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ABSTRACT  
 
In today's service-driven economy, maintaining high service quality while promoting 
sustainability has become essential for fostering customer loyalty. Using a descriptive 
correlational research design, this study examined the influence of service quality, water 
conservation, and sanitation practices on customer loyalty. Using the SERVPERF model, 
the research evaluated key service quality dimensions, including reliability, 
responsiveness, assurance, empathy, and tangibles. Additionally, the study explored the 
role of water conservation efforts and proper sanitation practices to 300 customers in the 
said restaurants. Data were collected from customers through surveys and analyzed 
using statistical methods such as descriptive statistics and multiple regression analysis 
to establish the profile of the study and to determine the influence of the independent 
variables on the dependent variable of loyalty. The questionnaire, developed by Cronin 
and S.A. Taylor (1992), Parasuraman et al. (1988), Zeithaml et al. (1990), Sieber et al. 
(2019), Girmay et al. (2020), and Singh et al. (2024) were used in the study. Findings 
reveal that the customers in selected restaurants in Misamis Oriental generally positively 
rated service quality, with tangibility (physical environment and cleanliness) emerging as 
the high dimension. However, reliability received a low rating, yet still rated as high 
indicating a need for more consistent service quality. They also expressed high approval 
of the restaurants' hygiene protocols and eco-friendly initiatives, highlighting their 
importance in shaping positive perceptions. Customer loyalty was also rated as high, with 
participants demonstrating repeat patronage and strong recommendations.  
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INTRODUCTION  
 

In Misamis Oriental, has emerged as a key ecotourism hotspot, creating strong prospects 
for its restaurant sector. The rise in tourist visits necessitates high-quality service to 
enhance customer satisfaction and loyalty. Research shows that exceptional service 
delivery significantly influences repeat customer visits (Uslu & Eren, 2020; Mahato & 
Goet, 2020). Conversely, poor service can harm a restaurant’s reputation, as negative 
experiences lead to damaging word-of-mouth (Garcia et al., 2022). Service quality 
perceptions are shaped by cultural expectations (Zeithaml et al., 2021), emphasizing the 
need for Initao’s hospitality sector to meet modern service standards. To remain 
competitive, restaurants must invest in employee training, facility upgrades, and 
standardized services while prioritizing water conservation and strict sanitation practices.         
  
However, the delivery of consistent service quality poses various difficulties to providers. 
The research by Gador (2024) shows that organizations dealing with workforce shortages 
encounter unstable service outputs, which makes it difficult to keep customers satisfied. 
The issue of inconsistent service quality affects all eating establishments in Initao. The 
food industry requires service excellence, according to Quitoriano et al. (2024), for the 
development of customer loyalty. Businesses will need sophisticated evaluation methods 
for service quality and customer loyalty management since the restaurant market 
continues expanding. The research by Chaturvedi et al. (2024) and Yebron et al. (2022) 
demonstrated that content customers usually share positive feedback, which helps 
acquire new customers. When customers leave, it demonstrates that inadequate service 
quality exists (Snoswell et al., 2023). Customer loyalty develops based on three essential 
aspects: clean, welcoming settings, reliable food quality standards, and friendly staff 
members. The focus on these key elements enables restaurants to boost customer 
fulfillment and creates conditions for customers to return. 
 
 Furthermore, restaurants require sustainable practices alongside service quality, 
particularly in water conservation and sanitation standards. The adoption of water-
efficient technologies, swift leak-detection programs, and staff water conservation training 
can significantly improve resource management. Strict hygiene procedures further 
enhance public health protection and customer satisfaction. Research by Uslu and Eren 
(2020) and Mahato and Goet (2020) highlights that effective hygiene measures and water 
conservation techniques drive customer loyalty. Additionally, Caputo et al. (2022) found 
that sustainable restaurant initiatives create positive public impressions. Integrating 
service quality with sustainability efforts strengthens customer satisfaction and loyalty (Su 
et al., 2020; Zhang et al., 2021). 
 
 Despite extensive research on service quality and customer loyalty, few studies explore 
the combined impact of service excellence and sustainability on customer behavior in 
ecotourism settings like Initao. Previous research mainly examined the impact of service 
quality on repeated customer visits without exploring sustainability's role in creating 
satisfaction (Castro, 2021). The research fills this knowledge gap through an evaluation 
of service quality and water conservation and sanitation practice effects on customer 
loyalty within Initao restaurant establishments (Sitier, 2023). Research results from this 
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study will strengthen sustainable hospitality knowledge while supporting the achievement 
of SDG 6 (Clean Water and Sanitation), SDG 8 (Decent Work and Economic Growth), 
SDG 12 (Responsible Consumption and Production), and SDG 14 (Life Below Water). 
The restaurants in Misamis Oriental will achieve market leadership in ecotourism through 
better standards and sustainable practices that will both attract new customers and 
protect nature. 
 
