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consumers’ dining experience

@ CrpssMark

Orientation: This study seeks to identify the most important dimensions related to restaurant
dining among middle-of-the-pyramid consumers.

Research purpose: This article aims to determine the expectations of South African middle-of-
the-pyramid (MOP) consumers during a dining experience.

Motivation for the study: To develop an up-market segmentation framework that will assist
restaurateurs to reposition themselves to better understand the needs of MOP consumers.

Research design, approach and method: Both qualitative and quantitative methods were
followed. The sample in the study consisted of 18 interviewees and 363 respondents selected
from full-service restaurants in Gauteng Province. Exploratory factor analysis with varimax
rotation was used to analyse the dining experience dimension items, and confirmatory factor
analysis was performed to achieve the objective of the study. Qualitative data was analysed
using a constant comparative method. Confirmed themes and patterns were determined by
the frequency with which each was mentioned for similarities, differences and general patterns.

Main findings: The results show that on a six-point Likert scale, the commonality between the
various dining experience dimensions was relatively high, ranging from 0.377 to 0.768. The
dining experience dimension items yielded eight factors that were interpretable. The coefficient
alpha varied between 0.69 and 0.92 for all eight dining experience dimensions. The eight
underlying dimensions (service, social, food, layout, restaurant health, atmosphere, food health
and accessibility) are independent variables that influence MOP consumers in their choice with
respect to dining out, but each dining experience dimension has a particular level of importance.

Practical/managerial implications: The findings of this research have implications for the
restaurant industry. Restaurateurs targeting this MOP customer segment should do so by
using a unique marketing mix that applies the eight dimensions identified in this study to this
segment’s dining experience.

Contribution/value-add: This article offers the South African restaurant service sector
increased insight into the South African MOP market segment’s dining behaviour, and
proposes and confirms the implications for their expected dining experience dimensions.

Keywords: dining behaviour; dining experience dimensions; restaurant expectations; middle-
of-the-pyramid consumers; South Africa.

Introduction

The rapidly growing black middle class, referred to as middle-of-the-pyramid (MOP) consumers,
has been one of the most noticeable phenomena in post-apartheid society, and has played an
important role in reshaping the South African society (Lappeman & Neethling 2017). They tend to
attract researchers as a result of possible new theoretical and practical contributions in relation to
international trends in the buying behaviour of this segment (African Development Bank 2011).
Middle-of-the-pyramid consumers have grown to become a major market in countries such as
Brazil, Russia, India, China and South Africa (BRICS) (Asian Development Bank 2010). Growth
has also been noted in countries in sub-Saharan Africa, South Asia, East Asia and Latin America
(African Development Bank 2011). The size of the MOP market differs between countries and
regions, and is responsible for greater demand for, and consumption of, consumer products
(Kravets & Sandikci 2014). The movement of South African marketers to focus on the more
prosperous segments is reflected in similar trends in emerging markets in developing countries,
but the growing MOP is more composite because of the diversity of the market and its ‘cultural
paradox’ and heterogeneous nature (Potgieter, Wiese & Strasheim 2013). This market segment is
still underestimated and sometimes overlooked by marketers, especially in leisure behaviour and
consumption (Kruger & Saayman 2014). Similarly, research on the factors that influence MOP
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consumers’ buying behaviour in sub-Saharan Africa is still
limited (Jackson 2016).

The purpose of this exploratory research was therefore to
explore the limited knowledge in the current South African
MOP dining experience literature by determining the
expectations of MOP consumers when dining out at full-
service restaurants. This information is invaluable for the
hospitality sector in that it will allow restaurateurs to target
this local emerging market segment in an improved manner.

Literature review
Middle-of-the-pyramid market segment

The rise of the MOP in Africa has resulted in new markets.
Chickweche and Fletcher (2014) support other researchers
who have addressed the influence of emerging markets, and
note that they also refer to the South African middle class
consumer and ‘black diamonds’ as the MOP (Kolk, Rivera-
Santos & Rufin 2014).

Economic opportunities have resulted in black people
earning higher income levels and showing growth in
spending power. As mentioned by Korhonen (2018),
South Africa’s MOP market segment has doubled in number
to 6 million over the last 5 years, and accounts for a third of
the total consumption expenditure of the country (Venter,
Chinomona & Chuchu 2016). According to Business Tech
(2016), the spending power of South African black people
trebled, while the spending power of white people remained
the same over 12 years. Since 2014, MOP consumers are
responsible for 67% of the total spending power of the black
people, and about 40% of total consumer spending power in
South Africa (Simpson & Ramogase 2014). This has
contributed to an upturn in their dining out behaviour
(Chickweche & Fletcher 2014). The MOP has been segmented
by the updated 14-segment Living Standards Measure (LSM)
model (Strydom 2011), but the particular needs and
aspirations of MOP consumers regarding the dining out
behaviour (Chickweche & Fletcher 2014) because of lifestyle
and particular consumer behaviour should be reassessed
(Kruger & Saayman 2014). Previous studies on the MOP
market potential of the domestic South African market have
been conducted in fields such as wine consumption (Du Toit
2011; Ndanga, Louw & Van Rooyen 2010; Opperman 2010),
consumer/buying behaviour (Bevan-Dye, Garnett & De
Klerk 2012; Chickweche & Fletcher 2014; Goldberg & Jansen
van Rensburg 2013; Kruger & Saayman 2014, 2016; Potgieter
et al. 2013), advertising (Johnson 2013) and other business
industries (Goldberg 2011; Van Loggerenberg 2009).

