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INTRODUCTION

Sustainable competitive advantage in tourism destinations increasingly depends on the strategic 
role of local gastronomic experiences (Eren, 2019; Zhu et al., 2024). Tourists' interaction with 
local culinary culture extends beyond the mere fulfillment of physiological needs; rather, it 
generates experiential, symbolic, and cultural meanings (Choe & Kim, 2018). Such interactions 
contribute to the formation of a destination image, foster emotional attachment, and influence 
future travel intentions (Lei et  al.,  2023). Recent research further demonstrates that the 
multidimensional value perceptions attributed to gastronomic experiences significantly affect 
destination image and revisit intentions (Sthapit, 2017; Zhu et al., 2024).

In this context, local restaurants provide important settings through which tourists expe-
rience destination culture and local gastronomy (Choe & Kim, 2018; Kivela & Crotts, 2006). 
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Abstract
This study aims to identify the components of customer 
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categories and conceptualized into broader themes. The 
findings reveal that customer dissatisfaction clusters 
around five main themes: service delivery and staff 
behavior, food quality and product performance, pricing 
practices and perceived value incongruity, operational 
processes—waiting experience, physical environment and 
experiential atmosphere.
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However, in today's increasingly digitalized environment, the evaluation and communication 
of these experiences to potential visitors largely occur through online review platforms. User-
generated content on platforms such as TripAdvisor, Yelp, and Google Maps has evolved into 
a powerful source of information that shapes and influences consumer decision-making pro-
cesses (Filieri et al., 2015).

Nevertheless, the objectivity and reliability of online reviews have become a prominent topic 
of scholarly debate in recent years (Mens et al., 2018). Prior research indicates that negative and 
low-rated online reviews often contain detailed accounts of complaints, service breakdowns, 
and recovery experiences, making them valuable sources for identifying recurring weak-
nesses in hospitality services (Dalgiç et al., 2016; Levy et al., 2013; Sparks & Bradley, 2017). In 
restaurant settings specifically, service failures have been shown to influence customer satis-
faction and subsequent patronage, while customer evaluations also differ between local and 
chain restaurant contexts (Norvell et al.,  2018; Yalcinkaya & Just, 2023). Mens et al.  (2018) 
showed that endogenous rating dynamics can generate systematic bias in online evaluations. 
This underscores the necessity of examining low-rated reviews more comprehensively (Hanić 
et al., 2024).

Customer evaluations differ across local and chain restaurant contexts (Yalcinkaya & 
Just, 2023). Small-scale restaurants provide a particularly relevant context for examining dis-
satisfaction because service experiences are often shaped by personalized interactions, limited 
operational resources, and less standardized processes. Compared with chain establishments, 
these characteristics may make service disruptions more visible to customers and more likely 
to influence broader evaluations of the restaurant experience.

Existing academic literature has largely concentrated on the optimistic picture generated by 
high-rated reviews and on general satisfaction factors. Although dissatisfaction, service failure, 
and negative electronic word of mouth (eWOM) have been widely discussed in hospitality and 
tourism research, their manifestation in low-rated online narratives of small-scale restaurants 
has received more limited conceptual attention. In particular, existing studies have paid insuffi-
cient attention to how such reviews signal structural breakdowns in service delivery, reveal gaps 
in expectation management, and create emotional disruption in tourists' experiential perceptions 
(Dalgiç et al., 2016). Yet, how dissatisfaction narratives reflect the operational vulnerabilities of 
small-scale restaurants—where service delivery often depends on limited resources, informal rou-
tines, and less standardized procedures—remains conceptually underdeveloped. Accordingly, 
the present study links expectation–performance discrepancy to the narrative construction of 
dissatisfaction by examining how low-rated reviews associate unmet expectations with specific 
service domains and perceived organizational weaknesses in small-scale restaurants.

This study aims to examine low-rated (1-, 2-, and 3-star) customer reviews of small-scale 
restaurants. The primary objective is to identify systematic error patterns emerging in these 
reviews and to model these patterns within the framework of service quality dimensions 
(Uslu & Eren,  2020) and customer dissatisfaction theories (Oliver,  1980). To achieve this 
aim, the study employs thematic content analysis to identify recurring complaint themes, 
meaning patterns, and service-related dissatisfaction dimensions in low-rated reviews 
(Dalgiç et al., 2016).

The main contribution of the study lies in its focus on dissatisfaction and systematic 
failures, in contrast to the existing literature, which predominantly emphasizes high-rated 
reviews and satisfaction factors. By uncovering the sources of dissatisfaction and recurring 
service failures, the study seeks to provide actionable insights for restaurant managers and 
destination marketers to improve service quality and better manage customer expectations. 
Furthermore, the findings offer an empirical contribution—within the context of small-
scale restaurants—to ongoing theoretical discussions concerning the reliability of online 
review platforms and the nature of bias within these platforms (Mens et  al.,  2018; Shen 
et al., 2021).

 15523934, 2026, 2, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/fcsr.70073 by Istanbul G

elisim
 U

niversitesi, W
iley O

nline L
ibrary on [05/11/2026]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense



       |  3 of 18
THE ANATOMY OF DISSATISFACTION IN SMALL-SCALE 
RESTAURANTS: INSIGHTS FROM ONLINE NARRATIVES

LITERATU RE REVIEW

Local food and restaurants

Local foods, which have become central to the destination experience, have emerged as 
one of the most important elements shaping tourists' overall experiences (Kovalenko 
et  al.,  2023). Within the scope of gastronomy tourism, local cuisines influence tourists' 
travel motivations and enhance the attractiveness of destinations (Zhong et  al.,  2024). 
Reis (2020), through a systematic review of studies published between 2003 and 2019 in the 
Scopus database on “local food” and “tourist experience,” emphasized that local cuisines 
serve as a sustainable source of income that provides tourists with memorable experiences 
while representing local culture. Similarly, Zhu et  al.  (2024), in their study focusing on 
Nanjing cuisine, demonstrated that tourists' perceptions of functional, social, emotional, 
cultural, and health values associated with local food experiences have positive effects on 
destination image.

