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Abstract: The authors investigated customer perceptions of Chinese restaurants in the
United States using a closed-ended questionnaire and systematic sampling with a 15-attribute
measurement of customer opinion in a Midwest college town. The results of the study
indicate that external factors, quality and value, and waiting time are the three key image
dimensions that have significant impacts on the customers’ overall impression of the
Chinese restaurants. There is also a significant difference between Western and Eastern
customers’ perceptions of Chinese restaurants in the United States.
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Introduction
The United States (US) has a wide spectrum of cultures and cuisine, including those
from China. Since the introduction of  Chinese food in the 19th century, the service
has evolved from catering to railroad workers to serving the whole society, generally
by being fast, high-quality, and cheap at the present time (Chen & Bowen, 2001).
According to Liu & Lin (2009), more than 90% of consumers in the United States
have tried Chinese food and about half of these customers report eating Chinese
food frequently. However,  some aspects of  the Chinese restaurant industry have a
negative image in the US.  Liu & Lin (2009) reveal that in the Los Angeles area only
33.6%  of  Chinese restaurants were rated as ‘A’ by the Los Angeles County Department
of  Health Services inspections compared with 80.9%  of  the non-Chinese restaurants.
Therefore, Chinese restaurants are still struggling to cultivate a good image and
reputation, though Chinese food is popular in everyday American life.
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An organisation’s image is the  main factor that influences customers’ perception
and buying behavior in the service industry (Zeithaml, Berry & Parasuraman, 1996;
Andreassen & Lindestad, 1998). A restaurant’s image can indicate the quality of  a
dining service and affect customers’ perceptions of  service value and their satisfaction,
and in turn, influence their behavioral intentions (Patterson & Spreng, 1997;
Kandampully & Suhartanto, 2000; Prendergast &  Man, 2002). A restaurant should
create a unique image that distinguishes itself from competitors and which can transfer
the product’s main benefits towards its target market.

Some research had been done on restaurant images and satisfaction in general,
but little effort has been made to investigate Chinese restaurants, not to mention the
image of  Chinese restaurants. The objectives of  this study are to: 1) investigate the
impact of image dimensions on customers’ overall impressions of Chinese restaurants;
and 2) identify the differences between Western and Eastern customers’ perceptions
of  Chinese restaurants.

Literature Review
Chinese food and Chinese restaurants have been increasingly attracting people’s attention
in the western countries (Roberts, 2004). The growing Chinese food industry in the
US has resulted in considerable focus on research on Chinese restaurants and cuisine
(Karnow, 1994; Lu & Fine, 1995; Chen & Bowen, 2001). At the same time, Chinese
restaurant image and customer satisfaction are also interesting topics for many
researchers (Pettijohn,Pettijohn & Luke, 1997; Bloemer & Ruyter, 1998; Kandampully
& Suhartanto, 2000; Prendergast & Man, 2002). These investigations offer good venue
for studying the image of  Chinese restaurants in the US.

Chinese Cuisine and Chinese Restaurant
Since the 1990s, Chinese food and Chinese restaurants have progressively gained
people’s attention in the US. According to the 1995 National Restaurant Association
report, Ethnic Cuisine: A Profile, 90% of the American population had tried Chinese
food, and on average, over 60% of  people surveyed stated that they often had a
craving for Chinese cuisine. Therefore, Chinese cuisine, accounting for one-third of
all ethnic cuisine in the US (Karnow, 1994), has been widely accepted by Americans
(Lu & Fine, 1995). The above statistics indicate that Chinese cuisine plays an important
role in the American restaurant industry.

The growth in the  Chinese food industry in the US has led many scholars in the
academic field to conduct research on Chinese restaurants. Chen & Bowen (2001),
for example, studied the evolution of Chinese fast-food restaurant chains in the US
and identified ten characteristics of  successful Chinese fast-food restaurants. Qu (1997)
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studied the determinant factors and choice intention for Chinese restaurant dining
and concluded that ‘food and environment’, ‘service and courtesy’, ‘price and value’,
and ‘location, advertising and promotion’ were significantly related to the likelihood
of customers returning to the same restaurants in the Mideast.