Limited research has been done in South Africa on MOP
consumers’ dining needs and expectations or on their most
important dining experience dimensions (Moolman 2011;
Petzer & Mackay 2014). The findings of this research have
implications for the restaurant industry. Restaurateurs
targeting this MOP customer segment should do so by using
a unique marketing mix that applies the eight dimensions
identified in this study to this segment’s dining experience.
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The dining experience

The restaurant industry is recognised as one of six major
industries in the hospitality sector and as a part of the
service industry (Parsa et al. 2012). The food and beverage
industry in South Africa is showing positive growth, with
the value of sales reaching R28.8 billion in 2015 (Day,
Immelman & Roberts-Lombard 2017). To increase service
quality in the restaurant industry, Pizam, Shapoval and
Ellis (2016) suggest that the industry set measures in place
to improve service and product quality based on a clear
awareness and understanding of consumer expectations. As
such, there is a greater demand for restaurants to create an
environment to satisfy customer needs and expectations in
a competitive manner (Namkung & Jang 2010). As stated
by Mhlanga and Machingambi (2016), it is imperative
for restaurants to offer a level of service that meets or,
even better, exceeds consumer expectations (Kruger &
Saayman 2016).

Evaluating someone’s dining experience is complex because
it is not the result of a single variable, but is rather a
phenomenon that is influenced by several independent
dimensions (Pantelidis 2010). When dining out, consumers
assess their overall experience not only on the basis of the
quality of food and drink, but also according to certain
dimensions such as the quality of service and the restaurant
environment. Therefore, the dining experience consists of a
combination of tangible and intangible quality dimensions
(Kivits, Stierand & Wood 2011). As the desire for food
increases, consumers tend to set standards for any developing
decision-making process with regard to dining according to
their needs (biological, cultural and socio-psychological) and
in relation to their knowledge of the availability and location
of a restaurant (Kivits et al. 2011).

However, the importance of dining experience dimensions
and the relationship between these dimensions in relation to
South African consumers’ satisfaction when dining out has
yet to be considered (Kruger & Saayman 2016). It is therefore
extremely important to understand customer needs and to
take measures to address or exceed these (Mashaba & Wiese
2016). Only limited research has been done in South Africa
on consumer dining needs and only on the most important
dining experience dimensions, such as food, service and
atmosphere (Mhlanga & Tichaawa 2016). Thus, there is
a need to conduct research that considers a more
comprehensive range of dining experience dimensions. This
study focuses specifically on determining those dining
experience dimensions pertinent to the MOP consumer
segment in South Africa.

Methodology

The study design comprised both qualitative (to develop and
refine the measuring instrument) and quantitative methods
(to collect the data from the MOP consumers) to enrich the
quality of the research, and to assess consumer expectations
of the dining experience (Cresswell & Clark 2011).
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Instrument development

Following the example of Kleinhans, Van Heerden and
Kleynhans (2016), a review of the literature on important dining
experience dimensions and items over a period of 30 years was
done to ensure validity and reliability of the study. Several
research engines were identified that have proved to be most
popular when articles on dining experience dimensions for
restaurants are sought (EBSCOhost, ProQuest, ElservierBV,
Emerald Group Publishing Limited, Sage and Scopus). Basic
terms used in the search included ‘dining experience
dimensions’, ‘consumer expectations for restaurants’ and
‘restaurant service quality’. Initially, 130 studies were retrieved
for the period between 1985 and 2015. Despite the variations in
dining experience dimensions, numerous studies confirm food
quality, service quality and atmosphere as the most important
dining experience dimensions. However, new dining experience
dimensions have been added to the three basic dining experience
dimensions for an assessment of the dining experience, namely,
price health/cleanliness and social factors (Kleinhans et al. 2016)
(see summary in Table 1).

Several measuring instruments with different dining
experience dimensions and variables were noted because a
great deal of the research in hospitality focuses on the
development of reliable instruments for measuring the
constructs. Instruments identified included SERVQUAL
(Parasuraman, Zeithaml & Berry 1985), SERVPERF (Cronin
& Taylor 1992), DINESERV (Stevens, Knutson & Patton 1995),
TANGSERV (Raajpoot 2002), SERVICESCAPE (Reimer &
Kuehn 2005), HOLSERV (Wong et al. 1999), CLEANSAT
(Barber & Scarcelli 2010), DINEX (Antun et al. 2010) and Five
Aspects Meal Model (FAMM) (Andersson & Mossberg 2004;
Kivits et al. 2011). These measuring instruments have been
applied in previous restaurant research but have limitations
in terms of their generic approach, and were therefore
deemed unsuitable for this study.

