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Abstract:

This research examines students’ satisfaction towards the service quality of cafeterias in higher education
institutions. The study combines the SERQUAL model and PERVAL scale to study the students’ satisfaction. Data for
this research was collected through self-administered survey questionnaires from five higher education institutions
located in the State of Selangor in Malaysia. The results showed that only assurance of the education institutions is
significantly associated with the students’ satisfaction and other factors, namely, tangibility, reliability, responsiveness,
empathy and price value are not significantly associated. It is therefore suggested that education institutions should
enhance these factors to improve the students’ satisfaction towards service quality of their cafeterias.
Keywords: Students’ satisfaction, Service Quality, Cafeteria, Higher Education Institutions, Tangibility, Reliability,
Responsiveness, Assurance, Empathy, Price.

INTRODUCTION
Service quality is the outcome from the comparison between customers’ expectations of a service experience
and their perceptions from that experience [1, 2]. Zeithaml [3] defined customer perceived value (PERVAL) as a
consumer’s evaluation of the value of product or service based on the perception of what is received and what is given.
Stepien [4] added that the perceived value is a trade-off between the cost and benefit of the product or service. It is
important to understand how the customer perceives this value. Value is represented in four ways in terms of low price,
wants and needs of a customer, quality obtained from the price paid, and the benefits received in return for the cost
expended by the customers [5]. Customer satisfaction is an important part of the cafeteria in an educational institution as
it leads to revisit intention indicating the customers’ intention for future purchases [6].
Problem Statement
Nowadays, many complaints on cafeterias in educational institutions are on the quality of food, uncleanliness in
food preparation and unhygienic state of the cafeterias. Although the government has made incremental improvements to
deal with this issue, the need for improvement still exists [7]. Most of the food provided in cafeterias is “convenient
food”, where the preparation process is quick. The drawback is that such food has led to increasing cases of childhood
obesity [8]. According to a report titled “Tackling Obesity in Asean”, Malaysia had the highest obesity at 13.3% and
overweight prevalence at 38.5% in 2014 amongst seven ASEAN countries [9].
Review and Deficiency of Past Studies
Garg and Kumar [10] explored the service quality attributes associated with cafeterias in educational institutions
wherein the conceptual model constituted the relationship between food and service quality, food choice, price and value
equality, and ambience with the customer satisfaction. This study was conducted at only one university and thus, the
outcomes may not provide valuable contribution for studies of other educational institutions due to the different
geographical and demographic elements. Meanwhile, the structural equation modelling used in the study of Chang, et al.
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[11] was divided into measurement and structural models. This study lacked demographics, market environment, and the
ideology and culture of the students as intervening and moderating variables. Using the DINESERV model in their study,
El-Said and Fathy [12] found that students with different behavioural characteristics have different expectations and
perceptions on service quality and values. This study was restricted as it only measured university students’ perception.
In their research, Kumar and Bhatnagar [13] applied the SERVQUAL and SERVPERF model and used a physical
environment, which considered the food outlets images as influenced by tangible and intangible attributes. In the research
conducted by Sun and GAO [14], the Fishbein model was applied to measure the trend of attitudes and feeling of service
users towards service quality. This study was conducted in China. However, the outcome may not be suitable for the
reference of the higher education institutions in Malaysia.

