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Abstract.  
Customer satisfaction is the mantra for successful and sustainable vegetarian restaurants. 
However, the existing literature has failed to provide a comprehensive taxonomy of this 
phenomenon because studies have primarily been conducted in the Western world, 
focusing on domestic customers, overlooking Asian contexts, and adopting the 
perspective of international tourists traveling to these regions. Gaining insights from the 
Asian context, specifically from international tourists who travel to Indonesia, may offer 
a better understanding of such a phenomenon. Online comments on the TripAdvisor 
website were analyzed, and the findings suggest that nine themes (price, entertainment, 
setting, surprise factors, food, service, facility, location, and staff) are responsible for 
Vegetarian restaurant customer satisfaction.  

 

Kata Kunci: 
Restoran Vegetarian, 
Taksonomi, 
Indonesia, 
TripAdvisor, 
Analisis Tematik. 

Abstrak.  
Kepuasan pelanggan merupakan kunci utama keberhasilan dan keberlanjutan restoran vegetarian. 
Namun, literatur yang ada belum mampu menyajikan taksonomi yang komprehensif mengenai fenomena 
ini, karena sebagian besar penelitian sebelumnya dilakukan di konteks negara-negara Barat, berfokus 
pada pelanggan domestik, mengabaikan konteks Asia, serta menggunakan sudut pandang wisatawan 
internasional yang berkunjung ke wilayah tersebut. Pemahaman yang lebih mendalam dari konteks Asia, 
khususnya berdasarkan pengalaman wisatawan internasional yang berkunjung ke Indonesia, berpotensi 
memberikan gambaran yang lebih komprehensif mengenai fenomena tersebut. Penelitian ini menganalisis 
ulasan daring pada situs TripAdvisor, dan hasilnya menunjukkan bahwa terdapat sembilan tema utama 
yang memengaruhi kepuasan pelanggan restoran vegetarian, yaitu harga, hiburan, suasana, faktor 
kejutan, makanan, pelayanan, fasilitas, lokasi, dan staf. 
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1. Introduction 
 
The COVID-19 pandemic has significantly altered people's lifestyles, and as a result, they are now 
more appreciative of their lives by consuming healthier and more nutritious foods (Gonzales-Monroy 
et al., 2021). According to the Precedence Research 2025 report, this behavior shift has increased the 
global vegetarian food market to nearly $23 billion and is forecasted to reach $56 billion in 2034. As 
the demand for healthier food continues to grow, Lockhart (2022) suggests that this trend has 
encouraged the restaurant industry to redesign its menus, recognizing that vegetarian customers still 
struggle to find vegetarian-friendly restaurants. Accordingly, to cater to this demand, between 2019 
and 2024, the number of vegetarian restaurants in the U.S. alone increased to 33,000 (IBIS World, 
2024). 
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Although customers welcome the increased number of new vegetarian restaurants, it also creates 
more competition. Consequently, only 83% of these restaurants survived in the first year, and less 
than half stayed in the first five years (Guild, 2024). This data shows that the restaurant industry is 
very competitive. Generally, scholars suggest that these failures are mainly due to restaurants' failure 
to meet customers' expectations (Cai and Chi, 2021) and to offer enjoyable experiences (Sukhu and 
Bilgihan, 2021). Because of these challenges, scholars have intensively investigated this issue and 
found that vegetarian restaurant customers are unique, with their satisfaction determined by multiple 
factors. For example, food quality (taste) and services, restaurant ambiance, and business transparency 
(Oh et al., 2021), food presentation, nutrition and ingredients (Badu-Baiden et al., 2022), food variety 
and staff behavior (Ray et al., 2023), price and the origin of the ingredients (Wang, 2022) are 
responsible for vegan customers’ restaurant experience. 

These studies offer invaluable insights for understanding vegetarian restaurant selection criteria; 
however, they are incomplete (Bai et al., 2023), and several important research gaps exist and require 
immediate attention. First, the existing studies failed to develop a comprehensive and holistic 
vegetarian restaurant taxonomy. Moon, Jalai, and Erevelles (2021) argue that taxonomy reflects a 
helpful summary of important features that differentiate vegetarian restaurants from other types of 
restaurants. Thus, Parsa, Shuster, and Bujisic (2020) conclude that restaurateurs and scholars should 
be cautious with existing restaurant taxonomies as they may not be suitable for vegetarian restaurants. 
Applying the wrong taxonomies may generate incorrect approaches and strategies that fail to fulfill 
customers' wants and provide customer satisfaction. 

