatial scale services which may provide an insight into service and loyalty relationship in the field of service industry. Accordingly, the research objectives are aimed at 

· To what extent the space service can influence customer loyalty.

· To what extent customer loyalty can retain the customers.

· The effect of both space service and customer loyalty is on retaining the customers.
2. Literature Review
2.1 Approaching from the Social Aspects

Adding space approach services in the social aspect, this refers to elements of visual angle employees on customer perception of staff in the services space consideration. Pictures of staff are reviewed based on the expression of the capacity of outside staff and the level of customer evaluation for the external form of staff (Tombs and McColl-Kennedy, 2003; Harris and Ezeh, 2008).

Thus, from the above analysis, access to space elements should be considered for service on the constituent elements of both approaches in order to make specific recommendations about the level of cooperation of them tend to loyal customers for restaurants. Although accessible from the material elements of the space component services are used in a long time, however, the addition of social elements, i.e. comes to customer perception of staff took place in that space services for a comprehensive structural and more effective (Harris and Ezeh, 2008).

Within the scope of this report, the authors use two approaches typical aspects of terminology services space, which is both the physical space and the social aspects has been studied by Harris and Ezeh (2008). This allows the application author proposed model for group 5 elements: one is music, both as a sanitation is three, design elements - including functional design and art design , four is, staff capacity and finally, in the image of employees.

- Music

Among the customer services, environment can be many stimuli to make customers how to act, what to buy and are satisfied with the service experience. Among the agents which can be used to create the service context, the background music was recognized as one of the factors that influence and potentially most charismatic (Milliman, 1986). The study was carried out over the years has provided a number of practical evidence demonstrated the influence of music, particularly in the service environment. However, our knowledge about the effect of music is still limited.

Music is defined by Brunner (1990) is "a complex mixture of chemical elements can be controlled over a heap of sound overall". There is some evidence that rhythm, volume, tempo, and other structural characteristics of the background music to influence behavior. The ability of both background music and popular music acts on status was determined through history by the poet, writer and composer (Brunner, 1990) and is reflected strongly in the space research service (Milliman, 1986; Baker and CTG., 1992; Areni and Kim, 1993; Mattila and Wirtz, 2001). Because music is played in a space the service cannot only stimulate emotions and states, but also affects their purchase behavior (Areni and Kim, 1993). 

H1: The more you feel suits the restaurant's music, as customers tend to be loyal to that restaurant.

- Hygiene

The hygiene is an extremely important component of overall physical and environmental impact assessment of the customer service experience (Barber and Scarcelli, 2010). The hygiene can be defined as no dirt (including dust, stains and odor nuisance).

The toilet includes a standard important - hygiene. Sanitation was identified as a potential tool to increase service quality. Brown and CTG. (1991) suggested that hygiene is an important factor can increase satisfaction, customer service and there is no evidence to suggest that it may cause dissatisfaction for customers. Silvestro and Johnston (1990) suggested that one factor causing dissatisfaction important in quality service experience is unsanitary.
For comments on the sanitary condition of the restaurant, the authors hypothesize:

H2: The more you feel the space hygiene of the restaurant's high-service, as customers tend to be loyal to that restaurant.
- The Design and Decoration Elements

The differences and diversity in the layout will produce different effects to the behavior of individuals in the restaurant (Gifford, 1998), or to put it more clearly, in this case considered the impact of community. Bitner (1992) emphasized that the implied message like the decorations (such as quality of materials used in construction, the artwork and the paving material floor) offer suggestions for customers about the standards and expectations of etiquette and behavior. In that sense, decoration is a symbol that can be used to create a suitable atmosphere in which space services (Nguyen and Leblanc, 2002).

With the meaning of the message design elements and layout above hypotheses that:

H3: The more you appreciate the artistic attractiveness and comfort of space objects in restaurant service, the more customers tend to be loyal to that restaurant.

