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ABSTRACT

Customer satisfaction is important because
it can improve customer loyalty, reduce
customers loss, and provide the
management teams with insights to keep
the business going. This study aims to
examine how service quality, price fairness,
and brand image will affect customer
satisfaction at KFC Malaysia. A quantitative
research design was used, and data were
collected from KFC customers in Malaysia
using an online survey. Data were collected
from 200 respondents and analyzed to test
the proposed hypothesis. The findings
reveal that service quality and brand image
have a positive and significant effect on
customer satisfaction, while price fairness
shows a positive but not significant effect
on customer satisfaction. The results
suggest that customers place more
importance on brand image and service
experience than price when deciding how
satisfied they are. This study suggests that
KFC Malaysia should focus on service
quality and brand image while maintaining
transparent pricing. Overall, this study
helps fast-food businesses understand
how to improve customer satisfaction and
stay competitive in Malaysia.

Keywords: Service Quality; Price
Fairness; Brand Image; Customer
Satisfaction; KFC Malaysia.
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INTRODUCTION

The fast-food industry is one of the most important segments within the global food and
beverage (F&B) sector. In Malaysia, this industry has experienced rapid growth due to
urbanization, increasingly busy lifestyles, and rising consumer demand for convenient
and affordable meals. Consumers are drawn to fast-food restaurants because of their
convenience, standardized food quality, and reasonable prices. Quick service
restaurants (QSRs) such as Kentucky Fried Chicken (KFC) play a vital role in meeting
these evolving consumer needs and remain popular among customers across different
age groups. As one of the pioneers in the fast-food industry, KFC has successfully
expanded globally and continues to maintain a strong market presence (Yew et al.,
2023).

However, the fast-food industry has become increasingly competitive, and customers’
expectations now extend beyond food quality alone. Modern consumers expect superior
service quality, fair pricing, a strong brand image, and increasingly, responsible business
practices. Studies suggest that customers today are more informed, value-conscious,
and sensitive to how organizations operate, innovate, and position themselves in the
market (Kee et al., 2025; Xia et al., 2025). As a result, customer satisfaction has emerged
as a critical determinant influencing customers’ intentions to revisit and recommend a
brand.

Customer satisfaction refers to customers’ overall evaluation of their consumption
experience relative to their prior expectations. As customer expectations continue to
evolve in highly competitive markets, achieving customer satisfaction has become
increasingly complex (Kee et al., 2021). Empirical evidence from Malaysia shows that
customer satisfaction is significantly influenced by multiple factors such as service
quality, pricing, perceived value, and brand-related attributes. For example, Yo et al.
(2021), in their study on Shopee customers in Malaysia, demonstrated that service-
related and value-based factors play a critical role in shaping customer satisfaction,
reinforcing the view that satisfaction is a multidimensional construct applicable across
both online and offline service contexts. In the fast-food sector, customer satisfaction
depends not only on food quality but also on service efficiency, price fairness, and brand
reputation. Customers evaluate their experiences by comparing a firm’s offerings with
those of competitors within the same industry (Xiao et al., 2019).

Recent studies have specifically examined KFC in different contexts. For example, Koay
et al. (2023) investigated an Al-assisted food ordering and delivery management system
implemented at KFC across Malaysia, Indonesia, and India, highlighting how digital
innovation enhances operational efficiency and customer experience. Similarly, Husna
et al. (2020) examined how organizational management practices at KFC influence
employees’ motivation and service quality, demonstrating the critical role of internal
management in shaping service performance and customer satisfaction. This study aims
to examine the factors influencing customer satisfaction among KFC customers in
Malaysia, with a specific focus on service quality, price fairness, and brand image.
Service quality reflects customers’ perceptions of service speed, reliability, and
employee friendliness. Price fairness refers to customers’ judgments about whether
prices are reasonable and justified, while brand image represents customers’ overall
perceptions and associations with KFC as a fast-food brand. Prior studies in the F&B
and hospitality sectors demonstrate that these factors significantly influence customer
satisfaction and loyalty (Hapsari et al., 2020; Konuk, 2021). Moreover, organizational
capabilities, innovation readiness, and operational efficiency, often driven by digital
transformation, can enhance service delivery and customer experiences in service-
based industries (Kee et al., 2025).
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In addition, recent literature highlights that organizational practices, including
sustainability initiatives and responsible management, play an important role in shaping
stakeholders’ perceptions and brand image. Research in the hospitality sector shows
that green initiatives and perceived organizational support positively influence employee
behavior and customer evaluations, thereby strengthening brand credibility and
satisfaction (Rubel et al., 2025). Similarly, advancements in sustainability reporting and
transparent corporate practices enhance brand trust and legitimacy, particularly in highly
competitive service industries (Lee et al., 2025). These insights suggest that brand image
is increasingly shaped by both service performance and broader organizational values.
Although extensive research has examined customer satisfaction in the restaurant and
hospitality industries, many studies focus on service quality, price, or brand image in
isolation. Furthermore, much of the existing research has been conducted in Western
contexts or in fine-dining and hotel settings rather than fast-food restaurants. There
remains limited empirical evidence examining these three factors simultaneously within
Malaysia’s fast-food industry, particularly for international brands such as KFC. This gap
is significant because customer expectations and perceptions are shaped by local
culture, economic conditions, and competitive dynamics (Rather et al., 2022).