The factors influencing tourists' restaurant preferences are highly diverse. In their compre-
hensive review study, Zanetta et al. (2024) identified 117 different factors affecting consumers' 
restaurant choices. These factors were grouped under main dimensions such as food quality, 
service quality, atmosphere, and price–value perception. Although the authors emphasized 
that the “food” category constitutes the most important factor, they also noted that service 
quality and atmosphere have significant effects on customer satisfaction and loyalty. Zhong 
et al. (2024), in their analysis of 2887 dining reviews posted on TripAdvisor by international 
tourists visiting Beijing, employed content analysis and statistical methods. Their findings in-
dicated that tourists' countries of origin significantly influence their overall perceptions of 
food and dining experiences in China's capital.

The consumption of local food represents not only the fulfillment of a physiological need 
for tourists, but also a means of experiencing the culture of a destination, establishing au-
thentic connections, and creating memorable experiences (Nie et al., 2025; Sthapit, 2017). In 
their study focusing on Guilin rice noodles, Nie et al. (2025) analyzed the effects of tourists' 
perceived food consumption value on destination image and purchase intention using struc-
tural equation modeling. The findings revealed that functional, social, emotional, cultural, 
and health values have significant positive effects on tourists' perceptions of destination image 
and their repurchase intention. It was also determined that perceived destination image plays 
a partial mediating role in the relationship between food consumption value and revisit inten-
tion. Therefore, even a minor operational error or deviation from authenticity in small-scale 
restaurants signifies not only the failure to satisfy a physical need, but also the disruption of 
the emotional bridge that tourists attempt to establish with the destination.

Service quality and customer (dis)satisfaction in restaurants

The measurement of service quality in restaurants has long been a central topic in the hospitality 
and tourism literature. In a critical review published in DETUROPE, Uslu and Eren (2020) 
comparatively examined several widely used service quality measurement scales, including 
SERVQUAL, SERVPERF, DINESERV, GRSERV, and CFFRSERV. The authors emphasized 
that SERVQUAL is one of the most widely adopted instruments in tourism research and that 
scales such as SERVPERF and DINESERV were developed based on this framework. However, 
existing service quality scales have been criticized for their inability to fully capture service 
dimensions specific to different types of restaurants, such as fast-food restaurants, fine-dining 
establishments, and environmentally friendly restaurants (Chen et al., 2015; Kim et al., 2009). 
Although the literature presents differing views regarding the causal relationship between 
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service quality and customer satisfaction, there is broad consensus that both are fundamental 
determinants of customer loyalty (Han & Hyun, 2018; Oliver, 1999).

Despite the widespread use of SERVQUAL, SERVPERF, and DINESERV, these scales pri-
marily focus on customer satisfaction. Customer dissatisfaction, however, is not merely the 
absence of satisfaction but a distinct construct involving both cognitive and affective dimen-
sions (Oliver, 1980). According to Expectation–Disconfirmation Theory (Oliver, 1980), dissat-
isfaction arises when perceived performance falls below customer expectations, resulting in 
negative disconfirmation. Although the present study takes established service quality dimen-
sions as its point of departure, its primary objective is to examine the service domains in which 
such negative disconfirmation is concentrated in small-scale restaurants and to identify the 
patterns through which these service failures emerge.

Dalgiç et al. (2016) examined restaurant complaints using a two-dimensional analytical ap-
proach. Through a content analysis of customer complaints regarding restaurants in Mersin 
and Hatay, the authors found that complaints were primarily clustered around four major cat-
egories: food quality, service quality, price perception, and restaurant atmosphere. Negative 
reviews, particularly those associated with low ratings, frequently emphasized unmet expec-
tations, inattentive staff, and deficiencies in food presentation. These findings provide an im-
portant foundation for understanding the systematic patterns of service failures reflected in 
low-rated customer reviews.

The role of online reviews and the problem of bias

Online review platforms have become one of the most influential sources shaping consumers' 
restaurant choices (Li et al., 2023). However, the reliability and objectivity of these reviews have 
become major topics of academic debate in recent years. In a study published in Psychological 
Science, Mens et al.  (2018) demonstrated that endogenous crowd formation in online rating 
systems creates a systematic negative bias in average ratings. Analyzing 78 million Amazon 
product ratings and 2.2 million Yelp business ratings, the authors found that products and 
businesses with higher average ratings were more likely to attract additional positive ratings 
than those with lower average ratings. This dynamic generates a systematic disadvantage for 
businesses with relatively few reviews, resulting in a pronounced negative bias.

Shen et al. (2021) examined online review bias from a broader perspective by proposing a 
multilayered framework that incorporates user-, platform-, and culture-related factors. Using 
data from Dianping.com, one of the China's largest online review platforms, they found that 
the distribution of online reviews posted by Chinese users differed substantially from that of 
Western users. In particular, the lower tendency of Chinese consumers to engage in “com-
plaining behavior” suggests that sociocultural norms, in addition to individual self-selection 
bias, play an important role in shaping online review behavior.

Li et al. (2023), in their study of restaurants in New York City, further demonstrated that 
as a restaurant's popularity increases, so does the likelihood of being targeted by competitors, 
leading to a higher incidence of fraudulent negative reviews. These findings illustrate, from 
the perspective of signaling theory, how interfirm competition is reflected in online reputa-
tion management. Such attacks pose a particularly serious threat to independent restaurants, 
which generally lack the institutional protection available to chain restaurants. The authors 
also reported that a restaurant's own reputation and the popularity of its competitors mitigate 
this effect, and that the phenomenon is considerably weaker among chain restaurants than 
among independent establishments.