- The Capacity of Staff

The capacity of staff can be defined as the level of understanding of products and services (Goldsmith and CTG., 2000) as well as the ability to meet and handle the situation arising in the customer service space goods (Sharma and Stafford, 2000). The ability to solve problems that arise for clients before and after the sales process is an issue to be appreciated by most customers (Berry and Parasuraman, 1991). In addition, we found the staff capability and competitive advantage relationship clings tight to each other as a successful strategy to a strategy that competitors can hardly be imitated (Bogner and CTG., 1999). With this assertion, a clear capability of staff is the most important condition affecting the decision to select providers of customer service.

For the assessment of the capacity of staff, the hypothesis is that:

H4: The more you appreciate the capacity of staff in the restaurant, as customers tend to be loyal to that restaurant.

- The Appearance of Staff

Appearance of staff is to be attractive and beautiful or attractive depending on each customer's assessment of factors related to the individual characteristics of each employee, such as skin color, ethnicity, appearance ect. Some evidence shows that the factors attracting looks from waiters in identified customer has the ability to increase the service experience (Baker, 1987) and this is consistent with the approach from behavioral aspects (Bitner, 1992).

From the above explanation of the appearance of the staff, our hypothesis is:

H5: The more satisfied with the appearance of the restaurant staff, as customers tend to be loyal to that restaurant.

2.2 Research Model
The following model describes the relationship between the five elements interacting in space services with loyalty trends. While the three factors listed reflect physical aspects of space services, the remaining two factors are social aspects (figure 2.1) and evaluating items (table 2.1)
	

	Figure 2.1: Hypotheses toward the Customers’ Loyalty




	Table 2.1: Elements of Hypotheses

	Music

	1
	M1
	Beautiful music

	2
	M2
	Appropriate music

	3
	M3
	Moderate volume

	Hygiene

	4
	H1
	Clean walkways

	5
	H2
	Clean toilet

	6
	H3
	In general, the restaurant can reach the standard of hygiene.

	Design and Decoration

	7
	D1
	The restaurant interior is well-adorned with attractive fashion.

	8
	D2
	The restaurant interior architecture shows fascinating personality.

	9
	D3
	The height between seat and table is fit and comfortable.

	10
	D4
	Comfortable chair

	11
	D5
	The restaurant interior is well-design.

	Staff Capacity

	12
	C1
	Waiters serve customer request promptly

	13
	C2
	Staff can understand and comply with customer’s request from the first time.

	14
	C3
	Staff has the ability to solve customer’s problem. 

	Staff’s Behavior and Appearance

	15
	BA1
	The staff’s uniform is nice.

	16
	BA2
	The staff has gracious and friendly smiles.

	17
	BA3
	The staff is well-appearance and attractive body.

	18
	BA4
	The staff can serve customers’ orders politely excellently. 

	Customer Loyalty

	19
	L1
	I would say the positive aspects of this restaurant to others.

	20
	L2
	I will remember this restaurant to recommend my friends upon their request.

	21
	L3
	I would consider this restaurant as the first choice.



	22
	L4
	I would recommend my relatives and friends to eat at this restaurant.

	23
	L5
	I'm going to this restaurant next time.

	24
	L6
	I will still choose this restaurant even there are other cheaper restaurants




3. Data Analysis and Results
3.1 Demographic Analysis

The respondents must be Vietnamese or Taiwanese living in Kaohsiung and having meals at restaurants. In the cases where respondents did not answer every question, the questionnaires were discarded. 

Therefore, the questionnaires were sent to the total of 300 respondents. In the total of 300 questionnaires retrieved, 80 questionnaires were discarded; thus 220 questionnaires were deemed good to be analyzed, which represented a response rate of 73, 3 %.
	Table 3.1: Statistics of the Sampled Customer Characteristics 

	
	Category
	Frequency
	Percentage (%)