George (2001) investigated the authenticity of food in Chinese restaurants; his
survey showed that although half  of  the respondents thought that the food in Chinese
restaurants was similar to the food prepared in restaurants in China, Hong Kong, and
Taiwan, over 63% of  the respondents wanted the restaurant to appear somewhat
authentic as well. Liu & Jang (2009) found that taste and food quality were important
and highly regarded by Chinese food customers; correspondingly, they suggested
that the average Chinese restaurant should make efforts to improve cuisine quality.

Image and Customer Satisfaction
Bhote (1996) defined image as an attitude that leads to the customers’ enthusiasm,
which encompasses value, delight, and loyalty. Baloglu & Brinberg (1997) defined
image as “the sum of beliefs, ideas, and impressions that people have of a place or
destination” (p. 11). Similarly, in this study, a restaurant’s overall image is defined as the
customers’ overall impression of  a restaurant based on different attributes. Andreassen
& Lindestad (1998) claimed that a store’s image is supposed to cause a halo effect on
satisfaction of the store; their study found that image significantly impacts customer
satisfaction, perceived quality, and customer loyalty in the service industry.

Many studies have highlighted customers’ perceptions of  a store’s image in regard
to functional attributes, for instance, waiting time, location, quality, and other features
(Bloemer & Ruyter, 1998). Prendergast & Man (2002) found that functional attributes
(i.e., waiting time to be seated, environment, and location) of store image are good
predictors of  customer loyalty. Studies related to image have placed emphasis on
customers’ perceptions of the following attributes of a business: waiting time for
service, location, service quality, atmosphere, price, etc. (Bloemer & Ruyter, 1998).
On the other hand, Normann (1991) and Gronroos (1984) considered many factors
such as advertising, public relations, and external influences, to contribute to the image
in the customers’ mind. Kotler, Bowen & Makens(1996) explored the relationship
among image, quality, and satisfaction by developing a model in which image would
affect customers’ perception of  quality, stating that a more positive image corresponds
with a higher perceived quality. Perceived quality will in turn determine the satisfaction
of  consumers (Fornell, Johnson, Anderson Cha & Bryant,1996; Kozak &
Rimmington, 2000). According to Oliver (1993), attribute satisfaction has significant,
positive, and direct effects on overall satisfaction, as well as captures a significant
amount of  variation in the latter (Bolton & Drew, 1991; Oliver, 1993; Spreng,
Mankenzie & Olshavsky, 1996). Andaleeb & Conway (2006) found that customer
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satisfaction was influenced mostly by responsiveness of the frontline employees,
followed by price and food quality; physical design and appearance of the restaurant
did not have a significant effect. In addition, Lord, Putrevu & Zheng (2008) found
that the perceptions of attractiveness and satisfaction were associated with the cultural
attributes of  ethnic restaurants.

As to restaurants’ customer satisfaction and image, the investigation of Pettijohn
et al.(1997)showed that quality, cleanliness, and value are the three most important
factors that determine customers’ satisfaction of  a fast-food restaurant. A restaurant’s
image, which can directly indicate the quality of  dining service for customers, can
have an enormous influence on customers’ perceptions of  the restaurant, which, in
turn, affects their behavioral intentions (Kandampully &  Suhartanto, 2000; Prendergast
& Man, 2002). The above statement is also supported by Bloemer & Ruyter (1998)
whose study on the fast-food industry indicated that image is the customers’ reflections
on the previous attributes and related closely to their degree of satisfaction with the
services provided.

Measurement Attributes
In order to evaluate the image of Chinese restaurants, different researchers have
already defined various attributes which are related to customer satisfaction and
company image.  In this study, the authors selected a set of  attributes from those
previous studies. The consensus of  many authors is that overall customer satisfaction
can be evaluated based largely on the following factors: service quality (Dube, Renaghan
& Miller, 1994; Parasuraman, Zeithaml & Berry, 1994, Pettijohn et al.,  1997; Almanza,
Jaffe & Lin, 1994), value (Pettijohn et al., 1997), price (Qu, 1997; Almanza et al.,
1994), cleanliness (Pettijohn et al., 1997; Almanza et al., 1994), location (Qu, 1997;
Almanza et al., 1994), wait time (Dube, Renaghan & Miller,1994; Davis and Heineke,
1998), menu variety (Dube et al., 1994), etc.