Low-rated reviews (1–3 stars) represent a strategic source of data for understanding service 
failures. Such reviews directly reveal the circumstances under which customers experience dis-
satisfaction, how they frame these experiences, and which aspects of service they perceive as 
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unacceptable (Dalgiç et al., 2016; Mens et al., 2018). Whereas highly rated reviews often consist 
of general expressions of satisfaction, low-rated reviews typically contain concrete descriptions 
of service failures (e.g., “We waited 20 minutes for the bill” or “The waiter forgot our order”), 
providing rich qualitative evidence for identifying recurring patterns of service failures.

The research gap and contribution of the study

Previous studies have provided a comprehensive understanding of the influence of local food 
on destination image and tourist behavior (Choe & Kim, 2018; Eren, 2019), the relationship 
between restaurant service quality and customer satisfaction, and the role of online reviews 
in consumer decision-making (Lei et al., 2023). In addition, natural language processing and 
sentiment analysis have increasingly been employed to analyze restaurant reviews (Hanić 
et al., 2024).

Despite these advances, the existing literature exhibits three important limitations. First, 
most studies on online reviews analyze the full distribution of ratings rather than examining 
low-rated reviews as a distinct category (Lei et al., 2023). However, 1- to 3-star reviews provide 
particularly rich evidence of recurring service failures within restaurant operations. Although 
several studies have examined negative online reviews, customer complaints, and service fail-
ures in hospitality contexts (Dalgiç et al., 2016; Levy et al., 2013; Norvell et al., 2018; Sparks & 
Bradley, 2017), comparatively less attention has been given to the thematic structure of low-
rated narratives specifically within small-scale independent restaurants.

Second, the service quality literature has primarily focused on scale development and the 
relationship between service quality and customer satisfaction, while giving limited attention 
to modeling user-generated, real-time digital feedback as evidence of systematic service failure 
patterns. In particular, the cumulative and cascading nature of customer dissatisfaction has 
received relatively little attention in the context of small-scale restaurants.

Third, considering the distinctive characteristics of small-scale restaurants, including lim-
ited resources, lower levels of institutionalization, and the absence of standardized operating 
procedures, the patterns of service failures observed in these businesses are likely to differ 
from those found in large restaurant chains. Nevertheless, studies that systematically inves-
tigate the context-specific dimensions of customer dissatisfaction in small-scale restaurants 
remain scarce (Dalgiç et al., 2016).

Accordingly, this study aims to analyze low-rated online reviews through thematic content 
analysis in order to identify recurring categories of service failures and to examine how these 
patterns emerge within the context of small-scale restaurants. Beyond merely describing cus-
tomer dissatisfaction, the study seeks to contribute to the literature by conceptualizing how 
dissatisfaction arises from underlying structural vulnerabilities within small-scale restaurant 
operations.

M ETHODOLOGY

The primary aim of this study is to identify the structural components of customer dissatisfaction 
in small-scale restaurants and to model these dimensions conceptually through low-star online 
customer reviews. Rather than focusing on overall satisfaction levels commonly addressed in 
the customer satisfaction literature, the study seeks to determine the specific areas in which 
perceived service performance fails to meet customer expectations.

In this context, the research is grounded in Expectation–Disconfirmation Theory 
(Oliver,  1980) and the service quality framework (Cronin & Taylor,  1992; Parasuraman 
et al., 1988). Dissatisfaction is conceptualized as the cognitive and emotional outcome of the 
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negative discrepancy between customers' prior expectations and their experienced service per-
formance. By focusing on low-rated narratives, the study examines how this discrepancy is 
translated into concrete accounts of service breakdown, violated expectations, and perceived 
organizational incapacity within the specific context of small-scale restaurants. The study 
aims to identify the service dimensions in which these negative evaluations concentrate and 
how they cluster within this context.

The research is designed within the qualitative research paradigm. The qualitative approach 
enables the systematic examination of meaning patterns, recurring complaint categories, and 
contextual evaluations embedded in user-generated digital texts. Accordingly, the research 
design is based on document analysis and content analysis.

Research population and sample

The population of the study consists of small-scale independent restaurants operating in the 
Marmara Region of Türkiye that do not possess a chain structure, function at a local level, and 
have limited operational capacity. Within this scope, the sample comprises four restaurants 
characterized by relatively low average ratings and the availability of a sufficient number of 
low-rated textual reviews. These restaurants were selected through purposive sampling because 
they provided information-rich cases for examining dissatisfaction narratives: each met the 
criteria of being independently operated, small-scale in capacity, nonchain in structure, and 
having a sufficient number of recent low-rated textual reviews.

Only low-star rating (1- to 3-star) evaluations were included in the analysis. Additionally, 
the dataset was limited to user reviews containing textual content and written in either English 
or Turkish. Low-star reviews were deliberately selected because they tend to provide more 
detailed accounts of negative service evaluations and more explicitly reflect perceived per-
formance deficiencies. Accordingly, the analysis focused on specific areas of dissatisfaction 
rather than general expressions of satisfaction.

Data analysis

The qualitative data obtained in this study were analyzed through content analysis of low-
star (1- to 3-star) customer reviews related to small-scale restaurants. The analytical process 
was conducted using both a theory-driven and data-driven approach. In this regard, Derek 
Layder's (1998) Adaptive Theory framework was adopted, allowing the analysis to draw upon 
existing service quality literature while simultaneously enabling the development of emergent 
dissatisfaction dimensions grounded in the data.