	Gender
	Male
	18
	8.2

	
	Female
	202
	91.8

	Age
	18-30
	69
	31.4

	
	31-45
	102
	46.4

	
	Over 45
	49
	22.3

	Income

(NTD)
	Less than 17000
	86
	39.1

	
	17000 – 30000
	83
	37.7

	
	More than 30000
	51
	23.2

	Career
	Civil servants
	151
	68.6

	
	Running private equity business
	36
	16.4

	Total
	
	220
	100


In terms of gender, there are 18 females and 202 males, or female accounts for 8.2 percent and male accounts for 36 percent of the observations. As of age, 31.4 percent of the respondents were from 18 to 30 years old, 46.4 percent of them were from 31-45 years old, and the last group 22.3 percent of respondents was above 45 years old. For income, according to the statistics, 39.1 percent of respondent has income under 17000 TWD; 37.7 percent has income ranged from 17000TWD to 30000TWD, 23.2 percent has income above 30000TWD. As to career, in the subjects interviewed, there are 33 samples (20.6% rate) is working at foreign joint venture company, 151 samples (representing 68.6%) are officials and civil servants, 36 samples (16.4% rate) is doing private business (Table 3.1).

With respect to how often customers are eating at restaurants, there are 137 people had come to the restaurant between 2 to 5 times per month (accounting for 62.3%), 83 people have been be there above 5 times in a month (accounting for 37.7%).  Regarding the purposes of visiting restaurant, eating occupies the highest position with 98 model, accounting for 44.5% of the sample, followed by relax with 92 sample, accounting for 41.8%; then the purpose of express themselves is 19, accounting for 8.6% and finally to do business with 11 sample, accounting 5.0% (Table 3.1). 

3.2   Reliability Analysis

	 3.2: Cronbach’s Alpha for available Variebles

	Measurement Scale
	Cronbach’s alpha
	Corrected Item-Total
	Correlation

	Music
	0.856
	M1
	.724

	
	
	M2
	.668

	
	
	M3
	.679

	
	
	M4
	.736

	Hygiene
	0.859
	H1
	.684

	
	
	H2
	.785

	
	
	H3
	.744

	
	
	H4
	.606

	
	
	H5
	.684

	Designing and Decorating
	0.882
	D1
	.674

	
	
	D2
	.785

	
	
	D3
	.719

	
	
	D4
	.738

	
	
	D5
	.683

	Staff Capacity
	0.840
	C1
	.724

	
	
	C2
	.719

	
	
	C3
	.670

	
	
	C4
	.633

	
	
	C5
	.699

	Staff’s Behavior

and Appearance
	0.829
	BA1
	.696

	
	
	BA2
	.612

	
	
	BA3
	.760

	
	
	BA4
	.567

	Customer Loyalty
	0.876
	L1
	.722

	
	
	L2
	.706

	
	
	L3
	.671

	
	
	L4
	.712

	
	
	L5
	.712


Table 3.2 shows Cronbach’s alpha for the variables related to Music , Hygiene, Designing and Decorating, Staff Capacity, Staff’s Behavior and Appearance, and Customer Loyalty were 0.856, 0.859, 0.882, 0.840, 0.829, and 0.876 respectively indicating acceptable internal consistency reliability. No item of this subscale was removed based on the item total correlation (> 0.30). Therefore; this dimension is suitable for the next analysis.

3.3   Exploratory Factor Analysis

	Table 3.3: KMO and Bartlett’s Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	0.884

	Bartlett’s Test of Sphericity
	Approx. Chi-Square
	3154.056

	
	df
	231

	
	Sig.
	.000


When it comes to the exploratory factor analysis (EFA), from the components the results show that they compose five factors in the analysis of infrastructure space services. As required, the values are larger than 0.5 in all factors that can be used in the analysis. Here, we just come up with the rotated component matrix since it is the final result the factors are selected i.e. from Table 3.3. to Table 3.4.
In addition, the eigenvalues for the first 5 components are all greater than 1 and these factors account for more than 70.37% of the total variance. This suggests that the scale items are one-dimensional.