On the other hand, Bitner (1992) stated that the environment in a restaurant is a
form of  non-verbal communication with customers. Clark & Wood (1998) as well
as Kivela (1997) also advocated the importance of atmosphere, comfortable
environment, and decoration of  restaurants. Foster (1997) and Soriano (2002) revealed
that physical environment is a crucial factor in determining customer’s satisfaction.
Soriano (2002) stated that the importance of a comfortable atmosphere would continue
to grow in the future. Moreover, longer waiting time has also been shown to diminish
satisfaction and customer evaluation for  services offered by restaurants, banks, and
airlines (Taylor, 1994; Tom & Lucey, 1997; Pruyn & Smidts, 1998). Furthermore, it
has been shown that perceived waiting time has the greatest effect on customer
satisfaction (Katz, Larson & Larson, 1991; Pruyn & Smidts, 1998). Davis (1991)
attempted to develop a framework of the relationship between waiting time and
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customer satisfaction to identify the proportion of customers who can be highly
satisfied, moderately satisfied, and dissatisfied at a given waiting time.

Chinese restaurants which serve ethnic foods should also be evaluated on the
dimension of  authenticity. Taylor (1991) defined authenticity as believed or being
accepted to be genuine or real: true to itself. Lu & Fine (1995) argued that an ethnic
restaurant should use food authenticity to create an image of their cultural traditions
for their customers. Many diners feel that the culinary authenticity of  ethnic food
provides them with a cultural experience and perhaps lets them identify with the ‘true
foreignness’ of  the ethnic group (Pillsbury, 1990).

Based on literature cited above, food quality, service quality, overall cleanliness,
cleanliness of  the restroom, decoration and interior design, value for money, courteous
staff, external appearance, atmosphere, price, waiting time to be seated, waiting time
for meal, and authenticity of food were chosen as the measureable variables of this
investigation. Some online comments concerning Chinese restaurants, menu variety
and reputation were  considered for addition to the selected attributes.

Cultural Influences on Customers
Research shows that the cultural differences in perceptions significantly influence
customers’ satisfaction and repurchase intention (Wong, 2004). According to Laroche,
Ueltschy, Abe, Cleveland, & Yannopoulos (2004), Asian consumers are unlikely to
express dissatisfaction because of  a consideration to sustain group harmony and
concern to protect the service provider’s feelings of  ‘losing face’ (Lee, 1990).

Easterners hold a holistic view of the world, concerning how objects interrelate
with each other and the viewing objects integrated with environment (Masuda &
Nisbett, 2001). In contrast, Westerners hold a more analytic perception of  the world,
viewing objects relatively separate from the environment (Nisbett, Peng, Choi &
Norenzayan, 2001). Therefore, Westerners tend to be prone to the fundamental
attributions (Ross, 1997; Mattila & Patterson, 2004) and tend to consider less
information when making an evaluation of  objects (Maddux & Yuki, 2006).

According to Peng & Nisbett (1999), Easterners admit changes and complexity
and are able to process information from opposite sides simultaneously. On the
contrary, Westerners sustain the constancy of  the world and do not accept
contradictions. When challenged with contradicting information, Easterners believe
that each piece of  information could be true and seek a ‘middle way’, while Westerners
decide that only one of them is right.

Culture can influence individuals’ thoughts and perception (Wang & Mattila, 2008).
Asian people host different perceptions compared to Westerners (Markus & Kitayama,
1991; Nisbett et al., 2001). According to Hofstede’s individualism-collectivism
orientation, individualism-oriented customers have less tolerance of  service delays or
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failures than collectivism-oriented customers (Furrer, Liu & Sudharshan, 2000). As a
foreign restaurant in the US, Chinese restaurants confront customers from different
cultures, knowing the importance of the customers’ different perceptions of the
Chinese restaurant for service provision and other marketing activities.

In summary, the Chinese restaurant industry in the US plays an important role in
the American restaurant industry but still needs to make efforts to improve restaurants’
images based on functional attributes which include: food quality, service quality,
overall cleanliness, cleanliness of the restroom, decoration and interior design, value
for money, courteous staff, external appearance, atmosphere, price, waiting time to
be seated, waiting time for meal, authenticity of  food, menu variety, and reputation in
this study. At the same time, due to the diversified population in the US, Chinese
restaurants need to think about customers from different cultural backgrounds. Thus,
marketing activities might be appropriately applied to attract different customers to
their restaurants. Chinese restaurants have successfully operated in the past decades. In
order to sustain this success, the owners of Chinese restaurants need to work toward
satisfying both Eastern and Western customers (Ma, Qu,Njite & Chen, 2011).