By examining service quality, price fairness, and brand image together, this study offers
a more comprehensive understanding of customer satisfaction among KFC customers
in Malaysia. Focusing on a single international brand allows for clearer and more
meaningful insights into customer behavior in the QSR market. The findings are
expected to benefit both academics and practitioners by extending customer satisfaction
literature in the fast-food context and providing actionable insights for KFC Malaysia to
improve service delivery, pricing strategies, and brand positioning (Slack et al., 2020; Al
et al., 2023). Overall, this study investigates how service quality, price fairness, and
brand image influence customer satisfaction among KFC customers in Malaysia. The
study contributes to the literature by addressing an important contextual gap and
provides evidence-based insights grounded in Malaysian consumers’ perspectives.
Such insights are essential for sustaining competitiveness and enhancing customer
satisfaction in the fast-food industry (Nguyen et al., 2024).

LITERATURE REVIEW

In Malaysia's fast-food industry, customer satisfaction always matters because small
frictions can shape the whole dining experience. Factors such as service speed, digital
ordering options, cleanliness, and personalized service have been shown to enhance
customer satisfaction level in the fast-food industry (Nguyen et al., 2024). Previous
studies have mentioned that there are some factors that will influence customer
satisfaction. For instance, service quality, price fairness, and brand image. But recently,
there is limited research that analyzes these three factors together to affect customer
satisfaction. Thus, this literature review synthesizes current findings on each construct
and clarifies how these factors influence customer satisfaction in the local context. The
review will first define customer satisfaction, then evaluate the effect of service quality,
price fairness, and brand image on customer satisfaction. Based on those evaluations
develops hypotheses and a conceptual framework for our study.

Customer Satisfaction

Customer satisfaction represents the customers’ overall evaluation towards the product
or service based on their experiences and expectations (Rather et al., 2022). In quick-
service restaurants like KFC, customer satisfaction is very sensitive. Small frictions such
as order accuracy, queue time, staff attitude, cleanliness will have a big impact on
customer satisfaction. It is commonly measured by using the 5-points Linkert scale with
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a few global items like “I am satisfied with the service”, “The service meets my
expectation”. Recent studies indicate that higher customer satisfaction will lead to higher
revisit intention of customers and make repeat purchases from that brand than from one
of its rivals (Pérez-Mordn et al.,, 2022). Customer satisfaction from online reviews
appears to strongly influence loyalty and revisit intentions (Camilleri & Filieri, 2023). In
addition, prior studies also suggest that companies with higher customer loyalty and
satisfaction tend to have higher market share (Pandey et al., 2021). In Malaysia’s
context, factors like halal assurance, price sensitivity, and crowding during peak hour,
may affect Malaysia customers’ satisfaction. Accordingly, customer satisfaction was
adopted as the dependent variable for this study as it can reflect the overall effectiveness
of KFC Malaysia’s service quality, pricing fairness, and brand image.

The Effect of Service Quality on Customer Satisfaction

Service quality has long been recognized as one of the strongest predictors of customer
satisfaction, especially in service-driven sectors like fast food. Earlier research shows
that customers evaluate restaurants based on reliability, responsiveness, empathy,
assurance, tangibles, and cleanliness (Song et al., 2022). In Malaysia, during peak time
such as “buka puasa” or weekends, satisfaction will be very sensitive to the service
delivery, packaging, order accuracy (Saporna & Claveria, 2019). When customers
perceive the service to be prompt, friendly, accurate, and hygienic, their satisfaction
tends to increase, leading to positive behavioral outcomes (Ganatra et al., 2021). Thus,
service quality is expected to significantly influence customer satisfaction at KFC
Malaysia. Therefore, we hypothesise that:

H1: Service quality has a positive and significant effect on customer satisfaction at KFC
Malaysia.

The Effect of Price Fairness on Customer Satisfaction

Price fairness plays a major role in how customers assess their overall dining experience,
especially in fast-food contexts where pricing is transparent and comparisons are easy.
Recent studies show that customers are unsatisfied with unclear or inconsistent prices
(Alderighi et al., 2022; Rahman et al., 2023; Tan et al., 2025; Yen & Latip, 2024). Thus,
clear and transparent pricing increases their satisfaction level. Previous studies
emphasize that customers judge fairness by comparing what they pay with what others
might pay or what they believe the price “should be.” Empirical evidence from restaurant
studies confirms that transparent bundles, stable base prices, and clear promo terms
enhance customer satisfaction and loyalty (Ahmed et al., 2023). In Malaysia’'s
competitive fast-food industry, where price-sensitive consumers such as students and
low-income families value affordability and transparency, perceived price fairness can
meaningfully shape satisfaction. For KFC Malaysia, showing a clear price along with a
transparent fee breakdown and consistent bundle pricing can help KFC Malaysia reduce
perceived price unfairness. Therefore, we hypothesize that:

H2: Price fairness has a positive and significant effect on customer satisfaction at KFC
Malaysia.

The Effect of Brand Image on Customer Satisfaction

Brand image reflects the associations and impressions consumers hold about a
restaurant. Recent studies show that brand image positively influences customer
satisfaction in fast-food restaurants. Customers tend to be more satisfied and stay loyal
if the brand has a strong and positive image (Mubarok et al., 2023). Malaysian research
similarly demonstrates that restaurant image will be driven by employee behavior,
cleanliness, ambience, and overall experience which plays a major role in shaping
customer evaluations (Krishnan et al., 2022). For a well-known brand like KFC, a positive
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brand image sets expectations, influences perceptions of service encounters, and
frames customers’ emotional connection that can sustain their satisfaction across outlets
and channels such as dine-in, takeaway or delivery. Therefore, a more favorable brand
image is expected to increase customer satisfaction, and we hypothesize that:

H3: Brand image has a positive and significant effect on customer satisfaction at KFC
Malaysia.