	Table 3.4: Rotated Component Matrix

	Components
	1
	2
	3
	4
	5

	H1
	.815
	--
	--
	--
	--

	H2
	.777
	--
	--
	--
	--

	H3
	.751
	--
	--
	--
	--

	H4
	.647
	--
	--
	--
	--

	C1
	--
	.822
	--
	--
	--

	C5
	--
	.763
	--
	--
	--

	C2
	--
	.642
	--
	--
	--

	C3
	--
	.607
	--
	--
	--

	C4
	--
	.506
	--
	--
	--

	D2
	--
	--
	.776
	--
	--

	D4
	--
	--
	.756
	--
	--

	D3
	--
	--
	.628
	--
	--

	D1
	--
	--
	.611
	--
	--

	D5
	--
	--
	.609
	.--
	--

	M1
	--
	--
	--
	.829
	--

	M4
	--
	--
	--
	.806
	--

	M2
	--
	--
	--
	.719
	--

	M3
	--
	--
	--
	.656
	--

	BA3
	--
	--
	--
	--
	.851

	BA1
	--
	--
	--
	--
	.846

	BA3
	--
	--
	--
	--
	.666

	BA4
	--
	--
	--
	--
	.609

	Extraction Method: Principal Component Analysis.

	Rotation Method: Varimax with Kaiser Normalization.

	Note: Rotation converged in 5 iterations.


The measurement scale for customer loyal trend is analyzed with EFA approach. T Cronbach’s alpha for the variables was 0.876.

As shown in Table 3.5, the KMO is .783 and the significance is lower than 0.01. Then we concluded that the subject questionnaire item is suitable for factor analysis.

	Table 3.5: KMO and Bartlett’s Test

	Kaiser-Meyer-Olkin Measure of Sampling Adequacy.
	.783

	Bartlett’s Test of Sphericity
	Approx. Chi-Square
	608.610

	
	df
	10

	
	Sig.
	.000


The eigenvalues for loyalty trend is all greater than 1 (3.339) and these factors account for more than 66.788 % of the total variance. This suggests that the scale items are unidimensional.

Exploratory Factor Analysis (EFA) result for loyalty trend is shown as the following table 3.6:

	Table 3.6: Rotated Component Matrix

	
	Components

	
	1

	L1
	.832

	L2
	.818

	L3
	.790

	L4
	.825

	L5
	.822

	Extraction Method: Principal Component Analysis.

	Rotation Method: Varimax with Kaiser Normalization.

	Note: Rotation converged in 1 iteration.


3.4   Correlation Analysis

	Table 3.7: Correlation Analysis

	Factor
	Pearson Correlation
	Sig. (2-tailed)
	N

	Music
	1
	.000
	220

	Hygiene
	.489**
	.000
	220

	Designing and Decorating
	.598**
	.000
	220

	Staff Capacity
	.534**
	.000
	220

	Staff’s Behavior and Appearance
	.461**
	.000
	220

	Customer loyalty
	.484**
	.000
	220


Music is found to be significant and strongly positive correlated with customer loyalty (correlation coefficient or “r”= 1). Hygiene, Designing and Decorating, Staff Capacity, Staff’s Behavior and Appearance are found to be significant and moderate positive correlated with customer loyalty (correlation coefficient or “r”=0.489, 0.598, 0.534, 0.461, 0.484 respectively) (Table 3.7).

With the results of correlation, we can conclude that all the independent variables: Music, Hygiene, Designing and Decorating, Staff Capacity, Staff’s Behaviour and Appearance can be applied in the research model in order to explain loyalty trend towards the restaurant. However, how each factor can impact on the allegiance can be determined through linear regression analysis.

3.5   Linear Regression Analysis

	
	Table 3.8: Model Summaryb

	Model
	R
	R Square
	Adjusted R Square
	Std. Error of the Estimate
	Sig. F Change

	1
	.716a
	.512
	.501
	.52834
	.000

	
	a. Predictors: (Constant), Music, Hygiene, Designing and Decorating, Staff Capacity, Staff’s Behavior and Appearance

	
	b. Dependent Variable: the loyalty of customer 


The next table is the ANOVA table. This table indicates that the regression model predicts the outcome variable significantly well. The "Regression" row and the Sig. column indicate the statistical significance of the regression model that was applied. Here, P < 0.0005 which is less than 0.05 and indicates that, overall, the model applied is significantly good enough in predicting the outcome variable. With the outputs from computer-programs, the significance of the overall model is determined by comparing the significance of F-statistics (F-sig.) in Anova statistics with a given significance. If the F-sig. is higher than the given significance, the model is not good enough. From the results of Table 3.8 we see that the F-sig in table 3.9 is 44.959 or it can be said that the model is not fit to actual data set in the real phenomena.