Given that the consumer is part of the experience and the
context within which the experience takes place (Gerdes,
Stringam & Brookshire 2008), the researcher first determined
customer needs and expectations regarding the dining
experience by means of personal interviews (n = 18), as
shown in Figure 1, considering the set criteria for South
African MOP consumers as seen in South African Audience
Research Foundation-All Media and Products Study (SAARF-
AMPS) (2012). During the interviews, the respondents’ needs
and expectations related to dining out were explored.

An interview schedule guided the researcher in organising
and analysing the interview data, and also ensured the
reliability of the quality of the interview content and the
measuring instrument used (Bowen 2005). The interview
schedule was guided by the interview question (what would
you describe as important for a dining experience) which
was asked until the same answer was repeated a number of
times. The number of interviews to be conducted was guided
by a continuous data analysis process, based on satisfactory
saturation of theoretical categories through the data analysis.
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Saturation was reached at 15 and, therefore, three more
interviews were done to ensure saturation (Hennink, Hutter
& Bailey 2011; Suri 2011). The data from the interviews were
transcribed and analysed by the researcher using a constant
comparative method. Confirmed themes and patterns were
determined by the frequency with which each was mentioned
(see Table 1). This was done by comparing the interview data
for similarities, differences and general patterns (Bowen
2005; Gerdes et al. 2008). The data captured from the
subjective realities and experiences of the respondents were
coded by the researcher. The coding was based on the
transcribed interviews (Arora 2012; Hennink et al. 2011).

Content analysis was performed on the important dimensions
identified in the interviews. The analysis confirmed that food,
atmosphere and service are the main dining experience
dimensions of the restaurant experience as guidelines for service
quality in the restaurant industry. The items identified are
explained in Table 1. For the purpose of this paper, the interviews
(qualitative approach) were only used to develop the
measurement instrument, and therefore not discussed in the
results.

The in-depth description of the study, population, the
outcome of the interviews and in-depth literature review
ensure that the research is credible and has internal validity.
The process allowed the researcher to identify and narrow
down the important dining experience dimensions according
to consumers’ needs and their expectations of the dining
experience. A semi-structured questionnaire was developed
to reveal the dining needs and expectations of MOP
consumers in South Africa.

The DINEX scale (Antun et al. 2010) is known as a broad yet
‘parsimonious’ scale for measuring restaurant guest
expectations of importance. The scale was designed to be used
in both qualitative and quantitative methods. This resulted in
the use of a customised DINEX scale as the basis to address the
objectives and setting of the research. To finalise the
questionnaire, the researcher combined the dimensions of
DINEX (Antun et al. 2010) (food, service and atmosphere,
health and social), literature view and results of the interviews
(Table 1). The dimensions for the questionnaire were food (11
items), service (11 items), atmosphere (17 items), social (9
items) and health (2 items). The respondents in this study were
asked to select the importance of dining experience dimension
items on a six-point Likert scale that varied from not at all
important’ (1) to ‘extremely important” (6). The researcher had
some concerns about a five-point Likert scale, namely that the
presence of the mid-point tends to result in misrepresentation
in the data gathered (Garland 1991). This is possibly the reason
that Antun et al. (2010) changed the five-point scale to a four-
point scale to ensure a more intense response.

Sample and data collection procedure

The population of interest is MOP consumers in Gauteng
Province, South Africa. Although Gauteng (City of Tshwane
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TABLE 1: Stages of item identification and description of important dining experience dimensions.

First item descriptions (DINEX)

Items from literature review

Items important from interviews

Item description for pilot questionnaire

Food

Your meal was exactly what you
ordered

Food tasted good to you

Amount of food was what you
expected

Service

Waiter quality

Friendliness of waiter

Your server was knowledgeable
about the menu items

Your server did not keep you
waiting
Your server communicated well

Restaurant staff were working hard

Atmosphere

Restaurant’s noise level allowed for
comfortable conversation

Lighting complemented the dining
experience

Restaurant’s inside surroundings
were pleasing to the eye

Inside temperature of the
restaurant was pleasant

There were no unpleasant odours

Air was not smoky

Health
Menu included low calorie options
Restaurant served healthy food

Meal was made from scratch

Serve food exactly as ordered

Taste of food
Portion size

Menu variety and creativity

Presentation of food

Temperature of food right

Food value for money

Timeliness of service

Waiter independent and consistent service

Waiter friendly

Staff have consumer’s best interests at
heart

Waiter knowledge of menu items (food
and beverages)

Service prompt

Waiter answers questions
Willingness to help consumer

Waiter dressed neatly

Appropriate lighting
Physical facilities visually appealing

Comfortable temperature

Cleanliness of the restaurant

Dining area comfortable and moveable
Seating comfort level

Building exterior design

Restroom personal hygiene

Dietary consideration

Food fresh

Receiving what was ordered

Tasty and fresh food

Variety of food on the menu
Menu explains dishes briefly

Presentation complement restaurant, plate
looking appetising

Correct temperature of food served

Value for price and portion size, reasonable prices

Price of food

Professional service

Waiter friendly

Waiter attends to consumer needs

Waiter has knowledge of the ingredients and
preparation of menu items

Waiter prompts in service

Waiter is clean and neatly dressed

Waiter respects consumer privacy

Soft lighting
Interior influence ambience
Comfortable and controlled temperature

Free of odours in restaurant
Clean and neat environment
Kitchen should be secluded
Seating comfortable