Integrating the Evidence: Why a Malaysia-Specific Test for KFC

Taken together, this literature strongly suggests that better service quality, higher price
fairness, and a more favorable brand image will increase customer satisfaction in the
fast-food industry. However, Malaysians tend to be more price-sensitive, value halal
assurance, heavy reliance on delivery service, and crowding at peak hours such as “buka
puasa” or weekends, which may influence the importance of these factors in KFC
Malaysia. Recent studies often investigate only one or two factors on other brands, so
there is limited research that jointly evaluates service quality, price fairness, brand image,
and compares their impact on satisfaction within KFC Malaysia. Based on the previous
research and Malaysia’s market context, we develop three hypotheses and present the
model in Figure 1.

Conceptual Framework
The study framework model is depicted in Figure 1.

Service Quality

Malaysia

Price Fairness \: Customer Satisfaction at KFC

Brand Image

Figure 1. Research Framework
RESEARCH METHOD

Sample and Procedures

This study used a survey method to collect data from KFC Malaysia customers to
investigate how service quality, price fairness, and brand image influence customer
satisfaction. It focuses on Malaysia’s quick-service restaurant industry, where customers
usually engage in dine-in, takeaway, and delivery. Therefore, service speed, price
transparency, and brand image is crucial. This survey was administered through Google
Form and shared via social media, WhatsApp group, and university platforms. We also
collected the responses from a few KFC Malaysia’s outlets to get the most recent
responses from KFC consumers. The survey was distributed from 11th November 2025
to 29th November 2025 (29 days), and received 200 valid responses. Respondents are
only required to complete the survey in around 3-5 minutes. We set some quality controls
such as all questions were marked “required’and limited to multiple submissions of the
same account. The data were then analysed using SPSS software.

Measures

All items in this study, including those related to service quality, price fairness, brand
image, customer satisfaction (Appendix 1), are measured using a 5-point Likert scale.
The scale ranges from 1 (Strongly Disagree) to 5 (Strongly Agree). By using this format,
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respondents can express how strongly they agree or disagree with each statement,
which can help us to measure their views and perceptions. Statements created were
generated based on KFC Malaysia’s consumers, and we tested it to ensure clarity and
relevance.

Service Quality. Service quality describes the customers’ view on how well the service
has been delivered and how the staff interact with the customers. In this study, three
items were used to measure service quality. An example item is: “KFC staff are polite
and helpful when interacting with customers.”.

Price Fairness. Price fairness refers to the customers’ view on how transparent and
reasonable the price and promotions offered. In this study, three items were used to
measure price fairness. An example item is: “The prices at KFC are reasonable for the
portion and quality of food | receive.”.

Brand Image. Brand image represents customers' perceptions on KFC Malaysia, how
positive, meaningful, and different of the brand. Three items were used to measure the
brand image in this study. An example item is: “KFC is a trustworthy and reliable brand.”.
Customer Satisfaction. Customer satisfaction reflects on how the customers rate the
overall satisfaction when they visit KFC Malaysia, whether the experience meets their
expectations. An example item is: “Overall, | am satisfied with my experiences at KFC
Malaysia.”.

RESULTS

Table 1. Summary of Respondents’ Demographic Information (N=200)
Response Frequency Percentage (%)
Gender
Female 101 50.5
Male 99 49.5
Age
18 - 25 years old 117 58.5
26 - 35 years old 46 23.0
36 - 45 years old 19 9.5
46 years old and above 3 1.5
Under 18 years old 15 7.5
Occupations
Employed 50 25.0
Students 137 68.5
Unemployed 13 6.5
Ethnicity
Chinese 94 47.0
Indian 44 22.0
Malay 62 31.0
How often do you visit KFC Malaysia?
2-3 times a week 17 8.5
Occasionally 73 36.5
Once a month 66 33.0
Once a week 27 13.5
Seldom 17 8.5
Average spending per visit (RM)
Less than RM15 12 6.0
RM15 - RM25 64 32.0
RM26 — RM35 81 40.5
RM35 and above 43 21.5
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Source of information about the product

Friends/ Family member/ Colleagues 61 30.5
Newspaper / Magazines 21 10.5
Online Search 16 8.0
Social media / ads in mobile app 102 51.0

Are you satisfied with KFC Malaysia

customer service?

No 6 3.0

Yes 194 97.0
Table 1 shows the demographic information of the 200 respondents. With regards to
gender, the larger proportion of the respondents are female (50.5%), and male
respondents comprise 49.5%, which shows that there isn’t much difference between
female and male. In the case of age, over half of the respondents are between 18 and
25 years old (58.5%), aged 26 - 35 (23.0%), and 36 - 45 (9.5%). Smaller proportions are
found in the 45 years old and above age group (1.5%), and the age under 18 years old
(7.5%). In terms of the occupations, over 50 per cent of the respondents are students
(68.5%), the next is the respondents who are employed (25.0%). The lowest percentage
of the respondents are unemployed (6.5%). Regarding ethnicity, nearly half of the
respondents are Chinese (47.0%), followed by the respondents who are Malay are
31.0%, and the Indian respondents are 22.0%. For the frequency of visiting KFC
Malaysia, the largest group of respondents reported visiting KFC occasionally (36.5%),
followed by once a month (33.0%). Meanwhile, 13.5% visit once a week, 8.5% visit 2-3
times a week, and 8.5% visit seldom. Most respondents spend RM26—-RM35 per visit
(40.5%), followed by RM15-RM25 (32.0%). A smaller proportion spend RM35 and above
(21.5%), while only 6.0% spend less than RM15. The main source of information is social
media or mobile app advertisements (51.0%), followed by friends, family members, or
colleagues (30.5%). Less influential sources include newspapers or magazines (10.5%)
and online search (8.0%). For the satisfaction of customers, an overwhelming 97.0% of
respondents reported being satisfied, while only 3.0% indicated dissatisfaction.

