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ABSTRACT

Social media communication is considered to be an important predictor of the behavioral
intention of customers in the hospitality industry. Despite the importance of this, our study
examined indirect of the effect of restaurant generated and customers’ generated communication on
social media on behavioral intention to visit restaurants through customer satisfaction towards
restaurants in the hospitality industry of Pakistan. Data were analyzed by using PROCESS macro
by Hayes on a sample of customers from various restaurants. Results show restaurant and customer
generated communication on social media is positively associated with customer satisfaction and
behavioral intention. Furthermore, customer satisfaction mediates restaurant-generated
communication on social media and behavioral intention relationship as well as customer
generated communication on social media and behavioral intention. The findings of this study
strongly contribute towards a better understanding of social media communications in this modern
world of web 2.0 and how this communication induces customer satisfaction to visit restaurants.

Keywords: Restaurant Generated Communication, Customer Generated Communication, Customer
Satisfaction, Behavioral Intention

INTRODUCTION

In the hospitality industry, it is essential for restaurants to build a strong image based on the
provision of quality services (Martinez & Nishiyama, 2017). As part of quality service, effective
communication by restaurants is important for building a strong restaurant image in customer’s
mind (Kharouf et al., 2018). There are two kinds of communication that improve the relationship
with customers (Herzberg, 1966). One type of communication is satisfies the beneficiary’s needs
and other one makes the beneficiary feels comfortable in a relationship. Restaurant’s
communication induces a sense of comfort among customers. With changing of times, traditional
forms of communication are replaced by innovative networks (Llopis-Amoros et al., 2019). These
days, customers are using social media i.e., Face book/ LinkedIn, micro blogs like Twitter and
content-sharing communities like YouTube/Instagram (Yoong & Lian, 2019) to explore the
information related to their eating times (Schivinski & Dabrowski, 2014). Therefore, now a day’s
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restaurants are more interested in taking part at social media to provide product and service related
information to their customers.

It is claimed that electronic word of mouth has become a powerful source of communication
in the tourism and hospitality industry (Bilro et al., 2018). Likewise, the usage of online reviews in
the process of decision making about restaurants and events has become much popular in the
hospitality industry (Smith & Anderson, 2016) as customers exchange their information and make
comments on products and services on social media. Customer’s reviews on social media have a
direct impact on peer behavior (Roozen & Raedts, 2018). In the hospitality industry, this is more
important for customers to visit social media sites before making their decisions, (Bilro et al., 2018).
They look for advertisement about restaurants and analyze reviews of other customers about
specific event or restaurant how contextual as well as individual characteristics are relate to thriving
at work” (Abid et al., 2019). Customers engaged in disseminating their reviews for helping others in
their decision-making process (Romero, 2017). Recent researches have shown that online reviews
of customers determine attitude of people for a product or service (Lee & Jeong, 2018). Other
studies endeavored to anticipate attitudes of customers i.e., customer satisfaction from user
generated communication on social media and its effect on customer purchases (Rafique et al.,
2020; Bilro et al., 2018; Filieri et al., 2015). Customer satisfaction is considered as a good predictor
of behavioral intention and has been extensively examined in many studies. For example, Byun &
Soocheong (2019) examined the effect of signaling on customer satisfaction and behavioral
intention. Despite the significance of social media communication in the hospitality industry, the
influence of customer satisfaction generated from social media communication on behavioral
intention has not been explored. Although previous studies have analyzed the effect of social media
communication on attitudes of customers, but according to our best knowledge, no study has been
found to analyze the role of customer satisfaction in this process. Therefore, this study fills this gap
by analyzing the role of customer’s satisfaction in predicting behavioral intention of customer
through communication on social media. In particular, this study analyzes the mediating role of
customer satisfaction between restaurant generated and customer generated communication on
social media and behavioral intention of customer.