Seating cosy but spacious
Seating private

Restaurant not crowded

Feel safe around environment

Entrance and outside appearance of the
restaurant should also be attractive

Parking area safe
Parking close by
The bathroom should be easily accessible

Bathroom clean, fresh and neat

Having healthy options on the menu

Meal to be made from scratch and not overcooked

Fresh food

Your meal is exactly what you ordered

Food tasted good to you
Amount of food is what you expected

Variety of food options on menu
Menu explains dishes

Food is attractively presented

Temperature of the meal acceptable
Food choice is value for money

Price of the meal is clearly indicated

Waiter is professional in service
Timeliness of service acceptable

Waiter is independent and consistent in
service

Waiter is friendly

Waiter attends to consumer’s needs and
wants

Waiter is knowledgeable about menu items

Waiter does not keep you waiting
(prompt service)

Waiter communicates well
Waiter willing to serve consumers
Waiter is clean and dressed neatly

Waiter respects consumer privacy

Restaurant’s noise level allows for
comfortable conversation

Lighting complements the dining
experience

Restaurant’s interior surroundings are
pleasing to the eye

Inside temperature of the restaurant is
pleasant

There are no unpleasant odours

Air is not smoky

Restaurant interior is clean and neat
Kitchen is separate from dining area
Seating is comfortable

Seating is spacious

Seating is private

Dining area is not crowded

Restaurant’s exterior image is attractive

Parking is safe
Parking is close by
Bathroom is easily accessible

Bathroom is clean

Menu includes low calorie options
Restaurant serves healthy food
Meal is made from scratch

Food is freshly served

http://www.actacommercii.co.za . Open Access
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TABLE 1 (Continues...): Stages of item identification and description of important dining experience dimensions.

First item descriptions (DINEX)

Items from literature review

Items important from interviews

Item description for pilot questionnaire

Social experience

Restaurant waiters know your
name

Restaurant staff had a sense of
what was going on in life

You knew the restaurant waiters’
names

Restaurant felt like a ‘home away
from home’

Server knows what you like to eat/
drink without you having to tell
them

You had a sense of belonging to
the restaurant

Other consumers in the restaurant
were like you

You didn’t feel out of place

You were made to feel like family
at the restaurant

Consumers feel home away from home -

Restaurant waiters know your name

Restaurant waiters have a sense of what
was going on in life

You know the restaurant’s waiters’ names

Restaurant felt like a ‘home away from
home’

Waiter knows what you like to eat/drink
without you having to tell them

You had a sense of belonging to the
restaurant

Other consumers in the restaurant were like
you

You do not feel out of place

You are made to feel like family at the
restaurant

Source: Kleinhans, E.H., 2017, ‘A framework of the dining experience dimensions for South Africa’s middle of the pyramid consumers’, Doctorate: Marketing, Tshwane University of Technology,

Pretoria

¢ Qualitative data

Ph 1 R
ase collection
Interviews e (n=18)
Phase 1 ¢ Quantative data

collection

Sample for

pilot testing *(n=10)

Online questionnaire
distribution (TUT) staff
and friends in Gauteng

v

o (n=271)

Questionnaires handed
out at restaurants
in Gauteng

.

« (n=800)

Total
questionnaires
completed

* (n=371)

Questionnaires used «(n=363)

for data analysis

Source: Kleinhans, E.H., 2017, ‘A framework of the dining experience dimensions for South Africa’s middle of the pyramid consumers’, Doctorate: Marketing, Tshwane University of Technology,

Pretoria

FIGURE 1: Sample selection method for this study.
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and Johannesburg) is the smallest province by sample area, it
is the most densely populated, with the largest population
(13.2 million) (Statistics-SA 2015). To select a sample and
determine the availability of the sample frame, sample
control and accessibility of the respondents, the researcher
used demographics and black consumers’ expectations of
restaurant dimensions to determine their dining behaviour.
The specific criteria for inclusion in the sample, as set by
SAARF-AMPS (2012), included black professionals (male
and female), aged between 25 and 50, educated (matric or
any post-matric qualification), earning a minimum salary of
R12 000 per month, living in suburbs of Gauteng, falling into
the young and mature couples, and young and mature
families life stage and classified within the Living Standards
Measure Segments 10-14.

The same criteria for sample selection were used for the
interviews, pilot questionnaire, online questionnaire and
questionnaires handed out at restaurants. Figure 1 displays
the sample selection for the study.

A convenience sample (respondents that spend more than
R1000 per month on dining out) using the snowball technique
was used in the qualitative stage of the study, until the point
of data saturation was reached. The findings from the data
were used to validate the items selected for the questionnaire.
The preliminary questionnaire was pilot-tested with five
respondents from City of Tshwane and Johannesburg,
respectively (n = 10) (Figure 1), according to the set criteria
for MOP consumers. The trial run was used to determine the
analytical capability and effectiveness of the questionnaire as
a research instrument. Maxwell (2013) and Strydom (2017)
mention this as a suitable method for measuring and
analysing the validity of the measuring instrument. The
dining experience dimension questions were to be clearly
stated and applicable to the respondents’ choice.