REVIEW OF RELEVANT THEORETICAL MODEL
SERQUAL Model
SERVQUAL was developed by Parasuraman et al. [15, 3, 16] and is a multi-dimensional research instrument to
measure service quality by investigating the respondent’s expectations and perceptions. SERVQUAL has been used in
other research areas, such as logistic service. Logistic quality is one of the significant factors to determine customer
satisfaction in the competitive market [17]. SERVQUAL has also been used in the restaurant industry where high food
quality was found to increase customer loyalty [18]. Used in the higher education industry, SERVQUAL allows higher
educational institutions to have a competitive advantage from providing quality service [19]. There are five dimensions
in SERVQUAL, and they are tangibility, reliability, responsiveness, assurance and empathy. These dimensions have
been adopted as independent variables in this study.
PERVAL Scale
The customer perceived value is a concept developed by Sweeney and Soutar [20]. PERVAL uses a structural
equation modelling approach and examines the statistical properties of the indirect influence on the loyalty of a reflective
second order customer perceived value model. Hettiarachchi and Lakmal [21] used PERVAL in their study of domestic
tourism to investigate the drivers of customer value and their influence on satisfaction in the particularly underresearched area of adventure tourism. PERVAL was also used by Animashaun, et al. [22] to research into the area of
convenience stores where it was found that such stores provided effective methods to increase the intensity of services
through recognizing the view of the customers. In their study of the retail industry, Sampaio and Saramago [23], used
PERVAL to understand the roles of the perceived value of consumer and consumer satisfaction as an antecedent
measurement of customer loyalty intentions.

REVIEW OF LITERATURE
Tangibility and Students’ Satisfaction
Aftab et al. [24] investigated the relationship between the importance of tangibility and customer satisfaction in
fast food restaurants. The study showed that tangibility had a significant influence on customer satisfaction. The
relationship between tangibility and customer satisfaction was also studied for a restaurant located in an airport [25]. The
analysis indicated that tangibility had a positive relationship towards customer satisfaction. Elizabeth et al. [26]
investigated the relationship between tangibility and customer expectations and perceptions towards fast food restaurants.
The study showed a positive relationship between tangibility and customer satisfaction. Thus, the hypothesis is derived as
follows:
H1: There is a significant relationship between tangibility and students’ satisfaction in the service quality of cafeteria in
higher education institutions.
Reliability and Students’ Satisfaction
Al-Tit [1] conducted a study on the relationship between reliability and customer satisfaction in limited-service
restaurants in Jordan and found that service quality had a positive relationship to satisfaction. A similar study by Murad
and Ali [27] on reliability and customer satisfaction found that reliability had a positive relationship towards customer
satisfaction. Likewise, Benrit and Trakulmaykee [28] examined the relationship between reliability and customer
satisfaction for a Thai dining restaurant in Penang and found that the relationship between reliability and customer
satisfaction was positive. Thus, the hypothesis is derived as follows:
H2: There is a significant relationship between reliability and students’ satisfaction in the service quality of cafeteria in
higher education institutions.
Responsiveness and Students’ satisfaction
In their study, Alias et al. [29] investigated whether responsiveness led to positive students’ satisfaction. Results
showed that responsiveness was ranked as slightly satisfied by students. Omar et al. [30] examined responsiveness in
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responding to customers’ problems. Their results showed that responsiveness had a weak positive relationship with
customers’ satisfaction. Similarly, Al-Tit [1] examined whether responsiveness would lead to positive students’
satisfaction. Results showed that the relationship between responsiveness and customer satisfaction was positive. Thus,
the hypothesis is derived as follows:
H3: There is a significant relationship between responsiveness and students’ satisfaction in the service quality of
cafeteria in higher education institutions.
Assurance and Students’ Satisfaction
While examining the relationship between assurance and customer satisfaction, Almohaimmeed [31] found that
assurance had a significant and positive influence on customer satisfaction. Ngoc and Uyen [32] also examined whether
the assurance would lead to positive customer satisfaction. According to their results, assurance had a direct impact on
both perceived food quality and customer satisfaction. Similarly, Yulisetiarini [33] studied whether the assurance would
lead to positive customer satisfaction and found that assurance had a positive impact on the restaurant business and
customer satisfaction. Thus, the hypothesis is derived as follows:
H4: There is a significant relationship between assurance and students’ satisfaction in the service quality of cafeteria in
higher education institutions.
Empathy and Students’ Satisfaction
Harmon et al. [34] studied the variations of empathy in students experiencing food insecurity. The study showed
that empathy is an important antecedent of students’ satisfaction. Wu et al. [35] investigated whether empathy would
lead to positive customer satisfaction. Results showed that empathy had a significant progressive impact on customer
satisfaction. In a similar study, Josiam et al. [36] showed that empathy increases customer satisfaction. Thus, the
hypothesis is derived as follows:
H5: There is a significant relationship between empathy and students’ satisfaction in the service quality of cafeteria in
higher education institutions. Satisfaction, when price increased without improvement of the product quality, it resulted
Price and Students’ Satisfaction
Cristo et al. [37] found that while price had no significant effect on customer in poor customer satisfaction.
Limakrisna and Ali [38] investigated the impact of pricing at fast food restaurants to the customer’s satisfaction and
found that price was an indication to which a customer evaluated a product. Ramanathan [39] investigated the influence
of the price factor on customer satisfaction in a Chinese buffet restaurant. Results showed that the price factor had a
significant and positive relationship with customer satisfaction. While some studies showed that price was not a
significant factor, other studies concluded that inexpensive food options provided incentives for customer satisfaction.
Thus, the hypothesis is derived as follows:
H6: There is a significant relationship between price and students’ satisfaction in the service quality of cafeteria in
higher education institutions.
Proposed Research Model
Based on the above discussion, the following research model is developed:

Fig-1: Proposed Research Model
Source: Parasuraman et al. [3]; Sweeney & Soutar [20]
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Research Design
The study examines the influence of service quality of cafeteria on students’ satisfaction in higher education
institutions. For the collection of data, the survey questionnaire methodology was used as it can be done quickly by
providing a low cost method of collecting data. The questionnaire method also ensures anonymity, thus allowing the
respondents’ confidence and freedom when responding to the survey [40]. The nature of the study is cross-sectional,
allowing a low cost and time efficient method to analyse the multiple variables [41]. The unit of analysis is students from
colleges and universities.
Target Population
The students in higher education institutions in Malaysia are the population in this study. To achieve a
developed nation status, higher education is a critical factor to push forward the development of Malaysia in leading
Malaysia’s socio-economic growth [42]. The higher enrolment in public and private higher education institutions in 2017
has resulted in the increased demand for food service, encouraging the growth of institutional food service to rise rapidly
[43-45].
Sampling Size
According to Hinkin [46], item-to-response should range from 1:4 to 1:10. For this study, the questionnaires
contain 37 items. The number of students required for the data collection would be from 148 to 370. As such, the sample
size of 300 students is considered adequate. However, 350 sets of questionnaires were distributed in order to avoid
invalid questionnaires. The sample comprises of students from four Universities, namely, UiTM, UPM, UTAR Sungai
Long Campus, MMU, and SEGi College, Subang Jaya.
Sampling Technique
The non-probability sampling technique has been used in this study, as it is not possible to obtain the sampling
frame. Purposive sampling is used for selecting the target respondents in this study [74]. The respondents must fulfill
three criteria, namely, they must be students of UiTM, UPM, UTAR Sungai Long Campus, MMU, and SEGi College
Subang Jaya, they should have studied at the said universities and college for a minimum of one year, and they should
have experienced the cafeteria facilities and services of the said universities and college [43].
Data Collection Method
Data was collected by using the self-administered survey questionnaire and was carried out from the period of
October 2018 to November 2018. The questionnaires were distributed in two public universities, two private universities
and one private college. The public universities comprised UiTM and UPM. The private universities comprised UTAR
Sungai Long Campus and MMU whereas the private college was SEGi College. These five higher education institutions
are located in Selangor State of Malaysia.
Variables and Measurement
The items required for the questionnaire were adapted from past researches and have been modified to fit the
context of SERVQUAL with PERVAL for this research. Nominal and ordinal scale measurements were used for the
demographic profile in the questionnaire. Each item was measured by 5-point Likert scale ranging from 1 for strongly
disagree to 5 for strongly agree.