Based on the literature review, two null hypotheses were proposed as follows:

H1: There is a significant impact of restaurant image dimensions on customers’ overall impressions of
Chinese restaurants.

H2: There is a significant difference between Eastern and Western customers’ perceived image of
Chinese restaurants.

Methods
Research Instrument
As specified earlier, this study was designed to examine the customers’ perceived
image of  Chinese restaurants in the United States. A self-administered, closed-ended
questionnaire with ordered choice was distributed to the customers who had dined at
a Chinese restaurant located in the Midwest. There were three sections in the
questionnaire. The purpose of the first section was to discover customers’ basic
dining behavior. The second section was to assess customers’ perceived image of  the
Chinese restaurant with regard to 15 selected attributes that were based on the literature
review (Teas, 1993; Parasuraman et al., 1994; Qu, 1997; Pettijohn et al., 1997; Almanza
et al., 1994; Andaleeb & Conway, 2006; Ryua, Hanb, & Kim, 2008; Bitner, 1992;
Clark & Wood, 1998; Kivela, 1997; Foster, 1997; Soriano, 2002; Davis, 1991; Taylor,
1991; Lu, 1995). A five-point likert-type scale was used to assess customers’ images
from 1=Very Unfavorable to 5=Very Favorable. The last section explored the
demographics of  the customers. In addition, the respondents were asked to indicate
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their overall impression of the Chinese restaurant they had visited. A seven-point
Likert-type scale was used from ‘Very Unfavorable (1)’ to ‘Very Favorable (7)’.

Sampling Plan
The target population of this study was the customers in a small town in the Midwest
who dined at a Chinese Restaurant during the survey period. A convenient sampling
was used, and a total of 400 questionnaires were distributed from April to May in
2008; 333 were received at the end of  the survey period. However, 27 were excluded
due to lack of  appropriate information, leading to a response rate of  76 % with 306
valid questionnaires.

Data Analysis
The collected data were analysed by using the Statistical Package for Social Science
(SPSS-16). Mean, frequency, ANOVA, multivariate analysis (factor and linear regression
analysis) were employed in this study. The purpose of  using factor analysis in this
study was to create new factors that were correlated and composed from the original
attributes, to explain the attributes with fewer variables.

The Kaiser criterion was employed to extract the number of  new factors. Only
the factors with an eigenvalue equal to or greater than 1 were considered significant
and used; linear regression was conducted for the purpose of exploring if the image
dimensions derived from factor analysis were significantly related to the dependent
variable of  ‘Overall impression.’

In addition, one dummy variable ‘Culture’ was added to the regression equation
in order to identify whether Western vs. Eastern culture contributed to a different
level of the customers’ overall impression. The dummy variable was coded with 0 or
1 to represent two types of  the culture: Western (1) and Eastern (0). Because the
qualitative variable of types of culture has two levels, the model only needs to create
(2-1) =1 variable. If  D = 1, it is Western; if  D = 0, it is Eastern.

Findings
Customer Demographic Profile
The frequency analysis of  customer demographic information showed that 33.3 %
of  the interviewees were in the age group of  18 – 25, with 41.8% being between 25
and 34, and 18.3% between 35 and 54. Of the total respondents, 49.5% were female
with 50.5% being male. Some 49.2% of respondents had annual incomes under
USD15,000 and 20.7% between USD15,000 and USD34,999. Of the total customers,
50.7% were American and 49.3% Chinese with the majority (63.4%) being faculty/
staff/students of  a university.
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Image of Chinese Restaurant
Using a 7-point liker-type scale (1=Very favorable; 7=Very unfavorable), the mean
score of the overall impression of Chinese restaurants in the US is 5.0. Thus, it can be
concluded that most customers in the US consider Chinese restaurants to be good.

As to the 15 attributes of  Chinese restaurants’ image in U.S (5-point Likert-type
scale, 1=Very favorable; 5=Very unfavorable), the means are shown in a descending
order in Table 1.