In the quantitative data collection stage, an electronic
questionnaire was distributed on Survey Monkey to the staff
of a South African university according to their salary
distribution, which formed part of the sample criteria to
determine their needs and expectations of the dining
experience of full-service restaurants. Full-service restaurants
are defined as:

the guest is cared for by a server for both food and drinks,
from the moment they sit down until the moment they leave,
where they can order from a broad range of menu items and
meal are paid for after they are eaten. (Hospitality and Tourism
Management Training 2018)

A convenience sample was selected using the snowball
technique, which South African researchers such as Henning,
Van Rensburg and Smit (2011) confirm as being reliable. Each
respondent was asked to recommend five friends outside the
institution with similar dining needs and dining experience
expectations (dining behaviour) for the second stage of data
collection. The online respondents reached a plateau, and an
alternative collection method was therefore implemented to
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achieve a reasonable number of respondents. Consequently,
data were collected from identified full-service restaurants
and coffee shops in Gauteng Province (City of Tshwane and
Johannesburg) that were willing to participate in the study.
The researcher used full-service restaurants and coffee shops
because previous research had identified such establishments
as the places where high-income South African consumers
tend to dine for their ‘luxury service’ and convenience
(Naudé & Rudansky-Kloppers 2016). The researcher handed
out 800 questionnaires to a convenience sample of MOP
consumers. A total of 371 questionnaires were received, of
which 363 could be used for analysis. The rule of thumb for
factor analysis indicates a sample of 300 respondents, or five
respondents per variable (O'Reilly & Parker 2012). Van
Voorhis and Morgan (2007) suggest the following guide for
sample size: 50 is poor, 200 is fair, 300 is good and 500 is very
good. The sample size was thus well within the range of
representation for the selected MOP market segment.

Data analysis

The IBM SPSS program (version 22) was used to analyse the
data. Of the 363 respondents, just over half (50.7%, n = 184) of
the sample were under the age of 36 years. The 46-50-year
age group (5.8%, n = 21) formed the smallest proportion of
the sample. The respondents were approximately equally
represented by females (49.3%, n = 179) and males (50.7%,
n = 184). More than 40% of the respondents were married,
compared with just fewer than 30% who were single. The
largest proportion of the respondents (73.8%, n = 286) had
children. Average monthly household income was divided
into seven income levels. More than a quarter of the
respondents (27.5%, n = 100) earned R10 000 — R14 999. The
rest of the respondents were distributed across the other
income groups, with the smallest proportion falling into the
R25 000 — R29 999 and R30 000 — R34 999 income groups.
Almost a fifth of the respondents (18.2%, n = 66) spent R2000
or more on dining out per month.

To substantiate validity, exploratory factor analysis (EFA)
with varimax rotation was applied to the 50 dining experience
dimension items (as shown in Table 2). The factorability of
the correlation matrix was investigated using Pearson’s
product-moment correlation coefficient. The correlation
matrix demonstrated a number of coefficients of 0.3 and
above. The overall Kaiser-Meyer-Olkin value was 0.812 with
the original 50 items, and 0.888 with the 48 items used in the
solution, which was well above the recommended minimum
value of 0.6 (Kaiser 1974). The Bartlett’s test of sphericity
(Bartlett 1954) reached statistical significance of P < 0.001.
The correlation matrix was thus deemed factorable.

Ethical considerations

Ethical clearance was obtained from the Management
Sciences Faculty Committee of Post Grad Studies and the
Research Central Ethics Committee at Tshwane University of
Technology (Reference number: FREC2014/10/026-MS).
Ethical clearance was given for the research project — this
article is only a part of the study.
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TABLE 2: Exploratory factor analysis for the reduced list of 48 dining experience dimension items (eight-factor solution) (n = 363).