Table 2. Descriptive Statistic, Cronbach’s Coefficient Alpha, and Zero-order Correlations
for All Study Variables

Variables 1 2 3 4
Service Quality 0.750

Price Fairness 0.639** 0.757

Brand Image 0.592** 0.617** 0.711

Customer Satisfaction 0.603** 0.557** 0.696** 0.769
Number of Items 3 3 3 3
Mean 4.46 4.34 4.7 4.45
Standard Deviation 0.60 0.57 0.44 0.57

Note: N=200; *p <.05, **p< .01, ***p<.001. The diagonal entries represent Cronbach’s
coefficient alpha.

Table 2 shows the descriptive statistics, Cronbach’s coefficient alpha values, and zero-
order correlations for all variables of the study. Cronbach’s Coefficient Alpha scale
should be 0.7 and above (Al Masud et al., 2018). The variables investigated include
Service Quality, Price Fairness, Brand Image, and Customer Satisfaction, with a total
sample size of 200.The constructs exhibit internal reliability with Cronbach’s alpha values
ranging between 0.711 and 0.769.
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Table 3. Regression Analysis

Variables Customer Satisfaction

Service Quality 0.255***
Price Fairness 0.093
Brand Image 0.488***
R? 0.739
F Value 78.435
Durbin-Watson Statistic 1.819

Note: N=200; *p <.05, **p< .01, **p<.001.

Based on Table 3, our model has good explanatory power with R? being 0.739, denoting
that 73.9% of customer satisfaction was explained by service quality, price fairness, and
brand image. The model is statistically significant with an F Value of 78.435 and a Durbin-
Watson Statistic of 1.819, this value is close to 2.0, indicating there is no problematic
autocorrelation in the data.

Of all these predictors is brand image (B = 0.488***), which is the strongest and most
significant factor influencing customer satisfaction with the significant levels of <0.001.
This indicates that the brand's reputation and perception are the most influential factors
for a customer's satisfaction. Price fairness (= 0.093, p > .05) is not statistically
significant. In this specific model, price fairness does not have a confirmed impact on
customer satisfaction. This could mean that KFC customers in this group have already
"accepted" the price as a given, or they prioritize the brand experience and service so
much that the price becomes secondary. Finally, service quality (B = 0.255***, p <.001)
has a positive and highly significant impact on customer satisfaction. This suggests that
the quality of service provided also positively influences the consumer's satisfaction. In
summary, the results emphasize the tendency to evaluate customer satisfaction based
primarily on brand image and price fairness, with service quality also contributing
significantly. The high value of R? serves as further evidence of the strength of the model
in determining customer satisfaction.

The relationships that customer satisfaction has with the three factors allowing the
construction of the hypothesized model are provided in Figure 1. For hypothesis 1,
service quality has a significant positive relationship. For every unit increase in service
quality, satisfaction increases by 0.255. Customers value the "human" and "functional"
side of the service. For hypothesis 2, price fairness surprisingly while the relationship is
positive (B = 0.093), it is not statistically significant. This suggests that for this specific
group (mostly students), the fairness of the price is not the primary cause of their overall
satisfaction compared to other factors. Hypothesis 3, brand image is the strongest
predictor of satisfaction (3 = 0.488). The perception of the KFC brand name and
reputation has the largest impact on how satisfied customers feel. Overall, H1 and H3
were supported, whereas H2 was not supported. Figure 2 presents our structural model.

Service Quality
—
0.255%**
Price Fairness 0.093 Customer Satisfaction at KFC
P Malaysia
0.488**
Brand Image |

Figure 2. Structural Model
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DISCUSSION

The study aimed to examine the influence of service quality, price fairness, and brand
image on customer satisfaction at KFC Malaysia. It was motivated by the rising
competition within Malaysia’s fast-food context and the need to better understand the
factors that affect customer satisfaction in quick service restaurants. By focusing on KFC
Malaysia which is a globally recognized brand with a strong local presence, this study
provides meaningful insights into how customers evaluate their dining experience. To
maintain business performance and customer retention in the fast-food sector, previous
studies have highlighted that customer satisfaction is the main factor of it (Slack et al.,
2020; Nguyen et al., 2024). The results show that service quality and brand image
positively and significantly influence customer satisfaction, while price fairness has a
positive but non-significantly affect. Overall, brand image is the strongest predictor of
customer satisfaction, followed by service quality. It indicates that most of the consumers
in Malaysia care more about service experience and brand perception than to price,
which is consistent with recent studies in Asian fast-food contexts (Ali et al., 2023).