Second, although vegetarian consumption has boosted vegetarian tourism (Lockhart, 2022), studies 
of vegetarian international tourists' criteria for selecting vegetarian restaurants during their vacations 
are scarce (Yesilgimen, and Akin, 2025). According to these authors, failure to understand such 
criteria will lead to customer dissatisfaction and, more importantly, affect destination preferences. 
Finally, the existing studies on the vegetarian restaurant phenomenon are focused and concentrated 
in developed countries, and studies in emerging countries, specifically in Indonesia, are lacking. 
According to Herjanto et al. (2024a), oftentimes, different locations offer unique cultural and social 
beliefs, economic conditions, and historical circumstances, which will impact the availability of 
various facilities and offerings. As one of the vegetarian-friendly destination countries, Indonesia is 
ranked 16th in the Global Vegetarian Index and has fewer than 450 vegetarian restaurants (Invest 
Island, 2023). These restaurants are spread throughout the country, and each region offers its local 
ingredients, unique cultural touch, and preparation (Vivi Guides, 2019). Thus, examining this 
phenomenon from an Indonesian perspective is imperative, as it enhances our understanding of 
vegetarian international tourists' selection criteria for vegetarian restaurants. 

2. Literature Review 
 

2.1. Customer Satisfaction 
 
Conceptually, customer satisfaction is regarded as a positive emotion felt by customers because of 
their favorable assessment of an experience. According to the Expectation-Confirmation theory, the 
degree of consumer positive experience is determined by a comparison between customers' 
expectations and product performance (Oh et al., 2022). That is, the more products that can meet or 
exceed customers’ expectations, the more satisfied customers are. Scholars argue that consumer 
satisfaction is one of the most important factors in the hospitality industry (Oh et al.,2022) because 
it promotes customers' willingness to support the businesses (Sarjono, 2014) and, therefore, is 
considered one of the most important ingredients to ensure business sustainability (Mihalic et al., 
2012).  
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In general, scholars suggest that in the service industry, overall customer satisfaction is generated by 
a combination of (1) the product or service’s performance (Manhas et al., 2024), (2) the business 
performance, and (3) the people involved in selling or servicing the customers (Gaur et al., 2013). 
Their findings indicate that product or service performance alone is insufficient to generate or ensure 
overall customer satisfaction. This insight is highly relevant and applicable to the hospitality industry, 
specifically the restaurant industry. It is because when customers select their restaurant, they not only 
expect high-quality and tasty food, but also an overall dining experience, including staff services and 
the restaurant’s ambiance (Herjanto & Boone, 2025).  

The extant hospitality literature shows that overall customer satisfaction is a key determinant of 
restaurant revisit intention and willingness to recommend it to others (Chun & Nyam-Ochir, 2020). 
These authors suggest that when customers have a positive experience, they tend to feel confident 
about revisiting the restaurant in the future, sharing their overall dining experience, and encouraging 
others to experience the same satisfactory dining experience. Similarly, Ing et al’s (2024) study in the 
context of Malaysian restaurants found that customer satisfaction is also responsible for customer 
loyalty and commitment. That means, such a positive experience promotes customers’ willingness to 
attach to the restaurant, as they perceive that there is no other restaurant that can provide a similar 
or more positive overall experience. As a result, they do not feel a need to switch to another restaurant 
and are better off staying with the same restaurant, ensuring peace of mind.  

2.2. Cultural Influences on Customer Satisfaction 
 
Satisfaction reflects customers' ability to fulfil their desire (Sezgen et al., 2021). This includes their 
desire to get involved in good life experiences, such as being respected and treated well, and enjoying 
good products, etc. According to Herjanto and Gaur (2014), the degree of satisfaction determines 
the long-lasting positive memory in customers’ minds. That is, the more satisfied the customers are, 
the more they can remember such a positive experience.  

Psychologically, emotions are known as brief, temporary mental states that occur when customers 
experience important events (Carlson et al., 2007) and are believed to determine customers' personal 
and social life (Ebner & Fischer, 2014) and behavior (Herjanto et al., 2021). According to Parrott 
(2004), customer emotional experiences and expressions are observed, learned, and adopted from 
their cultural beliefs, norms, and values. Thus, emotional expression and experience are culturally 
specific, and therefore, they can vary across different ethnic communities, and consequently, they will 
regulate how customers evaluate their experiences and determine their level of satisfaction. In 
summary, this cultural factor plays an important role in determining how people from different 
cultures perceive and examine their dining experiences.  