Dining experience dimension factors and items Factor loadings Commonalities
Factor 1: Service
21. Waiter communicates well 0.839 0.763
20. Waiter does not keep you waiting (prompt service) 0.818 0.768
22. Waiter is willing to serve consumers 0.802 0.696
18. Waiter attends to consumers’ needs and wants 0.748 0.718
19. Waiter is knowledgeable about menu items 0.730 0.653
23. Waiter is clean and dressed neatly 0.658 0.601
24. Waiter respects consumer privacy 0.653 0.630
16. Waiter is dependable and consistent in service 0.578 0.640
17. Waiter is friendly 0.552 0.568
14. Waiter is professional in service 0.446 0.614
15. Timeliness of service acceptable 0.445 0.689
Factor 2: Social
46. Waiter knows what you like to eat/drink without having to tell them 0.824 0.690
47. You have a sense of belonging to the restaurant 0.807 0.698
48. Other consumers in the restaurant are like you 0.785 0.677
42. Restaurant waiters know your name 0.753 0.653
43. Restaurant waiters have a sense of what is going on in life 0.724 0.605
44. You know the restaurant waiters’ names 0.715 0.635
45, Restaurant feels like a ‘home away from home’ 0.684 0.511
49. You do not feel out of place 0.666 0.501
50. You are made to feel like family at the restaurant 0.631 0.557
Factor 3: food
12. Price of the meal is clearly indicated 0.641 0.600
11. Food choice is value for money 0.629 0.549
9. Food is attractively presented 0.626 0.542
10. Temperature of the meal is acceptable 0.597 0.471
3. Amount of food is what you expected 0.487 0.377
7. Variety of food options on menu 0.467 0.568
13. Food is freshly served 0.422 0.537
Factor 4: Layout
36. Dining area is not crowded 0.750 0.679
34. Seating is spacious 0.739 0.653
37. Restaurant outside image is attractive 0.717 0.666
35. Seating is private 0.710 0.635
32. Kitchen is separate from dining area 0.617 0.636
33. Seating is comfortable 0.553 0.571
Factor 5: Restaurant health
30. Airis not smoky 0.721 0.661
31. Restaurant interior is clean and neat 0.639 0.647
29. There are no unpleasant odours 0.626 0.644
28. Inside temperature of the restaurant is pleasant 0.463 0.624
Factor 6: Atmosphere
26. Lighting complements the dining experience 0.715 0.765
25. Restaurant’s noise level allows for comfortable conversation 0.700 0.630
27. Restaurant’s interior surroundings are pleasing to the eye 0.593 0.664
Factor 7: Food health
4. Menu includes low calorie options 0.743 0.668
5. Restaurant serves healthy food 0.729 0.667
6. Meal is made from scratch 0.667 0.556
8. Menu explains dishes 0.466 0.548
Factor 8: Accessibility
40. Bathroom is easily accessible 0.752 0.684
39. Parking is close by 0.665 0.572
38. Parking is safe 0.534 0.426
41. Bathroom is clean 0.527 0.491

Source: Kleinhans, E.H., 2017, ‘A framework of the dining experience dimensions for South Africa’s middle of the pyramid consumers’, Doctorate: Marketing, Tshwane University of Technology,

Pretoria

Results

Table 2 reports the factor loading of all the items and indicates
those items with values lower than 0.40 that were not
interpretable for the study (Burns & Bush 2014). Of the dining

http://www.actacommercii.co.za . Open Access

experience items, two (Q1 ‘meal is exactly what you ordered’,
Q2 ‘“food tastes good to you’) did not load sufficiently on any
of the components. These items were excluded from the
dining experience dimension factors and 48 items were
retained. Only those items with a greater than one variance
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explained were retained. Composite factors were identified
using factor loadings and factor scores for items loading on
each factor. These composite factors served as theindependent
variables in subsequent analysis for the study and should be
interpreted taking into consideration the item content of each
factor.

The 48 items resulted in a 10-component solution based on
Eigenvalues greater than 1.00, which explained 66.293% of
the cumulative variance in the data. The initial confirmatory
factor analysis of the 10-component solution with 48 items
from the exploratory principal component analysis fitted the
data reasonably well. Factor 10 had only two items. Previous
researchers (Antun & Gustafsson 2005) confirm that a
parsimonious model with fewer items would be more useful
in surveying a real restaurant situation. Least factors also
tend to improve the factor matrix. It was decided to force a
solution with only eight factors, as shown in Table 2, which
resulted in a solution explaining 61.739% of the variance in
the data and a six-component solution with a variance of
55.592%. Owing to the larger number of overlapping items in
the six-component solution, the eight-component solution
was used as the final solution. Some of the items did not fit in
content-wise with the factor theme content in which they
were grouped, while others overlapped with items under the
same factor. The items with cross-loads were evaluated in the
context of theory. Even though the loading was lower on the
other factor, and the factor loadings were both greater than
0.4 (Burns & Bush 2014), the factor was categorised according
to where interpretability was best. Items Q14 ‘Waiter is
professional in service’ and Q15 ‘Timeliness of service
acceptable’, which fell under the food factor, were thus
moved to the service factor. Item Q13 ‘Food is freshly served’,
which fell under the restaurant health factor, was moved to
the food factor because of its applicability to that category. A
similar procedure was performed in the study by Kruger,
Saayman and Slabbert (2015), where some factors were
retained as part of the alternative possibility. The resulting
internal consistency remained acceptable for all the factors,
as shown in Table 2.

At this point, a conclusion can be reached regarding the
validity of the dining experience dimensions of the measuring
instrument. The commonality between variables was
relatively high, ranging from 0.377 to 0.768. The 48 items

TABLE 3: Reliability statistics for the eight extracted components (N = 363).
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yielded eight factors that were interpretable, namely food,
service, atmosphere, layout, social connectedness, food health,
restaurant health and accessibility. The renamed factors differ
from the categories used in the questionnaire because of the
grouping and characteristics of the items in the factors. They
also differ from the original five factors proposed by Antun
et al. (2010) and the items added after the interviews and
used in the questionnaire, namely food (11 items), service
(11 items), atmosphere (17 items), social (9 items) and health
(2 items) (Table 1). Even though the factors seem to be
different, it can be concluded that the atmosphere factor
could be divided into subsections related to general
atmosphere, layout and accessibility, as noted by Ryu and
Jang (2008a). The health factor could likewise be divided into
food and restaurant health. The overall patterns identified in
the EFA were similar to those in the study of Antun et al.
(2010), except the separation of layout and accessibility from
atmosphere factor, and the split of health and food factor in
the restaurant (Barber, Goodman & Goh 2011).