Thus, the core objective of the study is 1) to explore the effects of restaurant generated and
customer generated communication of social media on behavioral intention and customer
satisfaction,) to study the indirect effect of effects of restaurant generated and customer generated
communication of social media on behavioral intention through customer satisfaction. This research
paper is organized as follows. After the introduction of topic, literature review builds up conceptual
framework and develops hypotheses. Third section presents methodology. Discussion of results is
in part four. Last section explains findings, implications and future directions.

LITERATURE REVIEW AND HYPOTHESES DEVELOPMENT
Restaurant Generated Communication on Social Media and Customer Satisfaction

Social media has provided people a vast online exposure, especially through social
networking. Social networking is composed of digital sources providing information (Schivinski &
Dabrowski, 2014). These sources are originated, circulated, and used by internet users that educate
others about a specific product, service or brand (Chauhan & Pillai, 2013). Firms are now
responsive to two-way interactions with customers (Li & Bernoff, 2011). Social media provides
innovative ideas to interact with companies and firms. Therefore, firm-created communication on
social media is referred to as an important factor in promotion mix (Bambauer-Sachse & Mangold,
2011). Social media communication is used as a powerful source for providing information and
engaging and listening from customers about products and services (Brodie et al., 2013).
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Social media communication, in comparison to other traditional sources of communication,
appeals more extensive population (Kaplan & Haenlein, 2010; Keller, 2009). This type of
advertisement through social media is a new practice (Nielsen, 2013). Social media communication
among firms gains more importance as information is readily disseminated over the internet (Li &
Bernoff, 2011). In the hospitality industry, social media communications by restaurants are
considered as an influential source for dissemination of information (Schivinski & Dabrowski,
2014). 1t is defined as “A form of advertising fully controlled by the company and guided by a
marketing strategy agenda” (Qaiser et al., 2021; Schivinski & Dabrowski, 2014). The availability of
information attracts consumers as they become more aware of the restaurant, they choose. This
leads towards the satisfaction of customers as they are more willing to visit a restaurant for which
they communicated with social media (Llopis-Amorés et al., 2019). Considering the importance of
restaurant generated communication on social media, this study proposes:

H1: Restaurant generated communication on social media is positively related to customer satisfaction.
Customer Generated Communication on Social Media and Customer Satisfaction

Customer/users generated communication on social media is defined as “content made
publicly available over the internet created outside of professional routines and practice” (OECD,
2007). Users of a product, brand, or restaurant edit information on social media in this way; it
becomes an interesting mode of communication. In modern era of web 2.0, people with similar
thoughts and interests make communities over the internet, making customer to customer
communications (Mangold & Faulds, 2009; Winer, 2009). This becomes a source of information
among consumers about specific brands or products (Mangold & Faulds, 2009). Past researchers
have shown that consumers consider information generated by other customers as a more reliable
source rather than information created by the manufacturer or firm itself (Cheong and Morrison,
2008). In the context of hospitality and tourism management, customers rely on information
generated by other customers on social media about restaurants or festivals (Llopis-Amoros et al.,
2019). Customers feel more satisfied with those restaurants for which other people communicate
and show their loyalty (Schivinski & Dabrowski, 2014). Based on the above-mentioned discussion,
the following hypothesis is proposed:

H2: Customer generated communication on social media is positively related to customer satisfaction.

Behavioral Intention

Behavioral intention refers to the degree of planning of a person to perform an action in near
future (Ajzen & Fishbein, 1980) Behavioral intention can be both favorable and unfavorable (Ali &
Amin, 2014). Favorable behavioral intention means positive word of mouth; a person spends more
with a restaurant and shows loyalty. While the unfavorable behavioral intention is negative word of
mouth, a person spends less with a restaurant. Behavioral intention is a representation of a
customer’s conative loyalty for a restaurant. Customer loyalty is considered a significant objective
in the hospitality industry as it is an important indicator for sustainability of a company and is the
best measure for customer retention (Chen & Chen, 2010). Customer loyalty is classified into four
stages. It starts with cognitive loyalty (from previous knowledge), moves to affective loyalty
(emotional satisfaction) which derives conative loyalty (intention to behave), and ends at action
loyalty (overcoming hurdles to behave) (Oliver, 1999). From a measurement point of view, action
loyalty is a difficult concept to measure (Han et al., 2011). Therefore, instead of action loyalty,
conative loyalty as a measure of behavioral intention is mostly used in research (Yang & Peterson,
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2004). Some researchers also use the attitudinal aspect of loyalty (Varki & Colgate, 2001; Yi & La,
2004).