For example, Sipangkar and Windasari’s (2023) found that, among others, a restaurant’s physical 
environment plays a more important role in generating Indonesian customer satisfaction, as they 
perceive such a place to be a meeting ground for family and friends. This reflects Indonesian culture, 
where the dining experience allows and supports collective culture through social interaction and 
group harmony. In contrast, Masuda (2020) found that Japanese customers regard food appearance 
and taste as the two most important factors to generate their satisfaction. These findings support 
Japanese culture that promotes mindful eating (Kokazi & Nakatani, 2021). Finally, Andaleeb and 
Conway’s (2006) study discovered that American customers place staff responsiveness as the most 
important factor to satisfy them. This aligns with American culture that respects efficiency.  

 These examples above show that culture has played an important role in determining customer 
satisfaction. Thus, restaurateurs need to understand and respect these differences when developing 
and delivering their strategies and services.  
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2.3. A brief overview of previous studies on vegetarian restaurants 
 
Indonesian tourism has grown dramatically, with nearly 13 million international tourists visiting 
Indonesia in 2024 (Antara, 2025). Given this significant positive tourism outlook and the global 
trends of the vegetarian lifestyle, the vice minister of tourism and creative economy, Ms. Angela 
Tanoesoedibjo, highlights the economic opportunities for Indonesia (Hendriyani, 2024) to become 
one of the global tourism destinations for international vegetarian tourists (Babic, 2023). Despite this 
promising trend, surprisingly, the number of vegetarian restaurants in Indonesia is limited 
(Darmawan, 2024). This situation offers a promising business opportunity, motivating existing 
restaurants to include vegetarian dishes in their menu and encouraging the opening of new vegan 
restaurants (Snapcart, 2023).  

Although the increasing availability of vegetarian dishes and options is positive for vegetarian tourists, 
Coelho (2017) suggests this trend also creates more competition among these restaurants. According 
to Kimes and Wirtz (2002), generally, restaurants in the same category (i.e., vegetarian restaurants) 
usually offer similar menus. Accordingly, restaurants should differentiate themselves by providing a 
delightful customer experience (Panchapakesan, 2021). To provide such an experience, vegetarian 
restaurants are recommended to understand the customer experience taxonomy. (Adiwijaya et al., 
2024), as it helps pinpoint customer experience variables (Heisey-Grove et al., 2020). Given its 
significance, the holistic and comprehensive taxonomy of customer experience in the context of 
vegetarian restaurants is unexpectedly scarce. Specifically, a taxonomy associated with international 
vegetarian tourists' experience at vegetarian restaurants in Asia, particularly Indonesia, is nearly non-
existent. According to Yesilgimen and Akin (2025), understanding such perspectives from different 
angles will provide a better picture of the phenomenon. 

So far, existing studies indicate that after the COVID-19 pandemic, vegetarian restaurant customer 
satisfaction is determined by multiple themes. For example, the variety and quality of the vegetarian 
menu (Dinh and Siegfried, 2023), food quality, value, services, and restaurant atmosphere (Nilashi et 
al., 2021), food ingredients, allergy-free food, dietary restrictions foods, companion and novel menu 
(Oh et al., 2023), restaurant staff interaction quality, physical environment, outcome quality, and 
affective quality (Kim and Jeon, 2024), price (Ray et al., 2024) are responsible for generating customer 
satisfaction. However, the authors noticed that, except for Bai et al. 's (2023) study, the studies above 
do not itemize the factors that constitute these themes.  

Bai et al. (2023) noted that several themes are responsible for vegetarian restaurant customer 
satisfaction. This includes the value (i.e., price), staff (i.e., friendliness), food (i.e., authenticity, options, 
ingredients), services (i.e., pleasant/poor experience), reputation (i.e., recommendation), setting (i.e., 
group/individual setting), convenience (i.e., reservation), menu (i.e., gluten-free menu), ambiance (i.e., 
view, atmosphere), location, and cooking skills. Given the completeness of these themes, the authors 
utilize Bai et al. (2023) as the underlying framework to further examine vegetarian restaurant customer 
satisfaction in the Indonesian context 
 