The reliability of the questionnaire was determined by using
item analysis with coefficient alpha measurement. Reliability
indicates the accuracy and consistency of the measuring
instrument and is measured using a reliability coefficient. To
aid in interpretability, varimax rotation was used to establish
a clearer separation of the components (Hair et al. 2010).
Excluding factor loadings of less than 0.4 resulted in a simple
structure (Thurstone 1947), with each of the eight components
showing a number of strong loadings (Table 3).

The Cronbach’s alpha coefficient was calculated for the
dining experience dimensions of the questionnaire, yielding
internal consistency reliability of at least 0.7 or higher, which
is appropriate (Pallant 2010). The generally accepted lower
limit for Cronbach’s alpha is 0.70, although it may decrease to
0.60 in exploratory research, as stated by MacCaullum et al.
(2001). The Cronbach’s alpha coefficient was calculated for
each of the eight factors as well as for the overall scale. The
results per factor are given in Table 3.

Each of the extracted components demonstrates acceptable
internal consistency (above 0.6), as illustrated by the
Cronbach’s alpha coefficients listed in Table 3. The Cronbach’s
alpha coefficients ranged from 0.693 to 0.921 for the eight
dining experience factors, all of which were significant at the

Factors Description Number of items  Cronbach’s alpha Eigenvalue % Variance Mean Standard deviation
Before rotation After rotation

1 Service 9 0.921 12.249 25.519 12.562 5.21 0.723
2 Social 9 0.901 5.434 11.321 10.896 3.46 1.141
3 Food 8 0.829 3.249 6.769 8.976 5.09 0.650
4 Layout 6 0.866 2.317 4.827 8.441 4.71 0.885
5 Restaurant health 5 0.815 1.936 4.034 5.988 5.24 0.710
6 Atmosphere 3 0.807 1.628 3.392 5.118 4.80 0.862
7 Food health 4 0.693 1.547 3.280 4.995 4.42 0.973
8 Accessibility 4 0.714 1.246 2.597 4.764 5.14 0.726
Overall All dimensions 48 0.918 61.74 61.74

Source: Kleinhans, E.H., 2017, ‘A framework of the dining experience dimensions for South Africa’s middle of the pyramid consumers’, Doctorate: Marketing, Tshwane University of Technology,

Pretoria
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alpha level of 0.1 (Hair et al. 2010). Orthogonal rotation was
done to minimise correlation between the factors, and thus
results in better interpretation after rotation. The final eight
factors were food, service, atmosphere, layout, social, food health,
restaurant health and accessibility. The factors displayed
reliability, and it can be concluded that the multiple
measurement items are highly reliable in measuring each
item. These factors support the researcher’s initial
conceptualisation of the important dining experience
dimensions. According to the mean scores, the dimensions
ranged from the highest to the lowest in descending order of
importance as follows: restaurant health, service, accessibility,
food, atmosphere, layout, food health and social. There was more
agreement among respondents regarding the importance of
restaurant health (standard deviation [SD] = 0.719) than social
(SD = 1.141) as dining experience dimensions. The highest
level of agreement was related to food (SD = 0.651), and the
lowest level of agreement was related to social (SD = 1.141) as
dining experience dimensions. The health factor was extended
to the restaurant, which is not entirely unexpected, as the
importance of health issues in restaurants was supported by
Sulek and Hensley (2004) and Barber and Scarcelli (2010).
The layout of the interior of the restaurant was also added as
a separate factor. As confirmed by Ryu and Jang (2008b), the
spatial layout and seating comfort have an immediate effect
on consumers’ perceptions of quality, pleasure and excitement
as well as an unconscious effect on the intention of the
consumer to return in future. It can be concluded that the
reliability of the questionnaire was acceptable.

Discussion

The eight underlying dimensions (service, social, food, layout,
restaurant health, atmosphere, food health and accessibility) are
independent variables that influence MOP consumers in
their decision-making with respect to dining out, but each
dining experience dimension has a particular level of
importance. The subscales for the extracted components
were obtained by calculating the mean of the item loading on
each of the subscales, as shown in Table 3. The most important
dining experience dimension was restaurant health, and social
was the least important.

This study noted both similarities and differences in
comparing the results with the dining experience dimensions
of importance in the study of Antun et al. (2010) (DINEX),
and with TANGSERV (Baloglu, Mao and Busser (2010) and
several South African studies (Kruger & Saayman 2016;
Mhlanga, Hattingh & Moolman 2015; Mhlanga & Tichaawa
2016). Restaurant health was found to be the most important
dining experience dimension in this study, but it was
accorded lesser importance in the original DINEX (Antun et
al. 2010), and did not feature as important in other South
African studies as well (Mhlanga et al. 2015; Mhlanga &
Tichaawa 2016). Moreover, the South African studies (Kruger
& Saayman 2016) did not consider the importance of
the social dining experience dimension, which was noted as
being least important in this study and in DINEX. The

Page 9 of 12 . Original Research

http://www.actacommercii.co.za . Open Access

TANGSERYV scale used by Baloglu et al. (2010) mentioned
the importance of accessibility, but at a lower level of
importance than in this study. The South African studies
conducted at full-service restaurants, as in this study
(Mhlanga 2015; Mhlanga, Moolman & Hattingh 2013;
Mhlanga & Tichaawa 2016; Moolman 2011; Petzer & Mackay
2014), emphasise the importance of food quality, service and
ambience. This study found these dining experience
dimensions to be of moderate importance, similar to the
findings of Antun et al. (2010) in DINEX. The reported
differences of this study may be because of different
characteristics in the selected sample and to the types of
restaurant categorised as full-service restaurants.