According to theory of planned behavior, behavioral intention is formed as a result of
attitudes, subjective norms or perceptions (Pelaez et al., 2017). In the hospitality industry, intention
to visit a restaurant again and recommending to others are widely used to measure the loyalty of
customers (Bonn et al., 2007; Chen & Chen, 2010). Therefore, good services of restaurant induce
customers to revisit and say positive things about the restaurant to others (Chen & Tsai, 2007; Lee
et al., 2011). For potential customers, behavioral intention of other customers is the most reliable
source of information (Williams & Soutar, 2009). Social mechanisms of companies help in shaping
consumer behavior. Reviews of other people demonstration on social media are also important in
this regard (Putter, 2017). Therefore, when restaurants communicate their information or when
customers get awareness from other people through social media, their intention to visit restaurant
increases. Information quality communicated through social media is a strong predictor of
behavioral intention of customers (Nath et al., 2019). Soliman (2019) has extended the theory of
planned behavior by including electronic word of mouth as a predictor of revisit intention.
Similarly, Harb, et al., (2019) also used theory of planned behavior to analyze factors that affect
behavioral intention of customers using social media sites. From the above literature, this study
proposes:

H3: Restaurant generated communication on social media is positively related to behavioral intention of
customers.

H4: Customer generated communication on social media is positively related to behavioral intention of
customers.

In services industry like hospitality, it is quite necessary to have a look on satisfaction of
customers. If customers become dissatisfied due to inefficient services, then negative impact of
dissatisfied customers is higher than positive effects of satisfied customers (Kim et al., 2017). This
concept was also highlighted by Sarica, et al., (2019) who argued that customer satisfaction is
related to repeat purchases by customers. Literature on hospitality and tourism reports a positive and
significant relationship between customer satisfaction and behavioral intention (Byun et al., 2019;
Cheng et al., 2014; Gao, 2016; Mangold & Faulds, 2009; Shahzadi et al., 2018; Wu & Li, 2017).
Thus, considering previous literature, we find it reasonable to assume positive relationship between
customer satisfaction and behavioral intention.

H4: Customer satisfaction is positively related to behavioral intention of customers.

Customer perception of a restaurant is greatly influenced by the provision of services. Any
issue regarding customer’s services can affect value of a restaurant (Palmer et al., 2000). Many
researchers have pointed out factors and remedies of service failures because it can lead to
dissatisfaction of customers and discontinued spending in restaurant (Ha & Jang, 2009; Kim &
Jang, 2014). Full provision of services by restaurants leads to satisfaction of customers (Byun et al.,
2019). Positive signals received from social media tend to be more appealing for customer
satisfaction and behavioral intention.

Research on social media communication by users and company influencing behaviors of
customer analyzed mediating role of customer’s attitude in this process (Bruno et al., 2019). When
customers receive social media communications about the restaurant either by the restaurant itself
or by other customers, they become more satisfied, and their intention to visit that restaurant
increases. Customer’s behavioral intentions are shown by their favorable comments (Wang et al.,
2004) about business or by their recommendations to others (Chen & Tsai, 2007). Customers post
this kind of information on social media which appeals to other customers for a restaurant. Due to
the increased popularity of the internet and social media, electronic word-of-mouth exerts a

4 1939-4675-25-5S4-08



International Journal of Entrepreneurship Volume 25, Special Issue 4, 2021

powerful impact on shaping behavior of customers in the hospitality and tourism industry (Chen &
Law, 2016). Customer’s communications in this way also help firms to indicate their market
conditions for knowing behavioral intentions of customers (Kruger & Saayman, 2017). Varkaris &
Neuhofer (2017) analyzed the role of consumer decision making in technology-assisted context by
using the qualitative approach. According to this study, customers decide about restaurant using
social media communication. As according to theory of planned behavior, attitude of customers
formed from exposure to different services makes behaviors and shows intentions of customers
(Ajzen, 1991). Considering the literature and the underlying explanations, we assume that
communication on social media affects satisfaction of customers, which in turn, determines
behavioral intention of customers. Thus, following hypotheses are proposed:

H6: Customer satisfaction mediates the relationship between restaurant generated communication on social
media and behavioral intention of customers.