	Table 3.9:  ANOVAb

	Model
	Sum of Squares
	df
	Mean Square
	F
	Sig.

	1
	Regression
	62.752
	5
	12.550
	44.959
	.000a

	
	Residual
	59.738
	214
	279
	
	

	
	Total
	122.489
	219
	
	
	

	a. Predictors: (Constant), Music, Hygiene, Designing and Decorating, Staff Capacity, Staff’s Behavior and Appearance

b. Dependent Variable: Customer Loyalty


The regression output, reproduced in Table 3.10 shows that music are not significant (sig >5%). This variable barely fails to reach significance and drop out of the regression model. Hygiene, designing and decorating, staff capacity, staff’s behavior and appearance are significant (sig<0.05). In the condition of other factors in the regression model did not change, if hygiene increased 1 unit, it will make the loyalty tendency of customer increased 0.245. Similarly, if Designing and Decorating, or Staff Capacity, or Staff’s Behavior & Appearance increased 1 unit, they will make the loyalty tendency of customer increased 0.302, 0.154, and 0.151, respectively.

	Table 3.10:Predictors_1
	Coefficients

	Model
	Un-standardized Coefficients
	Standardized Coefficients
	t
	Sig.

	
	B
	Std. Error
	Beta
	
	

	Constant
	.170
	.219
	--
	777
	.438

	M
	.045
	.063
	.045
	714
	.476

	H
	.245
	.062
	.253
	3.962
	.000

	D
	.302
	079
	.289
	3.833
	.000

	C
	.154
	.068
	.151
	2.249
	.026

	BA
	.151
	.066
	.135
	2.295
	.023

	L
	.170
	.219
	--
	777
	.438


Dependent Variable: Customer Loyalty for Un-standardised Regression Equation: 

Customer Loyalty = 0.170+0.045M+0.245H+0.302D+0.154C+0.151B
Hygiene, Designing and Decorating, Staff Capacity, Staff’s Behavior and Appearance have positive correlations with employee overall satisfaction. 

Standardized Coefficients of Hygiene, Designing and Decorating, Staff Capacity, Staff’s Behavior and Appearance are 0.253, 0.289, 0.151 and 0.135 respectively. These indexes indicate that designing and decorating factor has strongest impact on customer loyalty. Hygiene comes second. Staff Capacity comes third. Staff’s Behavior and Appearance comes fourth.
Results of this study showed many similarities with the findings of Harris and Ezeh (2008) as the following table 3.11:

	Table 3.11: The Similarities with the findings of Harris and Ezeh (2008)

	Relationship
	Standardized Coefficients 

Beta
	t
	Similarity

	
	Harris &Ezeh (2008)
	Harris &Ezeh (2008)
	

	M(Customer Loyalty
	0.048
	0.045
	0.904
	0.714
	Yes

	H(Customer Loyalty
	0.211
	0.253
	3.240***
	3.962
	Yes

	D (Customer Loyalty
	0.138
	0.289
	2.330**
	3.833
	Yes

	S(Customer Loyalty
	0.070
	0.151
	1.006
	2.249
	No

	BA(Customer Loyalty
	0.217
	0.135
	4.697***
	2.295
	Yes


There is only no similarity between staff capacity and loyalty trend in findings of Harris and Ezeh (2008). In the study of Harris and Ezeh (2008), the staff capacity does not have an impact on customer loyalty, but in test results, the author pointed out the opposite one.

3.6  The Summary of the Hypotheses Testing

There are 05 research hypotheses that are already stated in chapter 2. Hypothesis H1 states that music deeply affects customer loyalty. However, the regression results show that, with Beta coefficient 0.045 and significance level 0.476, H1 is rejected when the author conducted regression model testing. This means that customers are not interested in music. To explaining this, the authors suggest that although customers come to the restaurant for any purpose (of handling work, eating, relaxing, or express themselves, etc.), they tend to seek a space that are not be disturbed by the impact factors around. Through this result, it can be judged that customers do not tend to put too strict requirements on this kind of serve.