Variable                                                          Mean

Waiting time for meal 4.4
Waiting time to be seated 4.4
Courteous staff 4.0
Value for money 4.0
Food quality 3.8
Reputation 3.8
Price 3.8
Overall cleanliness 3.8
Decoration and interior design 3.8
Menu variety 3.7
Authenticity of food 3.7
Atmosphere 3.7
Service quality 3.6
External appearance 3.6
Cleanliness of restroom 3.5

 Mean Scores for 15 Features

1 = Very unfavorable
5 = Very favorable

This table shows that most customers thought that ‘waiting time for meal’ and
‘waiting time to be seated’ are the best aspects of Chinese restaurants, with mean
scores of  4.4; ‘courteous staff ’ and ‘value for money’ also did not rate badly in this
investigation. The worst factor was ‘cleanliness of restroom’ which only had a mean
score of  3.5; scores of  ‘external appearance’ and ‘service quality’ in Chinese restaurants
also were not much higher than ‘cleanliness of  restroom.’

Image Dimensions
The authors used principal component analysis and extracted the original factors with
eigenvalues greater than 1. Then, a three-factor solution was derived which explained
61.59 % of the total variance before the rotation.

               Table 1



APJIHT  Vol. 1  No. 1  March 2012

Perceived Image of Chinese Restaurants in the United States 55

The results of one-tailed significance test indicated no significant values greater
than 0.05 and no correlation coefficients that were greater than 0.9. The significance
of  the correlation matrix was 0.000 (less than 1‰) with a Bartlett Test of  Sphericity
value of 1878.82, which concluded that the strength of the relationship among the
variables was strong. The Kaiser-Meyer-Olkin overall measure of  sampling adequacy
(MSA) was 0.866  indicating that the patterns of correlations in this case were relatively
compact and that factor analysis should yield distinct and reliable factors (see Table 2).

An orthogonal rotation of  Varimax with Kaiser Normalisation showed three
components with 14 variables which heavily loaded the original variables (loading =
0.62). So, based on the the analysis, a new factor structure was produced and the
appropriate factors were all loaded with relatively higher loadings.

Table 2 shows the loadings for each of  the three factors and the factor’s correlation
with the original set of  variables. These factors had minimal overlap, with each factor
having an independent structure. The communality of each variable is relatively high,
ranging from 0.45 to 0.81, indicating that the three factors legally capture the variance
of  the original values.

The authors then developed a new three-factor (environment factors, quality and
value, and waiting time) structure that was relatively more workable and had a

                    Component

Variables Factor 1 Factor 2 Factor 3

Overall cleanliness    .768
Cleanliness of restroom    .727
Decoration and interior design    .791
External appearance    .756
Atmosphere    .767
Reputation    .560
Food quality    .711
Service quality    .412
Value for money    .823
Courteous staff    .581
Price    .789
Authenticity of food    .683
Waiting time to be seated    .863
Waiting time for meal    .882

Results of  VARIMAX Rotated Component Analysis Factor Matrix

Kaiser-Meyer-Olkin Measure of Sampling Adequacy: .866
Bartlett’s Test of  Sphericity: Approx. Chi-Square: 1878.823; df: 105; Sig: .000

Table 2
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meaningful number of composite dimensions which could be more easily interpreted
and used for the further regression analysis. The first factor, ‘environment factors’ had
six significant loadings and was composed of original variables with the highest factor
loadings on that dimension: overall cleanliness, cleanliness of restroom, decoration
and interior design, external appearance, atmosphere, and reputation. The second
factor, quality and value, was also loaded with six significant loadings: food quality,
service quality, and value for money, courteous staff, price, and authenticity of  food.
The third factor, waiting time, had two significant loadings: waiting time for meal and
waiting time to be seated. After rotation, the three factors explained 61.59% of the
variance.

Menu variety failed to be in these three factors, probably because most of the
customers had been to buffet-type restaurants, so it was hard for them to evaluate the
menu variety in a buffet restaurant. The results of  factor analysis suggest that customers
dining at a Chinese restaurant regard environment factors, quality and value, and
waiting time as important factors that influence their evaluation of  Chinese restaurants.

Culture Difference
An independent samples t-test was used to test customer culture difference (Eastern
and Western) on 15 attributes (See Table 3).

A 2-tailed significance t-test showed that customer culture affects customers’
perception of  Chinese restaurants significantly (p < 0.05) in 12 aspects. These aspects
included food quality, service quality, menu variety, courteous staff, and waiting time
to be seated, overall cleanliness, decoration and interior design, value for money,
external appearance, price, waiting time for meal, and authenticity of food. This
could indicate that there were differences between the perceptions of  Westerners and
Easterners  in these 12 aspects. The other 3 attributes (cleanliness of  restroom,
atmosphere and reputation) were not different for the two cultural groups.