The Influence of Service Quality on Customer Satisfaction

The results of our study explain that service quality always plays an important and
positive role in affecting customer satisfaction at KFC Malaysia, which supports our
Hypothesis 1. It aligns with the previous studies that highlighted the speed, accuracy,
and friendliness enhances customer satisfaction in quick service restaurants (Hapsari et
al., 2020). In the fast-food environment, customers tend to have efficient service, shorter
waiting time, and clean surroundings. These make service quality a key determinant of
their satisfaction. In Malaysia, the importance of service quality becomes particularly
important during peak hours like “puasa” or weekends, because at the time restaurants
are experiencing high customer traffic. During these busy times, delays in service and
wrong order will lead to dissatisfaction of customers. Previous studies mentioned that
maintaining consistent service delivery across different outlets helps to strengthen
customer trust and satisfaction in fast-food brands (Ganatra et al., 2021). Hence, this
significant finding shows that KFC Malaysia must ensure their consistent in service
delivery across all outlets.

The Influence of Price Fairness on Customer Satisfaction

The result of our study indicates that price fairness positively but not significantly affects
customer satisfaction at KFC Malaysia, which leads to the rejection of Hypothesis 2.
Although previous research studied that price fairness did influence customer
satisfaction and perceived value in restaurant context (Konuk, 2021), in present study
this relationship is not strongly supported. This outcome may be explained by the
demographic profile of our research respondents, which majority of them are students
and young adults. Prior studies show that younger consumers may care more about
convenience, brand familiarity, and fast service rather than price, especially when prices
are seen to be reasonable (Ahmed et al., 2023). Furthermore, KFC always offers
promotions and bundled pricing strategies, which reduce the customers’ sensitivity to
price fairness. Therefore, price fairness plays a less important role in influencing overall
customer satisfaction compared to other factors.

The Influence of Brand Image on Customer Satisfaction

The result of our study shows that brand image is the strongest and most significant
influence on customer satisfaction, which truly supported Hypothesis 3. This finding
aligns with prior studies that highlight the role of brand image in shaping customer
satisfaction, even customers’ loyalty and emotional connection in the restaurant industry
(Krishnan et al., 2022; Nguyen et al., 2024). For an international brand like KFC, brand
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image plays a vital role in shaping customer expectations and influences how customers
judge their service experiences. A positive brand image may help to reduce the negative
impact of small service problems. It can be explained by customers with strong brand
trust are more likely to stay satisfied. This finding is supported by previous studies which
stated that brand image can be more important than price when customers decide how
satisfied they are in the fast-food sector (Ali et al., 2023). As a result, maintaining a strong
brand image is crucial for sustaining customer satisfaction at KFC Malaysia.

Practical Implications

This study provides several useful practical implications for KFC Malaysia. First and
foremost, KFC management should continue to improve their service quality across all
outlets in Malaysia. For example, they can provide training for their staff, enhance their
operational efficiency, and ensure consistent service delivery, especially during peak
hours like “buka puasa” or weekends. Earlier studies show that a high service quality
helps to increase customer satisfaction and encourage customers to have an intention
to revisit the fast-food industry (Hapsari et al., 2020). Secondly, even though price
fairness did not significantly influence customer satisfaction in this study, KFC Malaysia
should also continue to have clear pricing and transparent promotions to avoid potential
customer dissatisfaction. Prior studies indicate that unclear or inconsistent pricing
practices will reduce customer trust, even if customers think the prices are affordable
(Konuk, 2021). Lastly, due to the strong influence of brand image, KFC Malaysia should
continue their efforts in building a stronger brand image. For instance, have clear
marketing messages, active digital engagement, and improving customer experience
management. A strong brand image not only contributes to higher customer satisfaction
but also helps to support long-term competitiveness in the fast-food sector (Nguyen et
al., 2024).

CONCLUSION

The study investigated how service quality, price fairness, and brand image influence
customer satisfaction at KFC Malaysia. From these findings, it has been found that brand
image and service quality are the most influential determinants, significantly affecting the
satisfaction levels of the 200 respondents surveyed. Specifically, brand image emerged
as the strongest predictor, followed by the service quality, while price fairness did not
exhibit a significant direct effect on satisfaction. These results highlight the central role
of brand reputation and functional service delivery in shaping the dining experience for
a demographic primarily composed of students and young adults aged 18 to 25. The
overall model is statistically robust, explaining 73.9% of the variance in customer
satisfaction. The insignificance of price fairness suggests that for well-established rather
than a primary differentiator for this particular consumer segment. Regarding the
implications of the findings for KFC Malaysia, the results indicate that KFC Malaysia
should focus on the management of their brands and their services as a means of
sustaining the current high level of customer satisfaction with a satisfaction rate of 97.0%.
Since the majority of the respondents at 51.0% rely on social media and mobile apps for
information received, it is recommended that the marketing efforts should focus on
strengthening digital brand engagement to resonate with the values of the younger
generation. Additionally, given the services quality as a determinant, it is recommended
that the management should ensure consistent service standards to justify the average
spending of RM26 to RM35 per visit reported by 40.5% of the sample. For advanced
researchers and general readers, it is suggested that the future studies to see if price
fairness remains non-significant across different income levels. Additionally, researchers
are encouraged to incorporate other variables such as food quality, physical environment
or menu variety to account for the remaining 26.1% of unexplained variance in customer
satisfaction.
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LIMITATION

Although this study provides significant insights into the drivers of customer satisfaction
at KFC Malaysia, several limitations need to be acknowledged. A major limitation of this
study is the sample composition. 68.5% of respondents were students, and 58.5% were
aged between 18 and 25. Consequently, the findings essentially represent a Gen Z and
younger consumer perspective. The results may not be generalizable to older
demographics, corporate professionals, or families with different spending priorities.
Second, the study was conducted with a sample of N=200. While sufficient for basic
regression analysis, a larger and more geographically diverse sample across various
states in Malaysia would provide a more robust and comprehensive understanding of
the national consumer base. Third, this research focused on Service Quality, Price
Fairness, and Brand Image. However, other critical factors that may influence
satisfaction such as Food Quality (Taste), Location or Accessibility, and Cleanliness
were not included in the model. This is reflected in the R2 of 0.739, suggesting that
26.1% of customer satisfaction is still explained by factors outside this study.