The theoretical foundation of the analysis was based on Expectation–Disconfirmation 
Theory (Oliver,  1980) and established service quality dimensions (Cronin & Taylor,  1992; 
Parasuraman et al., 1988). However, the coding process was not restricted solely to these pre-
defined dimensions. Recurring meaning clusters identified in the data that did not have a di-
rect counterpart within the theoretical framework were also treated as independent categories.

Data analysis was conducted using MAXQDA qualitative data analysis software. Initially, 
all review texts were imported into the system, and a data cleaning process was performed 
prior to analysis. During data preparation, usernames and any potentially identifying details 
were removed from the review excerpts to ensure anonymity. Subsequently, the six-phase anal-
ysis procedure proposed by Braun and Clarke (2006) was followed. In the first phase, all re-
views were read repeatedly to achieve familiarity with the data. In the second phase, open 
coding was conducted, and meaning units expressing customer dissatisfaction were identified 
line by line. During this stage, codes were generated as closely as possible to the data, and the 
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original language of the reviews was preserved. In the third phase, codes with similar content 
were grouped to form subcategories. In the fourth phase, these subcategories were compar-
atively reviewed, and the conceptual relationships among them were examined. In the fifth 
phase, the categories were organized under higher-order themes, and the core components of 
customer dissatisfaction in small-scale restaurants were identified. Consistent with Lincoln 
and Guba's (1985) understanding of qualitative trustworthiness, the analysis was strengthened 
through repeated engagement with the review texts, independent coding of a subset of the 
data, discussion of coding differences, and systematic comparison of codes and themes with 
the original excerpts.

The systematic procedures proposed by Braun and Clarke  (2006), together with 
Layder's (1998) Adaptive Theory framework, provided a structured basis for coding, category 
development, and theme refinement. To strengthen analytical reliability, the coding process 
was conducted iteratively: codes, subcategories, and themes were repeatedly compared with 
the original review excerpts, and overlapping or ambiguous codes were refined throughout 
the analysis. A coding trail was maintained in MAXQDA, including coded segments, code 
definitions, category revisions, and analytic notes, in order to increase transparency and allow 
the analytical decisions to be traced. To assess coding reliability, a subset of the reviews was 
independently coded by two researchers. Cohen's kappa coefficient was calculated to evalu-
ate intercoder agreement, and the result indicated substantial agreement between the coders 
(κ = 0.84). Disagreements were discussed and resolved through consensus before finalizing the 
coding scheme.

In the final phase, the identified themes were supported with direct customer excerpts, and 
the scope of each theme was clearly defined. The final thematic structure was reviewed in 
terms of internal coherence, empirical grounding, and distinctiveness among themes. Thus, 
the analysis aimed to present not merely a descriptive classification but a conceptual structure 
that reveals the service domains in which dissatisfaction is concentrated. Through this ap-
proach, customer dissatisfaction was systematically modeled as recurring service performance 
deficiencies rather than as fragmented individual complaints.

RESU LTS

Table 1 shows the distribution of the 664 low-rated (1, 2, and 3 stars) online customer reviews 
analyzed in the study according to star rating, gender, location, and year of review. The 
table presents both the frequency and percentage distributions by rating category and the 
demographic and temporal characteristics of the sample in a comprehensive manner.

When examining the distribution by star rating, it is seen that 47.9% of the reviews are in the 
1-star category, 20.3% are in the 2-star category, and 31.8% are in the 3-star category. This dis-
tribution indicates that the data set predominantly contains the lowest ratings. Male users ac-
count for the highest share of total reviews (37.5%), and it is noteworthy that the proportion of 
anonymous users (35.8%) is quite close to this. Female users account for 26.7% of the reviews.

As a result of the content analysis, it was determined that low-star customer reviews of 
small-scale restaurants clustered under five main themes. The coding process began with open 
coding; recurring meaning units were grouped according to similarities in content and subse-
quently consolidated under higher-order conceptual categories. The analysis revealed that cus-
tomer dissatisfaction concentrated around the following five core dimensions (see Figure 1): 
service delivery and staff behavior, food quality and product performance, pricing practices 
and perceived value incongruity, operational processes and waiting experience, and physical 
environment and experiential atmosphere.

An examination of these themes indicates that customer dissatisfaction does not stem from 
a single service element; rather, it emerges from multidimensional performance evaluations 
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embedded within the holistic restaurant experience. The most intensive clustering was ob-
served in relation to service delivery and staff behavior, followed by negative evaluations con-
cerning food quality.

Service delivery and staff behavior

Within the scope of the analyzed data, service delivery and staff behavior emerged as the most 
prominent dimension of customer dissatisfaction in small-scale restaurants. The analyzed 
low-star reviews indicate that customers evaluate the restaurant experience not only based 
on the product offered but also through their interactions with employees. Disruptions in the 
service process, lack of attentiveness, lack of professionalism, and communication problems 
directly influence customers' overall perception of the experience. In this context, the theme is 
structured around the sub-dimensions of lack of attentiveness and courtesy, communication 
problems, errors in order coordination and service, and perceived lack of professionalism.

An examination of the reviews reveals that the relationship established between staff and 
customers is not limited to technical service provision; it also includes expectations of respect, 
clarity, and solution-oriented behavior. When service performance is perceived as weak, cus-
tomers tend to define the experience through a generalized label of a “bad restaurant.” This 
finding demonstrates that service behavior plays a decisive role in shaping the overall image 
of the establishment. Some customer statements supporting this theme are presented below:

C2: Service is the worst I have ever experienced; 1-requested Turkish Tea – not 
served, 2-charged for water and bread-was not asked if we would like still or spar-
kling water, 3-refused to cancel order for 1 dish however had to inquire at least 

TA B L E  1   Characteristics of the review sample.