3. Methods 
 
Based on Herjanto et al. (2024a, 2024b), the thematic analysis approach is used in the present study 
to discover the initial themes related to vegetarian restaurant customer satisfaction. This approach 
allows scholars to identify and underscore the recurring patterns within the qualitative dataset 
(Herjanto et al., 2020), which helps to determine genuine meaning (Sandelowski, 2010). Accordingly, 
this approach is considered suitable for a meta-analysis study (Herjanto et al., 2020). To ensure the 
robustness of this study, Herjanto et al.'s (2024a) deductive and inductive process is followed. 
According to these authors, the deductive approach helps scholars identify the initial themes of the 
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issue in question. This process starts with finding relevant literature on Google Scholar. Halevi et al. 
(2017) suggest that Google Scholar is a usable tool to retrieve academic journals from various 
databases. 

To accurately find the initial themes, the authors utilized keywords including vegetarian restaurants, 
vegan restaurants, customer satisfaction, customer selection, and customer experience. In addition, 
to ensure that these themes truly reflect the post-COVID-19 pandemic, the authors limited their 
article search to published studies from 2020 onward. As a result, this process found more than 800 
articles on Google Scholar. Following Herjanto and Franklin (2019), book chapters, reviews, notes, 
conference proceedings, working papers, and short surveys were disqualified from this identification 
process, as these documents may not be of similar quality to peer-reviewed journals. In addition, as 
suggested by Herjanto et al. (2022), the present study only included high-quality journals that are 
indexed in Scopus. According to Hanaa and Abdul (2024), Scopus is the most popular and reliable 
database for systematic procedure studies. The authors reviewed the abstracts of the selected articles 
and disqualified those that did not directly discuss vegetarian restaurant customer satisfaction. As a 
result, only 15 articles were included to determine the initial themes of vegetarian restaurant customer 
satisfaction. Except for Bai et al. (2023), the authors noticed that there was no study focused on 
multiple themes of vegetarian restaurant customer satisfaction. Given the completeness of these 
themes, the authors utilize Bai et al. (2023) as the underlying framework to further examine vegetarian 
restaurant customer satisfaction in the Indonesian context. Their themes consist of 12 themes, 
including value, staff, food, services, reputation, setting, convenience, menu, ambiance, location, and 
cooking skills. 

To identify existing vegetarian restaurant customer satisfaction in the Indonesian context, the authors 
employed the TripAdvisor website “Vegetarian-friendly restaurants in Bali 2024.” Given the 
extensive number of customers’ comments on this site, we followed Cassar et al.’s (2020) footsteps 
to only include the top five and bottom five on the list. However, to meet our objectives in building 
the comprehensive customer satisfaction taxonomy, the data was only collected on the top five 
vegetarian restaurants. According to Pratiwi (2018), this selection is logical and reasonable as the 
TripAdvisor ranking order is developed based on restaurants’ popularity and customers' preferences. 
Accordingly, she concluded that these top five restaurants received and recorded the most customer 
reviews. Additionally, Hertzberg’s motivation-hygiene theory argues that satisfaction and 
dissatisfaction are not direct opposites, with different, unique features that exist in two different 
continuums (Peramatzis & Galanakis, 2022). Berenzina et al (2015) and Xu and Li (2016) found that 
these two constructs have different antecedents and consequences. As a result, Ding et al. (2021) 
concluded that these constructs might be examined separately.  

Based on this framework, international vegetarian tourists’ feedback and comments on the five most 
popular vegetarian restaurants in Bali were gathered from the TripAdvisor website during the 2020-
2024 period. This period was chosen because the Indonesian government reopened Bali as a tourism 
destination for domestic and international tourists who had resided in Indonesia (UN Tourism, 2020). 
The process of data-gathering began by typing "vegetarian restaurant, vegan restaurant, vegetarian-
friendly restaurant, and vegan-friendly restaurant" as our keywords. Further, we input the word "Bali" 
into their selection field. Bali was selected because it is regarded as the most popular tourist 
destination in Indonesia. According to Reyes-Menedez et al. (2019), as the largest and most popular 
travel site, Tripadvisor is regarded as the most important online WOM platform. 