Hypothesis H2 states that the hygiene deeply affects customer loyalty. The regression results shows beta coefficient 0.253 and Sig = 0.00. Thus, we can conclude that it is very important to keep restaurant clean, because this can caught customers’ interest.

Hypothesis H3 state that the factor of decorating and designing deeply affects customer loyalty. The regression results shows beta coefficient reached 0.289 and Sig. = 0.00. Thus, we can conclude that if the aesthetic and comfort feeling of the restaurant's design can reach as high level, customers will tend to be more loyal to the restaurant. Hypothesis H4 state that the factor of staff capacity deeply affects customer loyalty. The regression results shows beta coefficient reached 0.151 and Sig. = 0.026. Thus, we can recognize that customers especially appreciate staff capacity of serving and they tend to be loyal with that restaurant if they are satisfied with these serving elements. 

Hypothesis H5 state that the factor of staff appearance and behaviour deeply affects customer loyalty. The regression results shows beta coefficient reached 0.13and Sig. = 0. Thus, we can conclude that customers highly appreciate staff appearance and they have a tendency to be loyal with that restaurant.

4. Conclusions
4.1  Academic Contributions
This study, firstly, shows an attempt to apply an effective model of infrastructure space service to measure the impact of these factors on customers’ loyalty that have a meal at Vietnamese restaurant in Taiwan.

The results provide a framework based on the previous research framework and also adjust the role of space service in the field of service restaurants. This framework is built on a larger theoretical basic, which includes an environmental psychology, marketing strategy and consumer behavior to provide a multi-faceted model that has been tested and realized. Moreover, this framework also provides a key variable measurement scale of restaurant service space.

This study is not only provide an effective methodology for testing measurement scale of restaurant space service, but it also contributes by providing and testing a model with material aspects and social aspects. 

In fact, the results showed that the impact of key elements in restaurant space service causes over 50% of the change in trend of customer loyalty. This study was based on the previous work of Harris and Ezeh (2008) and Tombs and McColl-Kennedy (2003) which are mentioned about expanding research objectives into the social aspects. Thus, this study has contributed a practical evidence to support and broaden the concept of restaurant service space. 

4.2 Managerial Implications

Although the study has some limitations, but its’ significant findings may help managers to have effective strategies for sustainable development in the field of restaurant. Managers must realize that huge profits are easily gotten from taking care of the key factors in space services through the act of building an organizational working environment. Moreover, to effectively develop these factors, the managers have to motivate and encourage their employees how to show their ability at workplace. 

As the results of the current study, decorating and designing is the most important factor that helps to create/keep the loyalty of customers. Managers need to pay special attention in the design, from overall space or general layout to the details items. However, aesthetics is also very essential that leads to customer’s decision of coming back to the restaurant.

The study results also particularly emphasized the impact of hygiene factor. Managers need to have a general view to detailed items of hygiene in restaurants in order to ensure that all areas of the restaurants are clean. For example, tables, chairs, toilets, floors, furniture, sidewalks, ceilings, walls, .etc. need to be noticed. Besides, restaurant needs to be certified for food safety by the state agencies. Nowadays, the rigorous demands of hygiene tend to increase proportionally with specified economic class that restaurants aim to serve.

Staff capacity is also an important factor that contributing to create the impression and maintain long-term relationships with customers. The level of understanding of service, style, performance and how to operate well is essential.

Last but not least, with this result, individuals or organizations who are participating in the restaurant business should focus on the process of staff recruitment and training. In recruiting process, managers should pay attention to applicant’s appearance as one of the most basic requirements of service personnel. Costumes of service personnel should also be designed in unity so that their uniform may work in courtesy and harmony with the general design of the restaurant, both in color and decorative details. This could create impression in the consumer's mind.

Generally, customer loyalty may cause by a manager who has a deep knowledge about restaurant services and has ability to handle problems flexibly. Besides, customers are also impressed by the appearance of the staff. Through the behavioral details and the pictures of staff, customers would have their own judgment about the operating style, organizational culture so that they can appreciate the service quality, forming their loyalty trends as they are served at a high level.
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