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Abstract

The dining is an indispensable part in our daily life. The performance in the main
chain restaurant groups also appears to be slipping. Service quality plays an important role
in the chain restaurant groups. The purpose of this research aims to understand which the
chain restaurant groups does have the high competition potential and investigate the
moderating effect and role of service quality in the relationship between brand image and
customer satisfaction.

This study examined chain restaurant groups to investigate whether brand image and
service quality positively influences customer satisfaction. A total of 250 questionnaires
were administered and 207 valid questionnaires were returned, for a valid response rate of
82.8%. The findings were as follows: (1) brand image would positively influence
customer satisfaction; (2) service quality would positively influence customer satisfaction;
(3) the interaction of brand image and service quality would positively influence customer
satisfaction. According to these results, managerial implications and suggestions for future
studies were proposed. The chain restaurant groups need to get to know customers’
demand information through this research.
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