To ensure the quality and reliability of the dataset and prevent misinterpretation, the authors only 
included comments written in English that received an excellent score of 5/5 or a good score of 4/5 
from 2020 to 2024. A total of 1,392 comments were collected and analyzed. Following Herjanto et 
al.'s (2020) recommendation, an inductive approach was used to analyze these comments. This 
inductive process helps summarize data (Gabriel, 2013), identify relationships between research 
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questions and findings, and present these relationships through a model theory (Thomas, 2006). 
Following the published literature recommendations, our coding was conducted by two authors 
separately and independently (Briks & Mills, 2015), and each comment was individually coded and 
analyzed based on the PRICE model that was introduced by Naeem et al. (2024). According to 
Naeem et al. (2024), the PRICE model helps researchers to reach the saturation point in thematic 
analysis.  

The first stage of this model is perspectivation. Following Ranse et al.’s (2012) recommendation, at 
this stage, two authors freely and independently read each comment multiple times to fully 
understand the meaning behind it. The second stage is recapitulation. Based on this understanding, 
the two authors analyzed and coded the data up to the point that no new themes were emerging or 
saturated (please note that one customer comment can be coded under multiple themes, as it may 
mention several restaurant satisfaction attributes). Further, two authors manually enter these codes 
and themes into an Excel file (Nowell et al., 2017). Some of the coded data aligned perfectly with the 
main themes, while other data were not suitable anywhere. As the coding process continued, the 
themes collapsed, and emerging themes were added. The third step is integration. Here, the two 
authors compared and discussed their findings, addressing any differences through scholarly dialogue, 
with the third author as an adjudicator to resolve any inconsistencies. After this discussion, this 
manual coding resulted in nine themes or themes (food, facility, service, staff, price, location, setting, 
entertainment, and surprising factor) of vegetarian restaurant customer satisfaction, seven of which 
are also listed in Bai et al. (2023) taxonomy, while the two themes are newly emerging. The fourth 
step is crystallization. At this point, the two authors consolidated their work to develop Figure 1 to 
summarize their themes and attributes. Finally, the last step is edification. In this last step, two authors 
presented and discussed their newly developed figure with the third author to ensure its relevance 
and clarity.  

In our study, the food theme refers to the restaurant’s edible offerings, and is served to customers, 
while the facility refers to physical and non-physical restaurant attributes that set expectations for the 
dining experience. Next, services refer to the overall process and quality of actions that are delivered 
by the restaurant to meet customer expectations, whereas staff refer to the inner quality of people 
who deliver those services. Furthermore, price is defined as the overall perceived value of money; 
location, on the other hand, refers to the geographic location of the restaurant, and setting refers to 
the restaurant's unique theme. Finally, entertainment is described as an additional feature to enhance 
customers' overall dining experience, and a surprising theme is referred to as spontaneous or 
unanticipated gestures of the restaurant to create a memorable experience. This emerging theme is 
shown in Figure 1. 
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Figure 1. Final Thematic Map of Vegetarian Restaurant Customer Satisfaction 

 

Figure 1 indicates that vegetarian restaurants’ overall customer satisfaction is generated by a 
combination of the common and new emerging themes. On one hand, the common themes, food, 
facility, service, staff, price, location, and setting, serve as the most important themes in creating 
vegetarian restaurant customer satisfaction. Overall, the common themes are responsible for 95.4% 
of overall customer satisfaction. Individually, food, facility, service, staff, price, location, and setting 
contribute 41.2%, 12.67%, 17.87%, 20.13%, 2.94%, 0.33%, and 0.5%, respectively. On the other 
hand, the entertainment theme contributed 3.11%, and the surprising factor theme contributed 
1.27%. Together, these newly emerging themes are responsible for 4.38% of customer satisfaction. 

Finally, as recommended by Herjanto and Franklin (2019), the authors conducted Holsti's intercoder 
reliability test to ensure the quality of data findings. Holsti (1969) argues that a reliability coefficient 
score of a minimum of 85% indicates acceptable quality data. The formula for Holsti's intercoder 
reliability is as follows: 

Coefficient of reliability = 2 m/n1 + n2 (Holsti, 1969) 
m = total number of coding decisions that two coders agree upon 

n1 = number of coding decisions made by the first coder 
n2 = number of coding decisions made by the second coder 

 
Based on this formula, it was found that the reliability of the menu, price, entertainment, setting, and 
surprise factors was 100%, food was 96%, service was 98%, facility and location was 99%, and staff 
was 97%.  
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4. Finding & Discussion 
 
The present study identifies 21 attributes, categorized into 9 themes, as the primary factors affecting 
vegetarian restaurant customer satisfaction in the Indonesian context. These final themes contrast 
with Bai et al. (2023), who did not find entertainment and surprising factors in their study. As 
presented in Figure 1, seven themes (food, facility, service, staff, price, location, and setting) can be 
considered as common themes. Among them, food, staff, service, facility, and price are regarded as 
the top five important themes. The following comments illustrate these themes: 

Food theme 
Food portions: Very delicious food, good portions. 
Food presentation: The presentation of the dishes was amazing. 
Food freshness: The food was fresh and flavorsome. 
 