RESULTS
Demographic Profile
Table-2: Demographic Profile
Profile
Gender

Age

Race

Higher Education Institutions

Frequency of going to cafeteria

© South Asian Research Publication, Bangladesh

Category
Female
Male
Below 20
21 to 22
23 to 24
Above 25
Chinese
Malay
Indian
Others
Public Universities
Private Universities
Private College
Once a week
More than twice a week
Daily

Frequency
185
115
90
138
65
7
118
120
46
16
111
135
54
80
115
105

Percentage (%)
61.67
38.33
30.00
46.00
21.67
2.33
39.34
40.00
15.33
5.33
37.0
45.0
18.0
26.67
38.33
35.00
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There are 300 valid responses for this research. In terms of gender, 185 respondents are female which is 61.67%
of the total respondents and 115 respondents are male representing 38.33% of the total respondents. In terms of age, 90
respondents representing 30% are below 20 years old. 138 respondents are 21 to 22 years old, which represent 46%. 65
respondents representing 21.67% are between the age of 23 and 24 and 7 respondents or 2.33% are above 25 years old. In
terms of race, there are 120 Malay respondents who represent 40%, 46 Indian respondents at 15.33%. Other respondents
consist of 16, which represent 5.33%. In terms of higher education institutions, 111 respondents are from public
universities, which represent 37%, 135 respondents or 45% are from private universities while 54 respondents are from a
private college, which represent 18%. In terms of frequency of going to cafeterias, 80 respondents or 26.67% go to the
cafeterias once a week, 115 respondents or 38.33% go to cafeterias more than twice a week while 105 respondents or
35% go to the cafeterias daily.
Central Tendencies Measurement of Variable
Table-3: Statistics of Variables’ Central Tendencies Measurement
Variable
Items Mean Standard Deviation
Tangibility
T1
3.8600 0.79320
T2
4.0267 0.80089
T3
4.2067 0.79123
T4
4.3933 0.77930
T5
4.3467 0.75391
Reliability
RE1
4.1267 0.75222
RE2
3.8867 0.88114
RE3
4.2667 0.72386
RE4
4.2133 0.84273
RE5
4.1200 0.80898
Responsiveness
R1
4.2333 0.77085
R2
4.1467 0.79620
R3
3.9533 0.84471
R4
3.8133 0.88379
R5
3.8433 0.96361
Assurance
A1
3.8133 0.88379
A2
3.9767 0.85159
A3
4.3567 0.65131
A4
4.2233 0.71308
A5
4.3933 0.70731
Empathy
E1
3.5400 0.83109
E2
3.7833 0.82380
E3
3.7667 0.79224
E4
4.1100 0.77884
E5
4.0233 0.79049
Price
P1
4.3833 0.77786
P2
4.1867 0.82508
P3
4.3933 0.73967
P4
4.3567 0.75145
P5
4.3800 0.71459
Students’ Satisfaction SS1
3.8567 0.88245
SS2
3.8033 0.81663
SS3
3.8167 0.81153
SS4
3.7133 0.89470
SS5
3.9100 0.86664
SS6
3.7933 0.86009
SS7
3.7167 0.84781
From the above table, it can be seen that the mean value of all the items range between 3.5400 (E1) and 4.3933
(T4,A5,P3). The mean of all items is greater than 3.0. This means that the target respondents had neutral opinion on most
of the survey questions and many have responded as agreed to the items on the survey questions.