H7: Customer satisfaction mediates the relationship between restaurant generated communication on social
media and behavioral intention of customers.

METHODS
Participants and Procedure

In this study target population was the people who visit restaurants for dine-in. through
purposive sampling technique as this research aims to explore effects of social media
communication in specific cultural context. Purposive sampling focus on respondents who share
similar characteristics (Etikan, Musa & Rukayya, 2016). Survey research design was conducted in
various restaurants of Lahore (Pakistan) for data collection. Data was collected in the months of
October and November through self-administered questionnaires. A consent letter was obtained
from university for data collection purpose. Firstly, permission was taken from front manager of
restaurant. After that, customers were requested to fill in questionnaire when they got free from
dine-in. Frequent visits to various restaurants were arranged for data collection. Most of the visits to
restaurants were at lunch time. On average, a customer used to take 15-20 minutes for recording
his/her responses. After collecting questionnaire, a small gift wrap was presented to customer as a
good gesture for thanks. A total of 450 questionnaires were distributed. Of them, 370 responses
were returned, capable of using in data analysis. In this way, actual response rate of study was 82%
which was beyond average in this kind of study and suitable for organizational researches (Bordia,
Restubog, Jimmieson & Irmer, 2011).

Measures

Questionnaire consisted of scales which have already been developed and validated in
literature. A five-point Likert scale was used to measure items, where 1=strongly disagree to
5=strongly agree. Description of scale of studied variables is described below.

Restaurant Generated Communication on Social Media

Customer’s perception about social media communications generated by restaurant was
measured using scale developed by Schivinski & Dabrowski (2014). There were 4 items in scale. A
sample item from the scale is “The restaurant’s social media communications are very attractive.”
Reliability of the scale was 0.74.
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Customer Generated Communication on Social Media

Social media communication created by other customers of restaurant play a significant role
in generating satisfaction of customers, as described in literature. In this regard, measurement scale
developed by Schivinski & Dabrowski (2014) was used in questionnaire. There were 4 items in
scale. A sample item from the scale is “The content generated on social media sites by other
customers about restaurant performs well, when compared with other restaurants”. Reliability of the
scale was 0.71.

Customer Satisfaction

Mediating role of customer satisfaction was measured using scale developed by Llopis-
Amords, et al., (2019). Sample item from scale is “I am satisfied with the overall restaurant
experience.” Reliability of the scale was 0.80.

Behavioral Intention

Customer’s behavioral intention is dependent variable of this study. It was measured using
scale by Llopis-Amoros, et al., (2019). Sample item of behavioral intention from questionnaire is “I
recommend restaurant to someone who seeks my advice”. Reliability of the scale was 0.72.

Demographics

Due to the effects of these demographics on studied variables, gender, age, qualification,
marital status and frequency to visit restaurants were included as controls.

Research Model

This research is intended to describe relationship between restaurant generated and customer
generated communication on social media and behavioral intention with mediating effect of
customer satisfaction. Figure 1 shows model of this research. Restaurant generated communication
on social media and customer generated communication on social media are independent variables.
Customer satisfaction is mediator. Behavioral intention of customers is the dependent variable of
this research.

Res{aurant generated

communication on social'media % —

H1 H3

N
Customer Satisfaction — H5 | BehavioralIntention
oy W y /

Customer generated /

communication on social media

FIGURE 1
THEORETICAL MODEL
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Data Analysis Approach

For the analysis of data, SPSS24 was used. Using this software, descriptive statistics were
analyzed. In descriptive statistics, mean, standard deviation, reliability and correlation of variables
were calculated. PROCESS macro model 4 (Hayes & Preacher, 2013) were used for hypotheses
testing. There were two mediation models as theoretical framework includes two independent
variables.