The Impact of Image Dimensions and Culture Effects on Overall Impression
The results of regression of the three selected dimensions against the dependent
variable of  “overall impression” are listed in Table 4.  Because culture is a factor that
could affect customers’ overall perception or impression of Chinese restaurants, a
dummy variable (D: 1=Western and 0=Eastern) was used in the regression analysis.

In the linear aggression analysis, the dependent variable was “overall impression”.
Predictors included: waiting time, environment factors, quality and value; dummy
variable: culture); the F-ration with 49.227 was significant (p< 0.000), indicating that
the results of the equation could hardly occur by chance.
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Analysis of variance

Multiple R .630 R2 .397      Adj. R2 .389  S.E.  .93615
                            DF Sum of squares Mean square             F      Sig.
Regression            4       172.566      43.141               49.227           .0000
Residual              299         262.036      .876

Unstandardised Standardised    t Sig.
Factors      coefficients   coefficients

   B Std. error       Beta

Constant 1.075      .416  2.586 .010
Environment factors .475      .096       .275  4.951 .000
Quality and value .790      .108       .432  7.286 .000
Waiting time -.190      .086      -.109 -2.213 .028
Culture .235      .113       .098  2.086 .038

Results of Linear Regression Analysis for Overall Impression
Table 4

Variables   Western   Eastern     Mean t-Value
Mean (Std) Mean (Std) Difference

Menu variety  4.16(0.89)  3.32(0.85)     0.84 8.47**
Courteous staff  4.00(0.93)  3.51(0.80)     0.49 4.91**
Food quality  4.05(0.85)  3.56(0.73)     0.48 5.35**
Service quality  3.80(0.91)  3.44(0.88)     0.37 3.57**
Waiting time to be seated  4.55(0.74)  4.25(0.75)     0.30 3.47**
Price  3.92(0.80)  3.62(0.85)     0.30 3.18*
Value for money  3.99(0.89)  3.69(0.84)     0.30 3.07*
Authenticity of food  3.82(0.95)  3.53(0.87)     0.29 2.81*
Waiting time for meal  4.55(0.74)  4.29(0.74)     0.26 3.10*
Decoration and interior design  3.75(1.08)  3.49(0.77)     0.26 2.42*
Overall cleanliness  3.88(0.89)  3.64(0.84)     0.25 2.51*
External appearance  3.57(1.06)  3.33(0.75)     0.24 2.24*
Reputation  3.88(0.94)  3.72(0.71)     0.16 1.70
Atmosphere  3.66(0.96)  3.50(0.78)     0.16 1.58
Cleanliness of restroom  3.57(0.86)  3.42(0.88)     0.15 1.53

Results of Independent-samples T-Test for Culture Difference

Notes: Standard deviations are in parentheses; ** t-test two-tailed probability < 0.01; * t-test two-tailed
probability < 0.05

Table 3
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In order to test whether the four predictor variables contributed to the dependent
variable ‘overall impression,’ the t-statistic test was adopted. In this study, all four
variables appeared to be significant (p<0.05) independent variables in the model (see
Table 4). The model was written as follows:
y = 1.075 + 0.48x1 + 0.79x2 - 0.19x3 +0.24D

where

y = dependent variable ‘overall impression’
x1 = independent variable ‘environment factors’
x2 =independent variable ‘quality and value’
x3 = independent variable ‘waiting time’
D = dummy variable ‘culture’ (if  1=Western and 0=Eastern)

The results of the linear regression analysis showed two coefficients to have
positive signs (x1 and x2) as expected, while x3 carried a negative sign. This indicates
that there is a positive relationship between independent variables (environment factors,
quality and value) and the dependent variable - overall impression - and that there is a
negative relationship between independent variable, waiting time, and the dependent
variable, overall impression. This model suggests that the overall favorable impression
improves when there is a higher satisfaction level in environment factors and quality
and value, while the overall favourable impression is compromised when the waiting
time increases. Therefore, it could be concluded that the Chinese restaurant image
depends largely on the above three variables. They are the determining factors or the
best predictors of  the Chinese restaurant image in the U.S.