© South Asian Research Publication, Bangladesh

Journal Homepage: www.sarpublication.com/sarjbm

5

Krishna Moorthy et al., South Asian Res J Bus Manag; Vol-2, Iss-1 (Jan-Feb, 2020): 1-11
Scale Measurement
Reliability Analysis
Table-4: Results of Reliability Test
Variable
Number of Items Cronbach’s Alpha
Tangibility
5
0.751108
Reliability
5
0.705857
Responsiveness
5
0.728128
Assurance
5
0.742396
Empathy
5
0.702533
Price
5
0.785686
Students’ Satisfaction 7
0.844603
Based on the table above, the Cronbach’s Alpha of the dependent variable (students’ satisfaction) is more than
0.8, which is considered as the greatest reliability in the research. The alphas of independent variables are more than 0.7,
which are still in the general agreed lower limit of the alpha value in the reliability test. In brief, all the variables have
scored above the acceptable level of the alpha value. Thus, it can be concluded that the data is reliable and can be
progressed further.
Normality Test
Table-5: Summarized Information of Normality Test
Variables
Items Skewness
Kurtosis
Tangibility
T1
-0.2305087 -0.2664605
T2
-0.5593833 0.12364404
T3
-0.5893407 -0.5650611
T4
-1.1562276 0.92907898
T5
-0.952639
0.59517137
Reliability
RE1
-0.497561
-0.2433522
RE2
-0.6035396 0.47054201
RE3
-0.6659868 -0.0764547
RE4
-0.8259269 -0.0760392
RE5
-0.6420724 0.05681234
Responsiveness R1
-0.6040683 -0.5197976
R2
-0.7094008 0.27930937
R3
-0.3804216 -0.5740059
R4
-0.2110049 -0.6449203
R5
-0.4039768 -0.5265357
Assurance
A1
-0.4743794 0.13629924
A2
-0.7731641 0.85642259
A3
-0.6620452 0.09547273
A4
-0.633349
0.47602617
A5
-1.0158816 0.7589654
Empathy
E1
0.08327925 -0.3946521
E2
-0.1930322 -0.3675598
E3
-0.2493273 0.08307804
E4
-0.2369749 -1.1902469
E5
-0.450436
0.12057495
Price
P1
-1.0440831 0.27657628
P2
-0.7549173 0.24706494
P3
-1.0756663 0.96387022
P4
-1.1209355 1.3233114
P5
-0.8721202 0.07282961
All of the items for the skewness and kurtosis are within the benchmark range of ± 3.00 and 10.00 respectively.
The lowest skewness and kurtosis values are items T4 and E4 with -1.1562276 and -1.1902469 respectively. E1 has the
highest skewness with a value of 0.08327925, while P5 has the highest kurtosis at 1.3233114. In short, the MLR test can
be preceded as the normality test of the data is satisfied.

© South Asian Research Publication, Bangladesh

Journal Homepage: www.sarpublication.com/sarjbm

6

Krishna Moorthy et al., South Asian Res J Bus Manag; Vol-2, Iss-1 (Jan-Feb, 2020): 1-11
Pearson’s Correlation Analysis

Variable
SS_AVG
T_AVG
RE_AVG
R_AVG
A_AVG
E_AVG
P_AVG

SS_AVG
1.0000
0.1654
<0.0041
0.3088
<0.0001
0.3239
<0.0001
0.3617
<0.0001
0.2659
<0.0001
0.2502
<0.0001

Table-6: Pearson’s Correlation Analysis
T_AVG RE_AVG R_AVG A_AVG

E_AVG

P_AVG

1.0000
0.5344
<0.0001
0.4306
<0.0001
0.5216
<0.0001
0.2132
<0.0002
0.4338
<0.0001

1.0000
0.5853
<0.0001
0.5775
<0.0001
0.4037
<0.0001
0.4178
<0.0001

1.0000
0.6029
<0.0001
0.4160
<0.0001
0.4313
<0.0001

1.0000
0.3859
<0.0001
0.5374
<0.0001

1.0000
0.3844
<0.0001

1.0000

The range of correlation value is between 0.1654 and 0.3617, which represents the weakest to the strongest
relationship between the variables. The strongest correlation occurs between A_AVG and SS_AVG at 0.3617, whereas
the weakest correlation exists between T_AVG and SS_AVG at 0.1654. The variables are significantly correlated, as the
p-values are less than 0.05. Finally, the value of correlation between the independent variables is not more than 0.90;
therefore, the problem of multicollinearity does not exist [48].
Multiple Linear Regression (MLR) Analysis

Model
1

Table-7: Model Summary
R-value R2 value Adjusted R2
0.4122
0.1699
0.1529

R2 value is 0.1699 indicating that 16.99% of the dependent variable of students’ satisfaction can be explained by
the independent variables, which comprise of tangibility, reliability, responsiveness, assurance, empathy and price. The
remaining 83.01% are affected by the other factors that are not considered in this study.