The findings above can be explained as follows. First, a sufficient food portion is viewed as important 
by customers as they feel such a portion reflects perceived value for their money (Vermeer et al., 
2009). Second, Zellner et al. (2011) argue that beautiful food presentation increases customer appetite 
and, more importantly, the dining experience. Finally, Jyvakorpi et al. (2018) suggest that in the 
restaurant industry, specifically vegetarian restaurants, fresh food is a must as it represents the food 
quality that enhances customer happiness and peace of mind. Based on these explanations, Namkung 
and Jang (2007) argue that the food theme is responsible for generating customer positive emotions 
of satisfaction. This phenomenon can further be explained through Weiner’s (1985) attributional 
theory of emotion lenses, which suggests that customer positive emotions occur when the customer 
appraises an enjoyable event. That is, the more positive the customer perceives their event, the more 
satisfied the customer will be. According to Namkung and Jang (2007), this favorable situation can 
further motivate customers to revisit the restaurant.   
 
Staff theme 
Staff: Great attentive attitude from our lovely and friendly host, X (a waiter's name). 
Staff: A waiter provided us with much-needed details about the dishes we had in question.  
 
The results indicate that the staff theme is imperative to ensure customer satisfaction. That is because 
staff quality shows the degree of restaurant ingenuity to please customers. Accordingly, 
Panchapakesan et al. (2022) argue that staff professionalism, attitude, knowledge, and the restaurant's 
ability to offer personalization and fulfill their promises heighten customers’ positive experience. 
Additionally, Sirieix et al. (2008) suggest that staff knowledge about their dishes improves customer 
confidence and peace of mind, which fosters comfort and satisfaction. According to the social 
exchange theory, when customers experience such treatment, they view the staff are effectively and 
genuinely providing care and value. Consequently, it improves customers' trust, satisfaction, and, 
more importantly, an emotional connection that leads to commitment (Panchapakesan et al. 2022). 
Because of this nature, Kim and Qu (2020) conclude that staff quality is a must-have ingredient to 
improve the customer’s dining experience and encourage revisiting intention.  
 
Service theme 
Service: The dish was brought out to me very quickly after ordering.  
Service: The waiter got us the best table with the best view. 
 
Nguyen and Leblanc (2002) suggest that restaurant experience is also determined by the restaurant's 
service capability to offer comfort. According to Parasuraman et al.’s (1988) concept of SERVQUAL, 
a restaurant's overall service is not only focused on staff quality, but it also reflects the restaurant’s 
ability to provide outstanding and error-free experiences. This includes the ability to offer reliable, 
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accurate, and seamless services such as quick food delivery and well-organized table management. 
Furthermore, the concept of SERVQUAL explains that service reliability is perceived as a restaurant's 
willingness to help or improve customers’ comfort. Thus, based on this discussion, it is reasonable 
to suggest that restaurants’ service is responsible for generating customer satisfaction and loyalty 
(Villanueva et al., 2023).  
 
Facility theme 
Facility: The ambiance was chilled and clean! 
Facility: The plates are stunning!!! Each plate/pottery/ceramic was beautiful. 
 
In addition to overall service, Nguyen and Leblanc (2002) also suggest that restaurants’ facilities offer 
positive feelings that enhance restaurant images. In our study, restaurants’ facilities comprise several 
attributes such as ambiance, layout, cleanliness, and utensils. According to Servicescape theory, well-
designed and maintained restaurants’ facilities improve customer comfort and enjoyment (Ryu & 
Han, 2010). For example, an appropriate and styled utensil not only will appeal aesthetically but also 
can help handle and enjoy the food properly (i.e., a good, sharp knife can easily cut vegetables, etc.) 
(Glaser & Mabel, 1981). As a result, customers feel relaxed and at ease, which further encourages 
them to think positively, arouses positive emotions, and motivates favorable behavior, such as 
spreading favorable word of mouth (Bitner, 1992). Thus, this situation further increases customers' 
perceived value and restaurants’ attractiveness.  