Visitor characteristics N %

Gender

Male 249 37.5

Female 177 26.7

Unspecified 238 35.8

The reviewer's residence

Local (Turkey) 172 25.9

Foreign 251 37.8

Unspecified 241 36.3

Comment year

2008–2014 (Early period) 104 15.7

2015–2019 (Intensive period) 419 63.1

2020–2024 (Pandemic/post-pandemic) 116 17.5

2025–2026 (Current period) 25 3.8

Evaluation level

1 star 318 47.9

2 stars 135 20.3

3 stars 211 31.8

Total values 664 100
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3 times for status of simple pasta dish, ladies drinks not served until we asked 2 
times for status, etc… 

(Male-Country not specified).

C6: …An incompetent manager who is trying to cover up their faulup trying to 
treat like an idiot… 

(Male-Country not specified).

C15: Terrible service. Terrible waiters and tasteless food. Even when you ask 
for the bill, it takes 20-minutes to arrive, they have the nerve to answer back to 
customers… 

(Male-Country not specified).

The findings are consistent with the responsiveness and assurance dimensions of the 
DINESERV model (Kim et al., 2009; Stevens et al., 1995). However, the narratives analyzed 
in this study indicate that service failures in small-scale restaurants typically arise not from a 
single service lapse but from the simultaneous breakdown of multiple service dimensions. This 
pattern is consistent with what has been described in the literature as cascading service failure. 
Such a pattern has been documented less frequently in studies focusing on more institutional-
ized restaurant operations (Koussaifi et al., 2020).

Food quality and product performance

Food quality and product performance emerged as another prominent dimension within the 
analyzed data. As the core element of the restaurant experience, food plays a central role in 
customers' overall evaluations. An examination of low-star reviews indicates that when the 

F I G U R E  1   Dimensions of customer dissatisfaction.
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product fails to meet expectations, the narratives indicate that dissatisfaction is directly 
generalized to the entire establishment. The sub-dimensions of this main theme were identified 
as insufficient taste quality, cooking errors (overcooking/undercooking, etc.), temperature and 
freshness issues, and deficiencies in presentation and visual quality.

C14: That was the worst food I ever ate… 
(Female-Country not specified).

C145: It was a huge mistake eating there, the food was bad and delayed… 
(Gender not specified–from Turkey).

C170: The food we had here was really bad…I ordered a pizza and it was very cold 
when it got to me. My friend ordered manti and it was not up to par…do not come 
here to eat. 

(Anonymous user).

The finding aligns with the food quality dimension of the DINESERV model (Kim et al., 
2009; Stevens et  al.,  1995) and is consistent with the broader literature identifying food as 
one of the most fundamental determinants of restaurant satisfaction (Zanetta et  al.,  2024). 
However, the results suggest that tolerance for quality deviations is particularly low in small-
scale restaurants. In this sample, even relatively minor quality shortcomings could be inter-
preted by customers as indicators of broader service failure.

Pricing practices and perceived value incongruity

Another prominent dimension identified in the analysis is the incongruity between pricing 
practices and perceived value. An examination of the reviews indicates that customers perceive 
a disproportion between the price paid and the quality of the service and products received. This 
finding highlights the critical importance of price fairness and transparency, particularly in 
small-scale restaurants. This main theme is structured around the sub-dimensions of perception 
of high prices, mandatory service charge practices, lack of transparency in additional charges, 
and different pricing perception for foreigners/tourists. Customers evaluate not only the level 
of the price itself, but also whether the price is consistent with the quality delivered. When 
perceived value is low, the experience is generally categorized as “expensive and not worth it.” 
Consequently, within this sample, customer dissatisfaction appears to be strongly influenced 
not only by product or service performance, but also by perceptual evaluations of the price–
value balance. The following customer statements represent examples that contributed to the 
formation of this theme:

C1: …Five of us came for dinner. A dish was served without a price listed on the 
menu. Later, we noticed it was on the menu with a price. They added it to the total 
bill. This wasn't mentioned beforehand. No extra charge or tip… 

(Male-Country not specified).

C51: It has some nice aspects, but the prices are too high for a small business, the 
pillows are disgustingly dirty, I've never seen such surly staff—it's not worth the 
money. 

(Female-Country not specified).
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C107: …The problem is we did got stuck in this place as we waited and trusted 
them. They aren't worth your time and energy with the bad atmosphere you see at 
first and the high rating they get… 

(Male-Kuwait).

Although the original DINESERV model does not explicitly include a price–value dimen-
sion (Stevens et al., 1995), subsequent studies have demonstrated that this factor plays a critical 
role in customer satisfaction (Zanetta et  al.,  2024). The present study shows that perceived 
value incongruence in small-scale restaurants is not driven solely by price levels but is also 
shaped by factors such as perceptions of transparency and fairness. In this way, the study of-
fers a novel contribution to the existing literature within the context of small-scale restaurant 
operations.

Operational processes and waiting experience

The analysis identified operational processes and the waiting experience as another significant 
dimension within the reviewed narratives. Restaurant service is not limited to product 
quality and staff behavior; it also requires the integrated functioning of order taking, kitchen 
coordination, table management, and overall service flow. The analyzed low-star reviews 
indicate that issues particularly related to crowd management, order delays, and disruptions 
in service organization are directly associated by customers with the overall quality of the 
experience. This theme is structured around the sub-dimensions of excessive waiting time, 
order delays, and density and capacity management problems. Customer statements supporting 
this theme are presented below:

C97: The worst experience ever, I waited for 2 hours, the service is the worst I can't 
believe how rude they are. After 2 hours of waiting and no table, the least thing I 
deserve is an apology… 

(Male-Country not specified).