Construct
Intercept
T_average
RE_average
R_average
A_average
E_average
P_average

Table-8: Linear Regression Analysis
Parameter Estimate Standard Error T value P value
1.60421
0.33563
4.78
<.0001
-0.10617
0.07505
-1.41
0.1582
0.12744
0.08415
1.51
0.1310
0.11182
0.07604
1.47
0.1425
0.25434
0.08839
2.88
0.0043
0.10618
0.07005
1.52
0.1307
0.04672
0.07314
0.64
0.5235

Standardized Estimate
0
-0.09582
0.11292
0.10756
0.22257
0.09377
0.04252

The p-values for tangibility, reliability, responsiveness, empathy and price are more than 0.05 indicating that
these independent variables are not significantly related to students’ satisfaction. However, there is a significant
relationship between assurance and students’ satisfaction, as the p-value is less than 0.05 at 0.0043.
The MLR equation of the research can be constructed as follows:
SS = 1.60421 + (-0.10617) T + 0.12744 RE + 0.11182 R + 0.25434 A + 0.10618 E + 0.04672 P

DISCUSSION OF MAJOR FINDINGS
Tangibility
According to the results, there is no significant relationship between tangibility and students’ satisfaction in the
service quality of cafeteria in higher education institutions. Similar studies also showed the insignificant relationship
between tangibility and customer satisfaction. In the study of Nguyen et al. [49], tangibility did not have a significant
impact on customer satisfaction, because the facilities and equipment were constructed only recently. Hence, customers
did not consider the tangibility aspects. Vitor et al. [50] stated that from the customer perceptions, quality of service
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provided should be more significant compared to the tangibility aspects. It was found that the students were not
concerned about the physical environment of the cafeteria as students regarded the cafeteria as just a place to consume
their meals. Khan et al. [51] and Tan et al. [52] stated that both facilities and equipment possibly were not the main
concern for the students. Students did not consider the physical infrastructure when evaluating the education process.
Reliability
From the results, reliability’s p-value is more than the significant value thus indicating that the relationship
between reliability and students’ satisfaction is insignificant in the service quality of cafeteria in higher education
institutions. This finding is in line with the study of Tan, Oriade and Fallon [53], where the reliability indicated an
insignificant relationship towards the overall customer satisfaction. Lim [54] recommended that building management
staff should improve their delivery in terms of service provision, problem resolutions and maintaining prices. Yeow, Lau
and Ng [55] suggested that training is be provided to café staff so that they can improve their skills to serve their
customers efficiently and thus improve the customers’ satisfaction. According to Sanjuq [56], in order to increase the
customers’ satisfaction, the staff should provide services with precision, accuracy and timeliness.
Responsiveness
Based on the results of the study, the relationship between responsiveness and dependent variable is
insignificant in the service quality of cafeteria in higher education institutions. Other studies also showed similar findings
of insignificant relationships. Liang and Zhang [57] observed interaction elements such as staff politeness, helpfulness
and others. Chang et al. [58] observed staff performances such as responsiveness and cleanliness. Both studies examined
the interaction between students and cafeteria staff with variables involving responsiveness. It was found that students
were unconcerned about whether cafeteria staff provided helpful services or were willing to assist customers. Liang and
Zhang [57] concluded that for this reason, the cafeteria was a place for students to have their basic nutritional needs met
instead of a place as an appealing aspect to enjoy attentive or efficient service.
Assurance
Based on the results of the study, there is a significant relationship between assurance and students’ satisfaction
toward the service quality of cafeteria in higher education institutions. The results show that most students were affected
by the knowledge and politeness of the staff and their ability to build trust and confidence from the students in the
cafeteria in higher education institutions.
Empathy
Based on the results of the study, the relationship between empathy and students’ satisfaction is not significant.
Past studies with similar variables, have found that the relationship between empathy and customer satisfaction was not
significant. Bahadur et al. [59] found that empathy did not have a significant impact on customer satisfaction as
unsatisfactory interactions between employees and customer did not produce a positive effect on customer’s
commitment. According to Thuy et al. [60] students were indifferent to the warm services or personal attention given by
the staff as efficient service or food quality were considered as being more important.
Price