DECLARATION OF CONFLICTING INTERESTS
The authors have declared no potential conflicts of interest concerning the study,
authorship, and/or publication of this article.

REFERENCES

Ahmed, S., Al Asheq, A., Ahmed, E., Chowdhury, U. Y., Sufi, T., & Mostofa, M. G. (2023).
The intricate relationships of consumers’ loyalty and their perceptions of service
quality, price and satisfaction in restaurant service. The TQM Journal, 35(2), 519—
539. https://doi.org/10.1108/TQM-06-2021-0158

Ali, F., Hussain, K., Konar, R., & Jeon, H. M. (2023). The effect of brand image, service
quality, and perceived value on customer satisfaction and loyalty in the food
service industry. Journal of Retailing and Consumer Services, 71, 103160.
https://doi.org/10.1016/j.jretconser.2023.103160

Al Masud, A., Haque, A., & Azam, S. M. (2018). Factors influencing customer loyalty
towards fast food restaurants: An empirical study in Malaysia. International
Tourism and Hospitality Journal, 1(3), 1-17.

Alderighi, M., Nava, C. R., Calabrese, M., Christille, J.-M., & Salvemini, C. B. (2022).
Consumer perception of price fairness and dynamic pricing: Evidence from
Booking.com. Journal of  Business Research, 145, 769-783.
https://doi.org/10.1016/j.jbusres.2022.02.045

Camilleri, M. A., & Filieri, R. (2023). Customer satisfaction and loyalty with online
consumer reviews: Factors affecting revisit intentions. International Journal of
Hospitality Management, 114, Article 103575.
https://doi.org/10.1016/j.ijhm.2023.103575

Ganatra, V., Teoh, K. B., Sapian, N. B., Kee, D. M. H., Ud, N. A. M., Zulkepli, N. D., ... &
Jaiswar, K. (2021). Contributing factors to customer loyalty in fast-food
restaurants: A study of KFC. Advances in Global Economics and Business
Journal, 2(2), 33-45.

Hapsari, R., Clemes, M. D., & Dean, D. (2020). The impact of service quality, customer
engagement and selected marketing constructs on airline passenger loyalty.
International Journal of Quality and Service Sciences, 12(1), 1-18.
https://doi.org/10.1108/IJQSS-07-2016-0048

Husna, N., Kee, D. M. H., Amirah, N. W., Syazreeza, R., Fatihah, N. A., Pandey, S.,
Agnihotri, S., & Pandey, R. (2020). How organizational management affect
employees’ motivation and service quality: A study of Kentucky Fried Chicken

30


https://www.ejournal.aibpmjournals.com/index.php/IJABIM
https://doi.org/10.1108/TQM-06-2021-0158
https://doi.org/10.1108/TQM-06-2021-0158
https://doi.org/10.1016/j.jretconser.2023.103160
https://doi.org/10.1016/j.jbusres.2022.02.045
https://doi.org/10.1016/j.ijhm.2023.103575
https://doi.org/10.1108/IJQSS-07-2016-0048

Advances in Global Economics and Business Journal (AGEBJ)
Vol. 7 No.1, pp. 20-33, June, 2026

E-ISSN: 2723-2042 P-ISSN: 2723-7133
https://lwww.agebj.org/index.php/agebj/index

(KFQ). International Journal of Applied Business and International Management,
5(2), 73-81.

Kee, D. M. H., Cordova, M., & Khin, S. (2025). The key enablers of SMEs readiness in
Industry 4.0: A case of Malaysia. International Journal of Emerging Markets,
20(3), 1042-1062. https://doi.org/10.1108/IJOEM-08-2021-1291

Kee, D. M. H., Gan, Z. W,, Chan, Y. Q., Lee, H. T., Tan, X. Y., & Lee, S. W. (2021).
Customer satisfaction and brand loyalty: A case study of Nestlé. Advances in
Global Economics and Business Journal, 2(1), 13—26.

Koay, L. K., Sanderan, P., Pong, H. L., Poon, Z. Y., Marimuthu, S., Gisca, A. P., Gupta,
M., Saxena, M., & Kee, D. M. H. (2023). Al-assisted food ordering and delivery
management system for KFC: Insights from Malaysia, Indonesia and India.
Journal of The Community Development in Asia, 6(3), 331-345.

Konuk, F. A. (2021). The impact of perceived food quality, price fairness, and brand
image on customer satisfaction and loyalty in fast-food restaurants. International
Journal of Hospitality Management, 92, 102691.
https://doi.org/10.1016/j.ijhm.2020.102691

Krishnan, A. R., Hamid, R., Lin, R. Y. S., Tanakinjal, G. H., & Rathakrishnan, B. (2022).
Making informed decisions to improve restaurant image using a hybrid MADM
approach: A case of fast-food restaurants in an island of East Malaysia.
Information, 13(5), 219. https://doi.org/10.3390/info13050219

Mubarok, E. S., Subarjo, B., Raihan, R., Wiwin, W., & Bandawaty, E. (2023).
Determinants of customer satisfaction and loyalty: Waroeng Steak Restaurant in
DKI Jakarta. Cogent Business & Management, 10(3), 2282739.
https://doi.org/10.1080/23311975.2023.2282739