RESULTS
Descriptive Statistics

Table 1 consists of descriptive statistics and correlations of variables. Demographics include
gender, marital status, age, qualification, and frequency to visit restaurant in a month. Variables
under study are restaurant generated and consumer generated communication on social media,
customer satisfaction and behavioral intention. For descriptive statistics, mean and standard
deviation are mentioned in table. Values of reliabilities of constructs are within range of 0.71 to 0.8.
Correlation results show that restaurant generated communication on social media is positively and
significantly related to customer generated communication (r=0.5, p<0.01), and to customer
satisfaction (r=0.42, p<0.01), and to behavioral intention (r=0.39, p<0.01). There is positive and
significant correlation between customer generated communication on social media and customer
satisfaction (r=0.34, p<0.01), and behavioral intention (r=0.4, p<0.01). Same association is also
observed between customer satisfaction and behavioral intention (r=0.51, p<0.01). Correlation
results provide initial support to derived hypotheses in the study.

Table 1

DESCRIPTIVE STATISTICS AND CORRELATION MATRIX. #*: P<0.01, *: P<0.05; a reliabilities (in
parentheses) appear on the diagonal

Variables Mean SD 1 2 3 4 5 6 7 8
Gender
Marital status -0.04
Age 21.00 | 457 | -0.02 | 0.58
Qualification 3.17 0.74 0.28 0.37 0.47**

Frequency to visit 357 | 40 | -020 | -003 | 004 :
restaurant 0.18

Restaurant generated | 5 5y | gy | 917 | -001 | -0.01 | 007 | -012 | (0.74)
communication

Customer generated

- 3.56 0.78 | 0.05 0.06 0.04 0.05 | -0.17 | 0.50** | (0.71)
communication

Customer satisfaction 3.88 0.79 0.16 0.02 -0.02 0.13 | -0.13 | 0.42** | 0.34** | (0.80)

Behavioral intention 3.79 0.80 0.12 0.02 0.07 0.12 | -0.13 | 0.39** | 0.40** | 0.51** | (0.72)

HYPOTHESES TESTING

Table 1 consists of descriptive statistics and correlations of variables. Demographics include
gender, marital status, age, qualification, and frequency to visit restaurant in a month. Variables
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under study are restaurant generated and consumer generated communication on social media,
customer satisfaction and behavioral intention. For descriptive statistics, mean and standard
deviation are mentioned in table. Values of reliabilities of constructs are within range of 0.71 to 0.8.
Correlation results show that restaurant generated communication on social media is positively and
significantly related to customer generated communication (r=0.5, p<0.01), and to customer
satisfaction (r=0.42, p<0.01), and to behavioral intention (r=0.39, p<0.01). There is positive and
significant correlation between customer generated communication on social media and customer
satisfaction (r=0.34, p<0.01), and behavioral intention (r=0.4, p<0.01). For the analysis of data,
SPSS24 was used. Using this software, descriptive statistics were analyzed. In descriptive statistics,
mean, standard deviation, reliability and correlation of variables were calculated. PROCESS macro
model 4 (Hayes & Preacher, 2013) were used for hypotheses testing. There were two mediation
models as theoretical framework includes two independent variables

Table 2 shows results for derived hypothesis. Finding of SPSS PROCESS macro show that
restaurant generated communication on social media significantly influence customer satisfaction
(B=0.42, t=8.83, p<0.001), supporting H1, and also positively impacts behavioral intention (f=0.21,
t=4.21, p<0.001), supporting H3. Similarly customer satisfaction is also positively and significantly
related to behavioral intention (p=0.42, t=8.46, p<0.001), supporting H5. Total effect model is also
significant and positive. Mediating role of customer satisfaction is proved by indirect effects of
restaurant generated communication on social media on behavioral intention of customers. Simple
mediation model predicts that restaurant generated communication on social media has an indirect
effect on behavioral intention via customer satisfaction. This indirect effect is positive (3=0.18) and
formal two-tailed significance of normal distribution (Sobel test) shows that this indirect effect is
significant (Sobel: z=6.09, p<0.001). Bootstrap results are also persistent with Sobel test, as 90%ClI
(0.12, 0.24) around indirect effect have a non-zero point. Thus, H6 is supported.