Managerial implications

Western developed markets are known to have ageing
populations. However, the South African market includes a
significant MOP market segment, which is a growing brand-
conscious group that tends to develop among young
working adults. Marketers should therefore reconsider the
dining behaviour of the MOP consumers, characterised by
unique consumption needs, and thus have a potential
impact of the total MOP market. More targeted marketing
campaigns should focus on this group of consumers to
understand how they continually shape decision-making as
the MOP market segment.

This study highlighted that the expectations of MOP
consumers should be related to particular dining experience
dimensions of full-service restaurants. In this way,
restaurateurs could improve (and even exceed) the particular
consumer dining expectations. Because of the restaurant
density in the Gauteng area, formal full-service restaurants
should aim to differentiate themselves from other restaurant
categories.

Contribution to research

The study is among the first to analyse full-service restaurants
in different locations for the South African MOP market
segment and to propose and confirm the implications for
their expected dining experience dimensions. An in-depth
evaluation of the literature (as shown in Table 1) regarding
important dining experience dimensions was done and their
influence on decision-making related to dining out was
adapted so as to be specific to MOP restaurant users. It is
important for the hospitality industry to understand that
there are different dining experience dimensions according
to MOP needs and expectations, and that these should be
identified as clearly as possible.

Al Khattab and Aldehayyat (2011) confirmed that it is not
feasible to measure the dining experience with a single
assessment tool because the consumer is part of the
experience. Therefore, the researcher used both interviews
and questionnaires to determine MOP consumers’ needs and
expectations during the dining experience, and thus enriched
the quality of research. The interviews made it possible to
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understand consumers’ needs and expectations, whereas the
questionnaire was able to clarify the multivariate effect of the
dining experience dimensions of the selected group of
consumers.

Apart from enriching the academic literature, this study also
makes a contribution to science. The present study shows
that particular quality dining experience dimensions that
influence the MOP market segment in choosing a restaurant
for a dining experience. The implications are thus not limited
to restaurants of a particular origin. Restaurant health,
service, accessibility and food are the most important dining
experience dimensions, followed by the atmosphere, layout,
food health and social dining experience dimensions as
factors that might influence diners” expectations of a quality
dining experience.

Limitations

In assessing the empirical study, the main limitation was that
the sample frame could not be compiled on the basis of the
web-based questionnaire alone. Further prospective
respondents were therefore selected through a convenience
sample approach among consumers at full-service restaurants.
The sample used for data analysis in the present study
(363 cases) exceeded the absolute minimum recommended
sample size of between 200 and 400 (Van Voorhis & Morgan
2007). Considering the number of estimated parameters in
this study (50 dining experience items), the sample was
relatively small. A larger sample size is recommended in
future studies for more appropriate estimates in the study
model.

Data from this study were collected only in Gauteng Province,
using a convenience sample approach. The outcomes of this
study can therefore not necessarily be applied to restaurants
in other geographical areas of South Africa. The validity of
the present study with respect to MOP consumers could be
increased through a larger sample in different geographical
areas.

Another limitation was that, in considering their expectations
of a dining experience, the respondents might have focused
on particular restaurants, irrespective of whether these were
their favourite restaurants or not.

Conclusion

The study discussed MOP consumers’ priorities with respect
to food, service, atmosphere and social connectedness as
predictors of a quality dining experience. The study shows
that there is a positive relationship between the levels of
tangible dimensions in the restaurant industry. Although the
intangible dimensions are more important, the tangible
dimensions also perform an important role. The study
revealed a number of similarities with previous studies, as
discussed in the previous section. It can be concluded that the
restaurant industry needs to consider particular dining
experience dimensions when offering a service to MOP
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consumers. If they would like to attract more of this segment,
they need to focus on the aspects of importance under each
dining experience dimension.

Despite the apparent homogeneity of the selected group of
respondents in terms of the demographic factors of group,
age, gender and geographical location, this study revealed
that there were differences in their perceptions of the
phenomena under investigation. The eight dining experience
dimensions extracted from the factor analysis were valid and
it was possible to use them as independent variables in
subsequent analysis in the study. The most important dining
experience dimension factors were restaurant health,
followed by service, accessibility, food, atmosphere, layout,
food health and social. Restaurants should not underestimate
what consumers expect from a dining experience, and should
thus concurrently monitor and compare their consumer
dining experience expectations to strengthen consumer
retention, as well as for long-term sustainability and the
restaurant’s reputation.
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