C103: The person in charge of assigning people to their tables was unbelievably 
rude. When we first arrived, we were informed that there was only 2 groups ahead 
of us and that we had to wait. She took down our name and just rudely pointed to 
the waiting area, without any eye contact, she pointed with a flick of the finger. 
After waiting and hearing more than 5 group names being called before us, we 
finally went up to her and asked her if she missed our name. She told us that there 
were still another 3 groups ahead us. We informed her that she had told us that 
there were only 2 people previously. Once more, she just rudely told us to just sit 
down and wait our turn, and pointed again to the waiting area. And we went back 
and sat down once more. 

(Anonymous user).

C109: Local are allowed table based on their relationships were tourists are asked 
to wait 10min then 5min then etc. till you see your self waiting for 1:30min till you 
get a table. After you have to shout for a menue and wait longer for the food to be 
served… 

(Male-Country not specified).

In the service management literature, responsiveness and service process smoothness are 
identified as key determinants of customer satisfaction (Hwang & Lambert,  2006). Studies 
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conducted in the restaurant context have also shown that long waiting times negatively affect 
perceived service quality (Noone et al., 2007). The findings of the present study are consis-
tent with this literature; however, they indicate that dissatisfaction arising from waiting times 
in small-scale restaurants rarely occurs in isolation. Rather, it tends to become more detri-
mental when combined with inattentive staff behavior or nontransparent queue management 
practices.

Physical environment and experiential atmosphere

The analysis revealed that another dimension of customer dissatisfaction relates to evaluations 
of the physical environment and experiential atmosphere. The restaurant experience is not solely 
about product and service performance; the physical layout, ambiance, and environmental 
conditions of the venue also directly influence customer perception. The analyzed comments 
show that table layout, crowd density, noise level, and overall spatial comfort play a 
significant role in the overall evaluation of the experience. This theme is structured around 
the sub-dimensions of poor spatial organization, perceived overcrowding and noise level, and 
atmosphere–expectation mismatch. Customer quotes supporting this theme are presented 
below:

C33: …The atmosphere and the food was very drab and they failed to mention that 
they charge for the bread they bring to your table whereas elsewhere this is usually 
complimentary when you order mezze… 

(Anonymous user).

C73: … What a mistake! It looked busy because of 2 very large tables which 
were clearly tour group. They left soon after we arrived leaving us and a couple 
in a huge restaurant which without diners was without atmosphere… We were 
disappointed… 

(Gender not specified–from United Arab Emirates).

C91: …The atmosphere felt artificial… 
(Gender not specified–from Sweden).

The servicescape literature demonstrates that the physical environment has a determining 
effect on customers' emotions and behaviors. Similarly, studies conducted in the restaurant 
context indicate that perceptions of spatial comfort and atmosphere are positively associated 
with customer satisfaction and revisit intention (Ryu & Jang, 2008). The findings of the pres-
ent study support this body of literature from a different perspective. In particular, negative 
evaluations related to crowding and noise suggest that even when a venue appears esthetically 
appealing, deficiencies in operational organization and comfort dimensions can lead to dis-
satisfaction. This highlights that the management of the physical environment in restaurants 
is not merely a matter of visual design, but a strategic factor influencing overall experience 
quality.

The physical environment literature demonstrates that spatial design has a significant 
influence on customer emotions and behaviors (Bitner, 1992). Research in the restaurant 
context further shows that perceptions of spatial comfort and atmospheric quality are 
positively associated with customer satisfaction and revisit intention (Ryu & Jang, 2008). 
This finding is consistent with the tangibles dimension of the DINESERV model (Kim 
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et al., 2009; Stevens et al., 1995). However, in small-scale restaurants, the physical environ-
ment appears to be evaluated not only in esthetic terms but also in relation to functional 
criteria.

CONCLUSION

Findings related to service delivery show that customers frequently evaluate small-scale 
restaurant experiences through their interactions with staff. In the analyzed narratives, 
inattentive, rude, or inconsistent staff behavior does not remain a minor interpersonal issue; 
rather, it becomes a key reference point through which customers judge the overall service 
experience. These accounts suggest that the absence of predictable service behavior may lead 
customers to perceive the establishment as poorly organized, even though the internal causes 
of such inconsistency cannot be directly observed from review data. These findings indicate 
that service consistency in small-scale restaurants may require more than individual goodwill 
(Mahasuweerachai et al., 2024) and may benefit from clearer process design.

Dissatisfaction regarding food quality in small-scale restaurants appears to be shaped by 
the failure to meet customers' fundamental expectations. An examination of the reviews in-
dicates that the issue is not the inability to meet high gastronomic expectations, but rather 
encountering a performance perceived as “below average.” Particularly in touristic settings, 
location, ambiance, and price level may raise expectations regarding basic product quality; 
when the food is perceived as tasteless, cold, poorly cooked, or inconsistent with these cues, 
dissatisfaction becomes more pronounced. In this sense, the analyzed narratives suggest that 
food-related failure is often framed less as a matter of culinary sophistication and more as a 
perceived gap between expected and delivered baseline quality.

Pricing-related dissatisfaction is expressed not only through complaints about high prices, 
but also through perceptions of unfairness, ambiguity, and insufficient transparency. More 
importantly, the analyzed narratives show that customers evaluate price in relation to the total 
value of the experience, including food quality, service behavior, waiting time, atmosphere, 
and additional charges. In this sense, perceived value incongruity emerges when the amount 
paid is seen as disproportionate to the quality, comfort, and overall experience received. Such 
evaluations intensify dissatisfaction when customers perceive that the price paid is not matched 
by the expected level of product, service, or experiential value.

Findings related to operational processes indicate that customers evaluate the service expe-
rience through the perceived continuity and predictability of the service flow. In the analyzed 
narratives, long waiting times, unclear queue management, delayed orders, and difficulties in 
receiving service or the bill are described as signs of a fragmented experience. These accounts 
do not allow direct observation of internal operational processes; however, they show how cus-
tomers interpret visible disruptions in waiting, ordering, table allocation, and service timing 
as indicators of weak coordination. Therefore, the findings point to the importance of making 
service routines more predictable and communicable to customers in order to reduce opera-
tionally driven dissatisfaction in small-scale restaurants.