Table 2
RESULTS OF SIMPLE MEDIATION MODEL REGRESSING CUSTOMER SATISFACTION
AS A MEDIATOR

Direct effect model

Customer Satisfaction

B SE T P
Restaurant generated
communication on social 0.42 0.05 8.83 0.00
media
Constant 2.37 0.17 13.58 0.00

Direct effect model

Behavioral Intention

B SE T P
Restaurant generated
communication on social 0.21 0.05 421 0.00
media
Customer satisfaction 0.42 0.05 8.46 0.00
Constant 141 0.20 6.95 0.00

Total effect model

Behavioral Intention

B SE T P
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Restaurant generated

communication on social 0.39 0.05 7.88 0.00
media
constant 241 0.18 13.43 0.00

Indirect effect and significance using the normal distribution

Value SE z P

Sobel 0.18 0.03 6.09 0.00

Indirect effect of Xon'Y

M SE LL90%ClI UL90%CI

Effect 0.18 0.04 0.12 0.24

Note: sample size= 353, bootstrap sample size=1000, SE=Standard error, B= coefficient,
LL=lower limit, UL=upper limit, Cl=confidence interval, level of confidence.

Further, results in Table 3 shows that customer generated communication on social media
significantly influence customer satisfaction (f=0.35, t=6.88, p<0.001), supporting H2, and also
positively impacts behavioral intention ($=0.26, t=5.33, p<0.001), supporting H4. Total effect
model is also significant and positive. Mediating role of customer satisfaction is proved by indirect
effects of customer generated communication on social media on behavioral intention of customers.
Simple mediation model predicts that customer generated communication on social media has an
indirect effect on behavioral intention via customer satisfaction. This indirect effect is positive
(B=0.15) and formal two-tailed significance of normal distribution (sobel test) shows that this
indirect effect is significant (Sobel: z=5.43, p<0.001). Bootstrap results are also persistent with
Sobel test, as 90%CI (0.09, 0.22) around indirect effect have a non-zero point. Thus, H7 is
supported.

Table 3
RESULTS OF SIMPLE MEDIATION MODEL REGRESSING CUSTOMER
SATISFACTION AS A MEDIATION

Direct effect model

Customer Satisfaction

B SE T P
Customer generated 0.35 0.05 6.88 0.00
communication on social media
Constant 2.63 0.19 14.10 0.00

Direct effect model

Behavioral Intention

B SE T P
Customer generated 0.26 0.05 5.33 0.00
communication on social media
Customer Satisfaction 0.43 0.05 8.96 0.00
Constant 1.22 0.21 5.87 0.00

Total effect model

Behavioral Intention
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B SE T P
commiisi?aut:grr]\tc?r? rs1ce>£?‘;eldmedia 041 0.05 8.10 0.00
Constant 2.34 0.18 12.73 0.00
Indirect effect and significance using the normal distribution
Sobel Value SE z P
0.15 0.03 5.43 0.00
Indirect effect of X on Y
M SE LL 90%ClI UL90%CI
Effect 0.15 0.04 0.09 0.22
DISCUSSION

The purpose of this study was to explore the effects of social media communication on
customer satisfaction and behavioral intention of customers. This study also serves to analyze the
indirect effects of customer satisfaction on behavioral intention of customers through social media
communication. In line with our proposed model, the study findings showed that first, restaurant
generated communication on social media is positively and significantly related to customer
satisfaction. Customers get more attraction towards those restaurants which post about their
products and services on social media. These finding are in line with the ideas of previous
researchers (Zafar et al., 2021; Llopis-Amoro6s et al., 2019; Schivinski & Dabrowski, 2014).
Similarly, customer generated communication on social media also influences customer satisfaction
significantly. This form of communication on social media becomes a source of information for
other customers. Thus, it also derives satisfaction level of customers. Our results are consistent with
previous studies of Mangold & Faulds, 2009) as well as Cheong & Morrison (2008). As far as the
results of communication on social media and behavioral intention are concerned, they are also
positive and significant according to hypothesized relationships. Customers intend to visit those
restaurants about which they receive information on social media, as mentioned by other
researchers also (Bonn et al., 2007; Chen & Chen, 2010), whether this kind of information is
generated by restaurant itself or by other customers.