Research Questions 
 
This study aimed to determine the level of customer’s assessment on service quality and 
water conservation and sanitation practices, and their influence on customer loyalty in 
Restaurants in Misamis Oriental. Specifically, it sought to answer the following questions:  

1. What is the customer's assessment of the service quality of the selected 
restaurant in terms of; 

   1.1 Tangibility; 
  1.2. reliability; 
  1.3 responsiveness; 
  1.4 assurance; 
  1.5 Empathy? 

2. What is the customer's assessment of the water conservation and sanitation 
practices of selected restaurants in Misamis Oriental? 

3. What is the level of customer loyalty in selected restaurants in Misamis Oriental? 
4. Do the participants' assessments of service quality and water conservation, and 
sanitation practices predict customer loyalty? 

 
 
METHODOLOGY 
 
Research Design  

 The descriptive correlational research design was used as it provides appropriate 
solutions because it matches the study goals with the characteristics of the investigated 
variables. The research design works well for studying the relationships between service 
quality dimensions, water conservation, sanitation practices, and customer loyalty 
because it avoids any modifications to the existing conditions. This design allows 
researchers to spot clear patterns between two or more variables and establish their 
connections, as stated by Creswell (2021). 

 Furthermore, understanding how variables interact in real-world settings allows 
researchers to capture authentic service quality and customer loyalty dynamics. Recent 
studies within the hospitality and service industries, such as those by Camilleri (2021) 
and Ali et al. (2022), validate the effectiveness of this approach in analyzing customer 
perceptions and sustainable business practices. By integrating water conservation and 
sanitation into the analysis, this study leveraged the descriptive correlational approach 
to provide an understanding of how environmentally responsible practices influence 
customer loyalty. Thus, the chosen research design offered a framework for achieving 
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the study’s objectives, ensuring that key relationships were thoroughly examined in their 
real-world context. 

Participants and Sampling Procedure 

 This study involved 300 participants, composed of dining customers from six casual 
restaurants in Initao, Misamis Oriental, with 50 participants selected from each 
restaurant. The researcher determined that this sample size was appropriate based on 
statistical recommendations to ensure sufficient power in identifying key relationships 
among service quality, personal water conservation practices, and customer loyalty. 

 The sampling procedure employed post-dining surveys conducted with the assistance of 
restaurant staff to identify participants. This approach ensured a diverse and 
representative sample, enhancing the validity and reliability of the study. By gathering 
data from a broad customer base, the research findings became more applicable to the 
overall restaurant population in Misamis Oriental. Additionally, this method facilitated 
efficient data collection, achieving a commendable response rate and ensuring the 
study’s objectives were met effectively. 

Research Instrument 

The primary research instrument of this study is a modified questionnaire designed to 
align with the study’s objectives, ensuring a comprehensive assessment of service quality, 
water conservation practices, sanitation requirements, and customer loyalty in 
restaurants. The questionnaire, developed based on established frameworks including 
Cronin Jr. and  Taylor (1992), Parasuraman et al. (1988), Zeithaml et al. (1990), Sieber 
et al. (2019), Girmay et al. (2020), and Singh et al. (2024), consists of four parts: Part I 
collects participants’ demographic profiles such as gender, age, civil status, profession, 
and residence to analyze customer characteristics; Part II evaluates restaurant service 
quality using the SERVPERF model, measuring Tangibles, Reliability, Responsiveness, 
Assurance, and Empathy on a 5-point Likert scale; Part III assesses water conservation 
and sanitation practices based on Sieber et al. (2019) and Girmay et al. (2020), focusing 
on hygiene, cleanliness, and sustainable initiatives; and Part IV examines customer 
loyalty using a modified scale from Singh et al. (2024), measuring repeat patronage, 
recommendations, and emotional connection to restaurants. The questionnaire was pilot-
tested with at least 30 diners who did not form part of the actual participants, and these 
were validated by the panel to ensure clarity, reliability, and relevance in assessing factors 
influencing customer loyalty in the restaurant industry 
 