The physical environment and experiential atmosphere also appear as part of the broader 
dissatisfaction structure. In the analyzed narratives, atmosphere is not evaluated merely as a 
visual or esthetic feature; rather, it becomes meaningful when associated with perceived dis-
comfort, crowding, noise, or a mismatch between expectation and experience. This suggests 
that spatial and atmospheric cues contribute to dissatisfaction insofar as they shape customers' 
sense of comfort, coherence, and overall experiential fit.

Although the findings correspond to dimensions frequently discussed in the service quality 
literature, the analyzed narratives also show that dissatisfaction is not always confined to a 
single service element. In some reviews, customers link one negative incident to other aspects 
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of the experience, such as staff behavior, waiting time, food performance, price fairness, or 
atmosphere. For example, a delay may be interpreted more negatively when accompanied by 
inattentive communication, whereas average product quality may become a stronger source 
of dissatisfaction when evaluated together with perceived overpricing or unclear additional 
charges. These examples suggest that, in some low-rated reviews, separate service problems 
become connected in customers' accounts and together contribute to a broader negative eval-
uation of the restaurant experience.

Another noteworthy point is that customers sometimes interpret recurring service problems 
as signs of insufficient professionalism or weak service organization. In the reviews, issues 
such as table management, order flow, price communication, and staff responsiveness are not 
evaluated only as separate service attributes; they are also used by customers to make sense of 
the establishment's overall reliability. However, these interpretations should be understood as 
customer perceptions rather than direct evidence of internal managerial structures. In this re-
spect, the study contributes to the literature by showing how dissatisfaction narratives connect 
visible service disruptions with broader judgments about service organization in small-scale 
restaurants.

Finally, another dimension that emerged in some reviews, yet could not be directly placed 
under the main themes, is the feeling of being treated as a “burden” rather than a “guest.” Such 
experiences are associated less with technical service performance and more with the cultural 
and managerial reflexes of the establishment. Accordingly, part of the failure in small-scale 
restaurants appears to stem not from technical deficiencies, but from a weak institutionalized 
understanding of hospitality.

Theoretical and practical implications

The classical service quality literature has generally progressed through a focus on satisfaction 
and the production of positive experiences. In the restaurant context, dimensions such as food, 
service, and atmosphere are frequently tested. However, studies examining how dissatisfaction 
emerges in small-scale restaurants—particularly those grounded in user narratives—remain 
relatively limited. By conceptualizing the components of dissatisfaction in small-scale 
restaurants through low-rated evaluations, this study makes more visible the “logic of negative 
experience production,” which is often overlooked in satisfaction-centered frameworks.

Focusing on negative cases does not simply reveal the conditions under which ratings de-
cline; rather, it provides insight into how customers categorize an experience as “failed,” which 
evaluative cues they use as justification, and how they attribute responsibility to staff behav-
ior, service flow, product quality, pricing practices, or the overall atmosphere. This approach 
aligns with content analysis studies that map user-generated content (UGC) to identify eval-
uative patterns (Ogretmenoglu et  al.,  2023) and offers a useful lens for understanding how 
dissatisfaction is narratively constructed in small-scale restaurant experiences.

Low-rated narratives may have reputational implications for small-scale restaurants be-
cause such evaluations are publicly accessible and may be encountered by potential customers 
during online decision-making. However, the present study does not directly measure reputa-
tional outcomes, digital visibility, or differences between small-scale and chain restaurants. 
Therefore, these implications should be interpreted as context-sensitive indications of poten-
tial reputational vulnerability rather than as comparative evidence of higher reputational risk.

One of the most important practical implications of this research is that many dissatis-
faction triggers in small-scale restaurants may be addressed through customer-visible stan-
dardization rather than through large-scale investment. In this context, standardization 
should not be understood only as an internal managerial procedure. What matters for cus-
tomers is often the visible side of standardization: whether they know how the queue works, 
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when they will be seated, why an order is delayed, what they will pay, and whom they should 
contact when a problem occurs. Therefore, small-scale restaurants can develop simple and 
visible mini-protocols, such as clear menu information, basic waiting rules, staff role clarity 
at the service encounter, and consistent explanations during disruptions. Even a one-page 
task or workflow chart may help customers interpret the service process as more controlled, 
predictable, and fair.

Conversely, pricing communication should be treated as a core component of service man-
agement rather than as a purely financial issue. The findings suggest that dissatisfaction may 
intensify when customers perceive hidden charges, unclear service fees, or inconsistencies be-
tween the price paid and the value received. Small-scale restaurants should therefore commu-
nicate menu prices, service charges, and any additional costs clearly before ordering. Such 
transparency may reduce expectation mismatches and help preserve customers' sense of fair-
ness and trust, particularly in tourist-oriented settings where price ambiguity can easily be 
interpreted as opportunistic behavior.

Businesses should treat low-rated online reviews not with a defensive reflex, but as an op-
erational diagnostic tool. When negative reviews are regularly categorized and analyzed on a 
monthly basis, recurring weak points can be identified at an early stage. In this context, im-
plementing a “review monitoring and feedback meeting” practice may be beneficial for small 
restaurants. Discussing only low-rated evaluations within the team once a month has the poten-
tial to transform the abstract concept of satisfaction into concrete behavioral improvements.