Based on the results, the relationship between price and students’ satisfaction is not significant. According to
Cristo, et al. [37] customers did not assess product prices during the launching of new products due to curiosity towards
the new items launched. Osman et al. study [61] found that students were not aware whether the prices charged for the
food were fair and the fairness of the prices charged did not affect their satisfaction for the university cafeteria food
service. Similarly, Chang, et al. [11] found that students were not concerned with price fairness and this did not influence
their satisfaction on the university cafeteria. Instead, students made judgments on fairness of the price charged based on
whether their expectations were met.
Coefficient of Determination (R2)
Based on the Model Analysis the R2 value is 0.1699, which approximately 17% of the variance in students’
satisfaction at 0.05 significance level. According to the grouping by Cohen [62], the value of R 2 is considered reasonable.
R2 is not a definitive indicator of the goodness of fit but only a relative guage, which measures the variance concerned to
the total variance on the dependent variable. From a statistical standpoint, the set of analysed data is irrelevant when
determining a suitable model [63].
Implications of the study
Managerial Implications
The findings indicate that assurance is significantly associated with students’ satisfaction and can be of value for
reference in future academic research. Based on the results, assurance and students’ satisfaction have a significant
relationship. In contrast to a study by Abdullah and Rozario [64, 65] on customer satisfaction in the staff cafeteria, the
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assurance variable was not examined, as it was not considered as an important element in determining customer
satisfaction. Further research is needed to examine the assurance element and to also build upon the findings and address
the limitations encountered in this study.
Theoretical Implications
From the practical perspective, this study aims to stress to the education institutions on the importance of the
cafeteria’s service quality. Based on results from survey questionnaires carried out to investigate students’ satisfaction
towards the service quality of cafeteria, it is concluded that assurance has a significant relationship to the students’
satisfaction. From these findings, the employees should be made aware of the importance of their attitudes towards the
students and be equipped with the ability to cope with the problems of cafeterias in education institutions. Employees
should be educated on the importance of good courtesy and competence skills to increase the retention of students’
satisfaction. At the same time, the management of such education institutions should be aware of the importance of the
assurance factor so that employees have the capability to provide support thus generating students’ trust on the
employees.
Limitations of the Study and Recommendations for Future Research
Our research involved students’ responses from the public and private universities and college in the state of
Selangor only. As such, the results may not be representative of the whole country. It is suggested that future researches
be conduct for the public and private universities and college in the other states of Malaysia. The students from
universities and colleges in the different states might have different expectations and perceptions about the service
quality of the cafeteria in higher education institutions.
As our research used the cross-sectional method for analysis, it may be difficult to make causal inferences. It is
thus suggested that future researches be conducted using longitudinal studies. Longitudinal studies have the ability to
show the patterns of the variables over time. The nature of longitudinal studies requires that researchers obtain more data
over longer periods, thus increasing the reliability of the data collected.
For our research, we used the questionnaire surveys to collect primary data. While the questionnaire survey
method is convenient and cost effective, respondents may not give accurate answers especially if the questionnaires take
a long time to complete, thus affecting the quality of the data. To this end, it is recommended that future researches be
conducted using formal or informal interviews in person or over the phone. Observations and focus groups are other
suggested methods for future researches when collecting the data.

CONCLUSION
The general objective of this study is to examine the interactions between SERVQUAL elements and students’
satisfaction towards service quality of cafeterias in higher education institutions in Malaysia. From the data, results show
that assurance has a significant influence on students’ satisfaction. Other variables examined such as tangibility,
reliability, responsiveness, empathy and price were not found to have significant influence on the students’ satisfaction
towards the service quality of cafeteria.
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