 
RESULTS AND DISCUSSION 
 
Table 1 presents a summary of the participants' assessment of the five service quality 
dimensions in selected restaurants in Initao, Misamis Oriental. The overall service quality 
mean of 4.11, with a standard deviation of 0.50, indicates a high perception of service 
quality among participants. This indicates that customers generally find the restaurant 
services satisfactory across all measured dimensions, reinforcing the importance of 
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maintaining high service standards to foster customer loyalty. Among the five service 
quality dimensions, tangibility received the highest mean score (M = 4.17, SD = 0.57), 
emphasizing the importance of physical aspects such as restaurant ambiance, 
cleanliness, and food presentation. Assurance followed closely (M = 4.15, SD = 0.56), 
reflecting customer confidence in staff professionalism, knowledge, and adherence to 
safety protocols. Meanwhile, empathy (M = 4.11, SD = 0.56) and responsiveness (M = 
4.08, SD = 0.57) highlight the role of staff attentiveness and proactive service. Reliability, 
while still rated High (M = 4.05, SD = 0.56), suggests that improvements in service 
consistency could further enhance customer satisfaction. 

Table 1 
Summary Table of Service Quality 

Dimensions  Mean Interpretation SD 

Tangibility 4.17 High 0.57 

Reliability 4.05 High 0.56 

Responsiveness 4.08 High 0.57 

Assurance 4.15 High 0.56 

Empathy 4.11 High 0.56 

Service Quality 4.11 High 0.50 

 
These findings indicate that restaurants in Misamis Oriental benefit from strong service 
quality but have opportunities to refine specific areas, particularly in ensuring consistent 
service delivery. As Misamis Oriental continues to attract tourists and diners, maintaining 
high standards in both tangible and intangible service aspects will be crucial in sustaining 
customer satisfaction and competitiveness. Restaurants can further enhance service 
quality by investing in employee training programs, improving operational efficiency, and 
ensuring that service reliability matches customer expectations. Additionally, 
strengthening customer relationships through personalized experiences and proactive 
service can contribute to long-term loyalty. 
        
 These results align with the SERVPERF model, which assesses service quality based 
on actual performance rather than customer expectations. Zeithaml et al.   (2020) 
emphasize that high service quality leads to increased customer satisfaction, positive 
word-of-mouth, and long-term customer retention. Martínez-Tur et al. (2023) also 
highlight the importance of functional service quality, stating that customer perceptions 
are shaped not only by tangible elements but also by service interactions and efficiency. 

Table 2 shows that the model explains 64.7 percent of the variability in customer loyalty, 
suggesting that a combination of water conservation and sanitation practices, tangible 
factors, assurance, and empathy explains customer loyalty. The remaining 35.3 percent 
of the variability remains unexplained, indicating that other factors, such as individual 
customer preferences, cultural influences, and external market conditions, may also play 
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a role. Additionally, elements such as competitors’ interactions, social media activity, and 
economic conditions can directly impact customer loyalty beyond the variables measured 
in this study.  

Table 2 
Regression Analysis on the Influence of Participants' Assessment of Service 
Quality, Water Conservation, and Sanitation Practices on their Loyalty 

Model 

Unstandardized 

Coefficients 

Standardized 

Coefficients 

t Sig. B 

Std. 

Error Beta 

 (Constant) .547 .160  3.416 .001 

WATER CONSERVATION AND 

SANITATION PRACTICES 

.508 .053 .498 *9.59 .000 

TANGIBLE .124 .054 .137 *2.2 .024 

RELIABILITY -.013 .065 -.014 -.202 .840 

RESPONSIVENESS -.059 .064 -.064 -.911 .363 

ASSURANCE .142 .062 .156 *2.27 .024 

EMPATHY .173 .057 .189 *3.0 .003 

 

 The results show that many things affect customer loyalty in Misamis Oriental 
restaurants. While good service, cleanliness, and care for the environment help keep 
customers coming back, other factors like personal preferences, competition, and 
economic conditions also play a role. Since Initao is attracting more tourists, restaurants 
have a great chance to improve their services, use social media to reach more people, 
and meet changing customer needs. Local restaurants can build stronger relationships 
with customers by keeping their places clean, offering great service, and using eco-
friendly practices. By focusing on both service quality and outside factors, restaurants in 
Initao can attract more loyal customers and grow their business. 

  Customer loyalty is most influenced by water conservation & sanitation practices with B 
= 0.508, Beta = 0.498, and p = 0.000. Customer buying decisions now strongly prioritize 
both environmental sustainability and hygiene practices. Stern (2020) establishes that 
people prefer to interact with businesses that display responsible environmental 

Model Summary 

R R Square Adjusted R Square F 

 

p 

.804a .647 .640 89.56** .000 

Significant at 0.01 level 

Significant at 0.05 level 
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practices. Water conservation efforts, along with sanitary practice implementation, match 
consumer demand for sustainable and socially responsible businesses. 