Price theme 
Price: Excellent service, fine dining quality dishes at a value price. 
Price: Gorgeous café with incredible food, great value for money. 
 
Finally, according to Ryu and Han (2010), the combination of food quality and staff and service 
quality, as well as restaurant facility, increases customer-perceived value. That means, when customers 
experience such a positive situation, they tend to have better perceived value (i.e., price tolerance). 
According to Thaler’s (1985) mental accounting framework, customers' perceived value determines 
their behavior. That is, customers use their mental accounting to evaluate the input and output of 
their behavior. For example, when customers perceive that their input is higher than their output, or 
when they receive more benefits than their expenditure, customers tend to experience satisfaction, 
and vice versa. From the restaurant's perspective, thus, when customers perceive that the restaurant 
provides overall value (i.e., good food, good facilities, and good service), they tend to feel that the 
price they paid is fair. Consequently, this perceived fairness improves their level of satisfaction and 
willingness to revisit the restaurant.  

Finally, location and setting themes are found to be the least important in generating vegetarian 
restaurant customer satisfaction. To illustrate, 

Location: The restaurant is in a beautiful location in Ubud. 
Location: It (restaurant) is located in a good and central Ubud.  
 
Setting: A beautiful restaurant in the middle of a jungle setting. 
Setting: An amazing place with a beautiful garden setting. 
 
Our findings contradict Bai et al.'s (2023) study. These intriguing findings can be explained as follows. 
First, most international tourists who visit Bali usually stay in a tourist location, and more likely in 
such locations, the amenities are fully developed. That is, the location is quite convenient where 
international tourists can find different local and international restaurants and other tourist attractions 
conveniently and within a short distance (Sutimi, 2023). Second, this phenomenon can be explained 
through the lens of push-pull motivation theory. According to this theory, push-motivation or an 
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internal desire to get out of routine may drive customers to experience a new food, while pull-
motivation or external attributes that facilitate or heighten their push motivation (Salsabila & Alversia, 
2019). This attribute includes location, climate, infrastructure, and costs. Although Bali’s 
infrastructure is not fully developed, when the location of the restaurant is easy to reach, customers 
tend to perceive ease and are more willing to visit such restaurants.   

On the other hand, several reasons can explain why the restaurant setting (theme) is not so important. 
Firstly, vegetarian customers have a strong health-conscious value, which may prioritize their dietary 
needs over the restaurant setting. Secondly, Bai et al. (2023) suggest that a restaurant setting is 
important as it creates comfort. To ensure such comfort, international tourists may select vegetarian 
restaurants based on their situation through online reviews and platforms. Therefore, they can view 
and match the restaurant setting and their preferences. Thus, when they visit the restaurant, they 
know what to expect and no longer worry about the restaurant setting. Theoretically, this 
phenomenon can be interpreted by Ajzen’s (1991) Theory of Planned Behavior. This theory explains 
that attitude, social norms, and perceived behavior control play important roles in determining 
customer behavior. To put it in perspective, vegetarian restaurant customers have a strong and 
positive attitude toward healthy food, and they are also affected by their vegetarian–healthy diet circle 
to maintain their diet. Additionally, to ensure such a diet, they tend to control their choices by using 
such information above to make their selection (Morgan, 2021). Based on this explanation, such 
customers tend to prioritize their dietary needs rather than the restaurant's theme.  

In addition to these common themes, the present study also discovered entertainment and 
personalized surprising factors as two new emerging themes. The comments below illustrate the 
importance of these themes: 

Entertainment: Nice music to wind down. 
Entertainment: Amazing restaurant with great tunes and entertainment. The dancing skaters and sparklers were the 

highlights.  
 
Surprise factors: Chef Arik made us a special dessert as we were celebrating our 29th anniversary. 
Surprise factors: On our last day, my sister wasn’t feeling well. The waiter went above and beyond by preparing a special 

porridge and serving Balinese traditional tea to soothe her stomach.  
 
Yang and Luo (2021) suggest that entertainment, like music, determines the customer's overall 
restaurant experience. These authors explained that the right music can improve customers' moods, 
and therefore, customers may relax and enjoy the food better. Accordingly, this situation will create 
a strong, memorable, positive experience (Herjanto, 2014, 2017). Additionally, this situation can be 
explained through Mehrabian and Russell’s (1974) Stimulus-Organism-Response theory, which posits 
that environmental stimuli (i.e., music or attraction) influence customers' emotions and behavior. 
Accordingly, when a restaurant offers live music, customers may feel relaxed, and consequently, they 
feel more comfortable spending more time in the restaurant.  