Customer satisfaction has an important relationship with behavioral intention as the
satisfaction of customers induces them to visit a specific restaurant. This relationship is also proved
significantly in this study like many others (Wu & Li, 2017; Asif et al., 2017; Shahzadi, Malik,
Ahmad & Shabbir, 2018; Byun & Soocheong (Shawn), 2019). Social media communications induce
satisfaction of customers (Chen & Tsai, 2007), as they rely upon the knowledge received for
visiting restaurants. This mediating role of customer satisfaction by restaurant generated and
customer generated communication on social media on behavioral intention is also reported positive
and significant in this study. Concluding, restaurants should pay attention towards what is
communicated on social media. In this modern era of technology, advertisement through social
media is a powerful source for inducing customers. After proper communication about products and
services, next is the customer satisfaction which is important for restaurants. Only a satisfied
customer will visit restaurant again, resulting in high business growth.
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THEORETICAL AND PRACTICAL CONTRIBUTIONS

This study is an attempt to add knowledge in existing literature by empirically analyzing the
predecessors and outcomes of customer satisfaction in hospitality industry. In the context of
Pakistan, this study is an attempt to explain communication on social media as antecedents of
customer satisfaction with behavioral intention as an outcome. According to our best knowledge,
this is the only study which is examining customer satisfaction as a mediator of communication on
social media and behavioral intention. In this way, this study is an addition to existing literature by
analyzing indirect effects of customer satisfaction on behavioral intention of customers through
social media communication. Results of this study are in favor of hypothesized relationships
formulated in literature review. This study has important practical implications for managers of
restaurants. Current study has observed social media communication and customer satisfaction as
important predictors of behavioral intention. In today’s contemporary world, work environment is
continuously changing. Therefore, restaurants should pay attention towards more advanced internet
applications to induce satisfaction among their customers. In this way, this study assists restaurant
managers to improve their business practices and to have market edge.

LIMITATIONS AND FUTURE DIRECTIONS

This research also faced some limitations. Primary issue was in data collection. Data was
collected through self-administered questionnaires from selected restaurants of Lahore. These
restaurants may not be the representative of different cities and sectors of Pakistan. It may give rise
to spurious results and common variances. Future researchers are encouraged to employ more
restaurants for data collection. Secondly, this study is the first attempt to examine the role of social
media communication on behavioral intention of customers through customer satisfaction.
However, the study is conducted in specific cultural setting of Pakistani restaurants. Future research
might consider other developed countries as the culture and working procedures of their restaurants
are different from developing ones. Third, researchers of this study examine that other variables of
hospitality industry should also be analyzed in model of this research. For example, value for
money and brand engagement is powerful factors for revisit intention of customers (Mohsin &
Lockyer, 2010; Llopis-Amords et al., 2019). If customers are convinced by social media
communication, then the role of these two variables can also be expected as strong predictor of
behavioral intention. Future studies can try to explore overall value for money and brand
engagement in their study.

CONCLUSION

The present study contributes to existing literature of behavioral intention by empirically
analyzing its antecedents in the context of hospitality industry of Pakistan. Findings of the study
confirm the presence of significant and positive relationship between hypothesized relationships.
Concluding, restaurants should pay attention towards what is communicated on social media by
restaurants themselves and by their customers. In this modern era of technology, advertisement
through social media is a powerful source for inducing customers to visit restaurants. After proper
communication about products and services, next is the customer satisfaction which is important for
managers. Only a satisfied customer will visit restaurant again, resulting in high business growth.
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