Nguyen, T. T. H., Pham, H. S., & Tran, T. T. (2024). Understanding customer satisfaction
and loyalty in quick-service restaurants: Evidence from Southeast Asia. Asia
Pacific Journal of  Marketing and Logistics, 36(1), 45-62.
https://doi.org/10.1108/APJML-03-2023-0214

Lee, L. Y. Y, Xia, J. K. P., & Kee, D. M. H. (2025). Advancing sustainability reporting in
ASEAN: Insights from a systematic review (2019-2023). Corporate Social
Responsibility and  Environmental —Management, 32(4), 5238-5257.
https://doi.org/10.1002/csr.3251

Pandey, R., Ganatra, V., Jamnik, S., Goel, P., Goyal, P., Xuan, C. L., Kee, D. M. H.,
Mein, H. H., En, L. X., & Zen, L. J. (2021). An empirical study on customer
satisfaction, perception, and brand image in Starbucks Coffee in India, Asia.
International Journal of Tourism and Hospitality in Asia Pasific, 4(1), 53-63.
https://doi.org/10.32535/ijthap.v4i1.1021

Pérez-Moron, J., Madan, S., Cheu, J. Y., Kee, D. M. H., Chiy Cheong, L., Chin, R. I.,
Cheng, J., & Magaz Garcia, A. R. (2022). Effect of service quality and customer
satisfaction on customer loyalty: A case study of Starbucks in Malaysia.
International Journal of Tourism and Hospitality in Asia Pasific, 5(1), 62—-74.
https://doi.org/10.32535/ijthap.v5i1.1402

Rahman, M. A., Sulaiman, Y., Nik Mat, N. K., & Hassan, Z. (2023). What influences
customers to revisit full-service restaurants in Malaysia? WSEAS Transactions
on Business and Economics, 20, 1971-1983.
https://doi.org/10.37394/23207.2023.20.172

Rather, R. A., Tehseen, S., Itoo, M. H., & Parrey, S. H. (2022). Customer brand
identification, brand satisfaction, and brand loyalty: A study of the hospitality
sector. Journal of Hospitality and Tourism Management, 51, 190-201.
https://doi.org/10.1016/j.jhtm.2022.03.012

Rubel, M. R. B., Kee, D. M. H., & Rimi, N. N. (2025). Unpacking the eco-friendly path:
Exploring organizational green initiatives, green perceived organizational support
and employee green behavior. International Journal of Contemporary Hospitality
Management, 37(6), 2049-2071. https://doi.org/10.1108/IJCHM-03-2024-0460

31


https://www.ejournal.aibpmjournals.com/index.php/IJABIM
https://doi.org/10.32535/ijabim.v5i2.860
https://doi.org/10.1108/IJOEM-08-2021-1291
https://doi.org/10.1016/j.ijhm.2020.102691
https://doi.org/10.3390/info13050219
https://doi.org/10.1080/23311975.2023.2282739
https://doi.org/10.1080/23311975.2023.2282739
https://doi.org/10.1080/23311975.2023.2282739
https://doi.org/10.1108/APJML-03-2023-0214
https://doi.org/10.1002/csr.3251
https://doi.org/10.32535/ijthap.v4i1.1021
https://doi.org/10.32535/ijthap.v4i1.1021
https://doi.org/10.32535/ijthap.v4i1.1021
https://doi.org/10.32535/ijthap.v5i1.1402
https://doi.org/10.32535/ijthap.v5i1.1402
https://doi.org/10.32535/ijthap.v5i1.1402
https://doi.org/10.37394/23207.2023.20.172
https://doi.org/10.37394/23207.2023.20.172
https://doi.org/10.37394/23207.2023.20.172
https://doi.org/10.1016/j.jhtm.2022.03.012
https://doi.org/10.1108/IJCHM-03-2024-0460

Advances in Global Economics and Business Journal (AGEBJ)
Vol. 7 No.1, pp. 20-33, June, 2026

E-ISSN: 2723-2042 P-ISSN: 2723-7133
https://lwww.agebj.org/index.php/agebj/index

Saporna, G. C., & Claveria, R. A. (2019). Service quality dimensions as correlates of
customer satisfaction and behavioral intentions: The case of fast food restaurants
in Subang Jaya, Selangor, Malaysia. Asian Journal of Economics, Business and
Accounting, 11(1), 1-10. https://doi.org/10.9734/ajeba/2019/v11i130117

Slack, N., Singh, G., & Sharma, S. (2020). The effect of supermarket service quality
dimensions and customer satisfaction on customer loyalty and disloyalty
dimensions. International Journal of Quality and Service Sciences, 12(3), 297—
318. https://doi.org/10.1108/IJQSS-03-2019-0095

Song, N. H., Wuryaningrat, N. F., Ibrahim, A. F. M., Kee, D. M. H., Nasir, A. I. M., San,
A. L. S., George, A. R. A., & Kawung, R. (2022). Manpower and service quality
of fast-food restaurant: KFC Restaurant. Journal of the Community Development
in Asia, 5(1), 54—66. https://doi.org/10.32535/jcda.v5i1.1385

Tan, J., Zhao, Z., Ma, W., Liu, Y., & Zhao, H. (2025). Price fairness perception on online
food service platforms: A data-driven approach using fsSQCA and machine
learning. International Journal of Hospitality Management, 125, 104014.
https://doi.org/10.1016/j.ijhm.2024.104014

Xiao, A., Yang, S., & Igbal, Q. (2019). Factors affecting purchase intentions in generation
Y: An empirical evidence from fast food industry in Malaysia. Administrative
Sciences, 9(1), 4. https://doi.org/10.3390/admsci9010004

Yen, N. T. S., & Latip, M. (2024). Are customers happy? A study of satisfaction in
Sarawak’s fast-food restaurants. Sains Insani, 9(2), 440-454.