Furthermore, unexpected (surprising) factors, such as special treatments from restaurants, can 
improve customer satisfaction (Herjanto and Boone, 2025). According to Panchapakesan et al. 
(2022), when customers experience such pleasant surprises, they tend to feel a high level of delight 
and joy, and more importantly, they view the restaurant as genuinely trying to exceed expectations. 
Hughes (2024) argues that surprise will activate the brain’s dopamine system, which further generates 
attention, motivation, and intensity. When this system is activated, customers will remember such 
unexpected or surprising factors and record them in their long-term memory. Accordingly, this 
memory fosters positive, memorable moments that promote stronger emotional bonds and 
commitment with such restaurants (Panchapakesan et al., 2022). 
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5. Conclusion and Implicatons 
 
The findings of the present study enhance the existing hospitality literature by underscoring the 
importance of nine attributes that influence customer (international tourist) satisfaction in vegetarian 
restaurants. Understanding these themes will help restaurateurs to develop suitable and innovative 
strategies to attract and satisfy their customers, specifically, international tourists who visit their 
restaurants. Without this knowledge and willingness to adapt to their unique preferences, vegetarian 
restaurants may experience some challenges ahead. 

This study offers several theoretical implications. First, the present study employed deductive 
thematic analysis approaches to identify the initial themes of vegetarian restaurant customer 
satisfaction. The results extend the existing literature by explaining various themes influencing 
customers, specifically international tourists, and vegetarian restaurant satisfaction. This study 
indicates that seven common themes (food, facility, service, staff, price, location, and setting) strongly 
determine customer satisfaction. Secondly, this study also revealed that entertainment and surprise 
factors are two emerging themes that generate customer satisfaction. These new themes provide 
additional perspectives on the existing literature on vegetarian restaurant customer satisfaction. 
Therefore, it is critical that restaurateurs be fully aware of these common and new themes to develop 
a fundamental strategy for maintaining their business profitability. 

Regarding the implications for restaurateurs, our study indicates that although international tourist 
(customer) preferences are mostly similar, they are not the same. Thus, the restaurateurs are 
recommended to satisfy every theme by consistently and frequently evaluating their performance. 
Restaurateurs are advised to hire and work with a specialized consultant to help build unique, 
attractive, and innovative vegetarian menus and strategies to attract customers. Further, build a 
partnership with customers by encouraging them to be involved in menu building by sharing their 
country of origin's recipes or their personal favorites. Third, restaurants could conduct a deep 
observation of customer comments, pay attention to trend changes, and, more importantly, quickly 
adapt and adjust themselves to their observation results. Fourth, restaurateurs could work 
cooperatively and competitively with their restaurant partners and competitors to learn from each 
other's knowledge and failures. Finally, restaurateurs should also build stronger customer awareness 
by increasing their digital and traditional presence by involving different international tourist 
testimonials and creating a digital forum to facilitate customer discussion on vegetarian food-related 
topics. 

Like any empirical study, the present study experiences several limitations. First, this research uses a 
single source of data from TripAdvisor.com. Thus, the findings of this study may not provide a partial 
understanding of the phenomenon. Therefore, future research may include different online review 
sites such as Yelp, Uber Eats, Gojek, Go Food, etc. Second, the study only concentrated on positive 
comments (5-excellent and 4-good). This focus may generate a selective bias, causing an overly 
optimistic view. Therefore, it may fail to indicate the full range of customer satisfaction. To mitigate 
this situation, future scholars are recommended to include neutral and dissatisfied ratings as well. 
Third, this research is focused on the top five vegetarian restaurants, and therefore, this inclusivity 
excludes other international tourists' comments who visit other restaurants or different tourist 
destinations in Indonesia. Further investigations in different restaurants and tourist destinations will 
provide a better picture of vegetarian restaurant customer satisfaction in Indonesia. Next, our study 
focused on international tourists; thus, the findings might not apply to domestic tourists. Therefore, 
to get a better picture of this phenomenon, future researchers are recommended to replicate this 
study and focus on domestic tourists. Additionally, this research did not investigate whether customer 
satisfaction changes with different seasons. Future research should investigate this issue to improve 
our understanding. Lastly, extended research in different countries in Asia is very much 
recommended, as it will provide a full picture of this phenomenon from the Asian perspective. 
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