 Service Quality demonstrates strong significance when examined as a total unit with B = 
0.346, Beta = 0.52, and p = 0.000. The obtained results demonstrate a strong statistical 
connection between the dependent variable and service performance. Recent research 
verifies how service performance demonstrates a paramount influence over customer 
satisfaction and loyalty at the same time. High service performance directly leads to 
quality and satisfaction perceptions of customers because of its direct impact on their 
assessments of both service quality and satisfaction, according to Zeithaml and Bitner 
Gremler (2020).   Data further indicate that tangible factors (B = 0.124, Beta = 0.137, p = 
0.024) produce a positive significant effect on customer loyalty. Research by Zeithaml et 
al. 2020 (untagged) connects with this result, which shows tangible elements positively 
affect consumer satisfaction and loyalty (p = 0.024) (B = 0.124, Beta = 0.137). The 
research demonstrates the fundamental position of physical and sensory encounters for 
customer relationships. 

 Furthermore, data reveal a positive relationship between perceived assurance in a 
business and customer loyalty (B = 0.142, Beta = 0.156, p = 0.024). The study results 
match those described in Khan et al. (2021). The creation of trustworthy consumer 
relationships depends on delivering dependable, consistent service, according to Khan 
et al. (2021). Customers demonstrate higher loyalty toward brands that provide them a 
guaranteed feeling of meeting their needs. In the context of restaurants in Initao, Misamis 
Oriental, customers value businesses that consistently provide reliable service and a 
sense of security in their dining experience. When restaurants maintain high standards 
and meet customer expectations, they build trust, encouraging repeat visits and positive 
recommendations. 

 In addition, empathy (B = 0.173, Beta = 0.189, p = 0.003) further demonstrates that 
emotional connection and personalized service are vital to building customer loyalty. Hani 
et al. (2021). argues that empathy in service interactions helps to develop strong 
emotional bonds with customers, which are essential for long-term loyalty. In restaurants 
in Initao, Misamis Oriental, customers appreciate staff who make them feel valued by 
remembering their preferences and providing attentive service. Establishments that offer 
a warm, personalized experience tend to create stronger connections with their patrons, 
leading to repeat visits and positive word-of-mouth. This aligns with research by 
Parasuraman et al. (1988), who emphasized that empathy is a key dimension of service 
quality that directly influences customer satisfaction and loyalty. Similarly, Wirtz and 
Lovelock (2021) found that businesses that personalize interactions and show genuine 
care for their customers tend to achieve higher retention rates and long-term success. 

 The regression analysis shows the strong influence of sustainability practices, tangible 
factors, assurance measures, and emotional connections through empathy on customer 
loyalty. These findings highlight the importance of both functional and emotional elements 
in building lasting customer relationships. Future research could explore other factors, 
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such as individual customer preferences, cultural influences, external market conditions, 
and competitive dynamics, to better understand the complexities of customer loyalty. 

Conclusions 
 
This study provides empirical evidence supporting key service quality and customer 
loyalty theories, particularly Parasuraman’s SERVPERF model Cronin and Taylor, 1992) 
and the Theory of Planned Behavior (TPB) (Ajzen, 1991). The findings demonstrate that 
high ratings in Tangibility and Assurance significantly contribute to positive customer 
perceptions, as participants highly valued well-maintained facilities, food presentation, 
and professional staff. Additionally, strong approval of hygiene protocols and visible 
certifications highlights the role of sanitation and sustainability in influencing customer 
perceptions, reflecting modern consumer preferences for cleanliness and eco-friendly 
initiatives. The TPB framework reinforces these findings, as customer attitudes, 
subjective norms (such as expectations for hygiene and service quality), and perceived 
behavioral control influence their decision to remain loyal to a restaurant. 

 This study highlights the significant influence of the service quality dimension of tangibility 
on customer loyalty. While empathy and responsiveness received high ratings, reliability 
was not a significant predictor, indicating the need for more consistent and dependable 
service, especially during peak hours. This finding emphasizes the importance of 
operational efficiency in building customer trust and ensuring long-term retention. 
Additionally, the study confirms that service quality, water conservation, and sanitation 
practices significantly influence customer loyalty, with key drivers including food quality, 
service responsiveness, and familiarity with restaurant staff. The Theory of Planned 
Behavior supports these findings by explaining how positive customer experiences and a 
sense of control over service quality enhance their intention to revisit and recommend the 
restaurant. 