Yew, L. T., Paul, G. D., Azmi, N. A., Suimi, N. B. A., Azhar, N. H. B., Rozaidi, N. |. B.,
Indrastata, D. F., & Maulana, E. (2023). Improving performance services for
customer satisfaction: A case study of Kentucky Fried Chicken. International
Journal of Tourism and Hospitality in Asia Pasific, 6(1), 60-69.
https://doi.org/10.32535/ijthap.v6i1.2197

Xia, J. K. P., Lee, L. Y. Y., & Kee, D. M. H. (2025). Industry 5.0 meets sustainability:
Demographic drivers of battery electric vehicle adoption in Chinese Guangdong
Province in transition to cleaner energy transportation. Energy Policy, 205,
114690. https://doi.org/10.1016/j.enpol.2025.114690

Yo, P. W.,, Kee, D. M. H,, Yu, J. W., Hu, M. K,, Jong, Y. C., Ahmed, Z., Gwee, S.L.,
Gawade, O., & Nair, R. K. (2021). The influencing factors of customer satisfaction:
A case study of Shopee in Malaysia. Estudios de Economia Aplicada, 39(12), 1-
16. https://doi.org/10.25115/eea.v39i12.6839

ABOUT THE AUTHOR(S)

1st Author

Dr. Lok Yee Huei is currently a senior lecturer at Tunku Puteri Intan Safinaz School of
Accountancy, Universiti Utara Malaysia. She obtained her PhD in Financial Reporting,
Master of Economic Management, and Bachelor of Accounting from Universiti Sains
Malaysia. Her research interests include integrated reporting, corporate reporting,
corporate disclosures and business management. She has over 10 years of teaching
experience in higher learning institutions. In 2020, she received the Best Paper Award
at the 6th Asia International Conference organised by Connecting Asia. Email:
lok.yee.huei@uum.edu.my

2" Author

Chow Yi Jing is currently an undergraduate student at the School of Management,
Universiti Sains Malaysia. Email: vyijing1112@student.usm.my ORCID ID:
https://orcid.org/0009-0008-6662-1770

32


https://www.ejournal.aibpmjournals.com/index.php/IJABIM
https://doi.org/10.9734/ajeba/2019/v11i130117
https://doi.org/10.1108/IJQSS-03-2019-0095
https://doi.org/10.32535/jcda.v5i1.1385
https://doi.org/10.32535/jcda.v5i1.1385
https://doi.org/10.1016/j.ijhm.2024.104014
https://doi.org/10.3390/admsci9010004
https://www.google.com/search?q=https://doi.org/10.32535/ijthap.v6i1.2197
https://www.google.com/search?q=https://doi.org/10.32535/ijthap.v6i1.2197
https://www.google.com/search?q=https://doi.org/10.32535/ijthap.v6i1.2197
https://doi.org/10.1016/j.enpol.2025.114690
https://doi.org/10.25115/eea.v39i12.6839
mailto:lok.yee.huei@uum.edu.my
mailto:yijing1112@student.usm.my
https://orcid.org/0009-0008-6662-1770

Advances in Global Economics and Business Journal (AGEBJ)
Vol. 7 No.1, pp. 20-33, June, 2026

E-ISSN: 2723-2042 P-ISSN: 2723-7133
https://lwww.agebj.org/index.php/agebj/index

3 Author
Chin Zi Tian is currently an undergraduate student at the School of Management,
Universiti Sains Malaysia. Email: chinzitian_0531@student.usm.my

4" Author
Cui Shuchang is currently an undergraduate student at the School of Management,
Universiti Sains Malaysia. Email: cuishuchangcici@student.usm.my

5t Author
Darshana A/P Ramis is currently an undergraduate student at the School of
Management, Universiti Sains Malaysia. Email: darshanaramis@student.usm.my

6t Author
Manav Panjwani is currently an undergraduate student at Amity University, Madhya
Pradesh. Email: panjwanimanav24@gmail.com

7" Author
Medha Rastogi is currently a postgraduate student at the Institute of Management
Studies, Ghaziabad. Email: a2025pgdm4818@imsgzb.ac.in

8t Author

Dr. Daisy Mui Hung Kee is an Associate Professor at the School of Management,
Universiti Sains Malaysia. She earned her Ph.D. from the University of South Australia
and an MBA from USM. A prolific scholar, she has authored over 85 Web of Science-
indexed and 127 Scopus-indexed publications. In addition to her academic contributions,
Dr. Kee serves as the Country Director for the Association of International Business and
Professional Management (AIBPM) and the STAR Scholars Network. Email:
daisy@usm.my. ORCID ID: 0000-0002-7748-8230.

33


https://www.ejournal.aibpmjournals.com/index.php/IJABIM
mailto:chinzitian_0531@student.usm.my
mailto:cuishuchangcici@student.usm.my
mailto:darshanaramis@student.usm.my
mailto:panjwanimanav24@gmail.com
mailto:a2025pgdm4818@imsgzb.ac.in
mailto:daisy@usm.my
https://orcid.org/0000-0002-7748-8230
https://orcid.org/0000-0002-7748-8230