The partial correlation coefficient, β, was used to indicate the impact of  the
above three variables on the overall impression of  Chinese restaurants. The dimension
with the greatest effect was quality and value (β=0.79, Sig=0.000), followed by
environment factors (β=0.48, Sig=0.000) and waiting time (β=-0.19, Sig=0.028).
The results predict that, on average, the level of the overall impression changes by
1.08 (0.79+0.48-0.19) for each unit change in the three variables.

The result of the regression analysis also shows that dummy variable ‘culture’ (D:
1=Western and 0=Eastern) in the model has a β coefficient of  0.24 and significance
of  P <0.038. The positive sign of  β for D indicates that Western customers have  a
higher level of positive impression than Eastern customers by 0.24.

Discussion
The purposes of this study were to identify the impact of image dimensions on
customers’ overall impressions of the Chinese restaurant, as well as identify the
differences between Western and Eastern customers’ perceptions of  Chinese
restaurants.



APJIHT  Vol. 1  No. 1  March 2012

Perceived Image of Chinese Restaurants in the United States 59

The findings showed that the overall impression of Chinese restaurants is at the
medium level on the customers’ evaluation scale. Shorter waiting time is the best
aspect of Chinese restaurants, while cleanliness needs to be improved. Statistical analysis
shows that the three dimensions of  environment factors, quality and value, and
waiting time, are significantly related to overall impression with the dimension of
quality and value having the strongest impact on the image of Chinese restaurants,
followed by environment factors, and then by waiting time, indicating that Chinese
restaurants should enhance these three aspects in order to improve their overall
impression in the US.  This implies that service quality, value, and waiting time are still
important factors that influence customers’ perceptions of  Chinese restaurants. This
is consistent with previous researchers’ findings (Dube et al., 1994; Parasuraman et al.,
1994; Pettijohn et al., 1997; Almanza et al., 1994). Thus, managers of Chinese restaurants
must pay close attention to the quality and value of  the services and food that they
provide to customers, as well as customers’ waiting time. Particularly, the food and
service in Chinese restaurants should have good value, and the quality should be
consistent. Moreover, the environment of Chinese restaurants is also a main factor
that will impact customers’ perception of  the image of  Chinese restaurants. Chinese
restaurant managers also should pay special attention to employees’ services to make
certain that they can deliver the proper services to customers. Specific efforts are
needed to improve the standard of cleanliness and hygiene. Keeping the restaurant
clean is critically important to the success of  Chinese restaurants in the United States.

In addition, the linear regression analysis suggests a positive relationship between
environment factors, quality and value, and the dependent variable, overall impression,
as well as a negative relationship between waiting time and the dependent variable,
overall impression. Independent samples t-test shows that there is a typical difference
between Eastern and Western people’s perceptions of  Chinese restaurants; Chinese
impression of Chinese restaurants is worse than that of American customers with the
regression analysis indicating that Western culture attributes a higher level of  overall
impression of Chinese restaurants than Eastern culture, by 0.24. This finding is consistent
with previous research (Markus & Kitayama, 1991; Nisbett et al., 2001; Wang &
Mattila, 2008) that Asian customers host different perceptions of Chinese restaurant
images compared to Western customers. This is probably because Asian customers
have a higher tolerance of  service delay or environmental factors than Western customers
(Furrer, Liu & Sudharshan, 2000). Eastern customers may prefer Asian style food
which leads to better evaluation of  Chinese restaurants when compared to Western
customers. Consequently, Eastern customers stated a higher overall impression of
Chinese restaurants when the performance is the same. Therefore, Chinese restaurant
managers need to understand customers’ cultural backgrounds, which would influence
customers’ perceptions of the restaurants and managers should incorporate these
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elements in their future marketing strategies, for instance, improving interior design,
eliminating service delay, etc.

Limitations
Two limitations of  the study should be addressed. First, because the sample was
drawn only from a Midwest city, the findings are restricted to the population studied
- creating a limitation in the form of  a lack of  generality. Secondly, the sample was
drawn exclusively from customers who have dined in a restaurant. The results therefore
should not be generalised to include take-out customers.

Though the limitations are notable, the methodology in this study is adequate and
comprehensive for assessing the image of Chinese restaurants in the United States
and the impacts of image dimensions on customers’ overall impression. Moreover,
the perceived image differences between Western and Eastern customers and the
effects of customer culture on the overall impression were identified.
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