 The results provide practical implications for restaurant owners and managers. 
Addressing reliability concerns while maintaining high standards in responsiveness, 
assurance, and hygiene can enhance customer satisfaction and ensure long-term 
success in the competitive dining industry. By prioritizing consistent service quality and 
sanitation efforts, restaurants can positively shape customer attitudes and reinforce 
repeat patronage, as predicted by TPB. Future research could explore the long-term 
impact of service improvements on customer retention and brand reputation, further 
examining how behavioral intentions translate into sustained customer loyalty in the local 
restaurant sector. 

Recommendations 
 
Based on the findings and outcomes of this study, the following recommendations are 
provided to enhance service quality, water conservation, sanitation practices, and 
customer loyalty in the selected casual restaurants in Misamis Oriental. 
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1. Restaurant Owners  

1.1 Since customers highly value cleanliness, restaurant owners may regularly 
assess and improve sanitation practices, particularly in restroom maintenance, 
kitchen hygiene, and overall facility cleanliness, to ensure a positive dining 
experience. 

1.2 May focus on consistently delivering accurate and timely service, especially in 
handling special requests and custom orders. Implementing staff training 
programs can help reinforce attention to detail and improve service accuracy. 

1.3 Restaurant staff should be trained to respond promptly to customer concerns 
and proactively assist diners. Regular training sessions on communication skills 
and handling customer inquiries should be conducted to improve responsiveness. 
Additionally, implementing a customer feedback system can help address issues 
in real time and enhance service efficiency. 

1.4 Since Assurance plays a significant role in customer trust, restaurant owners 
may ensure compliance with food safety regulations, maintain proper ventilation, 
and reinforce staff professionalism through continuous training. 

1.5 May encourage staff to engage personally with diners by remembering 
customer preferences, accommodating special requests, and fostering a 
welcoming atmosphere. 

2. Restaurant Management 

2.1 May include conducting regular staff training on proper sanitation practices, 
ensuring the visible display of sanitation certifications, and actively promoting eco-
friendly initiatives such as rainwater collection and greywater recycling. 

2.2 May enhance the ability of staff to handle customer concerns quickly and 
efficiently. Emphasizing active listening, problem-solving, and conflict resolution 
will help improve the overall dining experience. 

  2.3 Prioritize maintaining High Food Quality and Safety Standards while 
enhancing personalized customer experiences. This can be achieved through 
difficult quality control measures, staff training on food presentation and portion 
consistency, and implementing customer engagement strategies such as loyalty 
programs. 

3. Future Researchers may explore additional factors influencing customer loyalty, such 
as individual preferences, cultural influences, social media impact, and economic 
conditions. Investigating these aspects can provide a more comprehensive 
understanding of customer loyalty trends in the restaurant industry. 
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Compliance with Ethical Standards  
 
The researcher adhered to ethical standards and data protocols, ensuring participant 
rights, dignity, and integrity. Approval was obtained from the Lourdes College Research 
Ethics Committee, followed by permission from all relevant parties. This study was 
guided by the Belmont Principles: Respect for Persons (ensuring informed consent and 
voluntary participation), Beneficence (minimizing risks and maximizing benefits), and 
Justice (ensuring fair participant selection and equitable distribution of research benefits). 
These principles safeguarded ethical integrity and participant welfare throughout the 
study. 

 The participants were given an informed consent form stating the purpose of the study, 
the rights of the participants, and confidentiality. The researcher also assured the 
participants that their participation was purely voluntary, with the right to leave or refuse 
to answer any questions. This procedure follows the respect for persons principle in the 
Belmont Report by emphasizing the requirement of obtaining informed consent and the 
safeguarding of the participants' autonomy (Amdur & Bankert, 2020). The researcher 
also ensured that no undue risks, stressors, or discomforts would be caused to the 
participants. The researcher also avoided any conflict of interest that could compromise 
the integrity of the study by following the Belmont principle of justice, which stipulates 
that all participants must receive fair and unbiased treatment (Amdor & Bankert, 2020). 
Through the research process, transparency and professionalism were maintained. 
Moreover, the researcher ensured that data were kept in a safe location and that 
identifying information was not provided as such but rather was coded for anonymity. 
Survey questionnaires were also kept in a safe location, and encrypted data storage 
methods were used to keep sensitive information secure. After the research, all the data 
collected were destroyed in a manner adhering to the Belmont principle, which 
emphasizes doing maximum good and causing minimum harm (Amdor & Banker, 2020). 
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