Beyond individual restaurants, the findings have implications for destination-level manage-
ment. In tourism areas, small-scale restaurants collectively shape visitors' perceptions of the 
local dining experience. Destination managers, local tourism authorities, or professional asso-
ciations can therefore support small restaurants by offering short training modules on review 
management, transparent pricing, waiting-time communication, and basic service recovery. 
Such collective support may be especially useful for small businesses that lack formal human 
resource departments or professional customer-experience systems. In this sense, reducing 
dissatisfaction in small-scale restaurants is not only an individual business issue but also a 
component of destination experience management.

Limitations and future research

Although this study provides important insights into customer dissatisfaction in small-scale 
restaurants, it is subject to several limitations. First, the analysis is based solely on voluntarily 
posted online customer reviews. This creates a potential self-selection bias, as individuals 
who leave reviews may systematically differ from those who do not. For instance, users who 
have had particularly negative or intense experiences, or who are more inclined to share their 
opinions publicly, may be more likely to post reviews. Therefore, the findings may not fully 
represent the entire spectrum of customer experiences.

Second, the analysis focuses exclusively on low-rated (1- to 3-star) reviews. Although this 
methodological choice allows for an in-depth examination of dissatisfaction drivers, it does 
not permit a comparative analysis with positive reviews from the same restaurants. As a result, 
the study identifies factors contributing to dissatisfaction but cannot simultaneously contrast 
them with satisfaction-inducing elements. Future research could provide more comprehensive 
insights by comparing high- and low-rated reviews within the same restaurant context.

Third, the study is limited to four small-scale restaurants operating in the Marmara Region 
of Türkiye and to online reviews posted within a specific time frame. This limits the extent to 
which the findings can be generalized beyond the specific empirical context of the study. Data 
from different countries, cultural contexts, platform environments, or restaurant segments 
may reveal different patterns of customer dissatisfaction.
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Fourth, the analysis is based on text-driven thematic content analysis. The dataset does 
not include sufficient information on visit purpose, group size, time of day, restaurant oc-
cupancy, prior expectations, previous familiarity with the establishment, or the immediate 
circumstances of the service encounter. Therefore, the situational conditions under which dis-
satisfaction narratives were produced could not be systematically examined.

Fifth, the study does not include a comparison group consisting of higher-rated small-scale 
restaurants or large-scale/chain restaurants. This limitation makes it difficult to determine 
whether the observed patterns are specific to low-rated small-scale establishments or reflect 
broader restaurant experiences. Future studies comparing restaurants across different rating 
levels and organizational scales could better distinguish context-specific dissatisfaction driv-
ers from more general patterns.

Finally, this study adopts a qualitative and exploratory design. Although qualitative data 
allow for an in-depth understanding of the phenomenon, it does not, on its own, enable the 
establishment of causal relationships. Accordingly, future research employing mixed-method 
approaches or larger-scale quantitative designs is recommended to validate and extend the 
present findings.

AU T HOR CON TR I BU T IONS
Kartal Doğukan Çıkı planned the study, wrote the methodology section, conducted the data 
analysis, and contributed to revising the manuscript for publication. Erhan Nuh Öztürk wrote 
the literature review, collected the data, and contributed to revising the manuscript for publi-
cation. All authors reviewed and approved the final version of the manuscript.

F U N DI NG I N FOR M AT ION
The author(s) received no financial support for the research, authorship, and/or publication of 
this article.

CON F LICT OF I N T ER E ST STAT EM EN T
The author(s) declared no potential conflicts of interest with respect to the research, authorship, 
and/or publication of this article.

DATA AVA I LA BI LI T Y STAT EM EN T
The data that support the findings of this study are available from the corresponding author 
upon reasonable request.

CONSEN T
Informed consent was not required.

DECLA R AT ION OF LA RGE LA NGUAGE MODEL
The authors used large language model (LLM) tools to improve the grammar, clarity, and 
translation quality of the manuscript. All content generated by these tools was thoroughly 
reviewed and edited by the authors to ensure accuracy and integrity.

ORCI D
Kartal Doğukan Çiki   https://orcid.org/0000-0002-8307-8561 
Erhan Nuh Öztürk   https://orcid.org/0000-0001-5070-8195 

R E F ER E NC E S
Bitner, M. J. (1992). Servicescapes: The impact of physical surroundings on customers and employees. Journal of 

Marketing, 56(2), 57–71. https://​doi.​org/​10.​1177/​00222​42992​05600205

 15523934, 2026, 2, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/fcsr.70073 by Istanbul G

elisim
 U

niversitesi, W
iley O

nline L
ibrary on [05/11/2026]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense

https://orcid.org/0000-0002-8307-8561
https://orcid.org/0000-0002-8307-8561
https://orcid.org/0000-0001-5070-8195
https://orcid.org/0000-0001-5070-8195
https://doi.org/10.1177/002224299205600205


       |  17 of 18
THE ANATOMY OF DISSATISFACTION IN SMALL-SCALE 
RESTAURANTS: INSIGHTS FROM ONLINE NARRATIVES

Braun, V., & Clarke, V. (2006). Using thematic analysis in psychology. Qualitative Research in Psychology, 3(2), 
77–101. https://​doi.​org/​10.​1191/​14780​88706​qp063oa

Chen, C.-T., Cheng, C.-C., & Hsu, F.-S. (2015). GRSERV scale: An effective tool for measuring consumer perceptions 
of service quality in green restaurants. Total Quality Management & Business Excellence, 26(3–4), 355–367. 
https://​doi.​org/​10.​1080/​14783​363.​2013.​832478

Choe, J. Y., & Kim, S. (2018). Effects of tourists' local food consumption value on attitude, food destination image, 
and behavioral intention. International Journal of Hospitality Management, 71, 1–10. https://​doi.​org/​10.​1016/j.​
ijhm.​2017.​11.​007

Cronin, J. J., & Taylor, S. A. (1992). Measuring service quality: A reexamination and extension. Journal of Marketing, 
56(3), 55–68. https://​doi.​org/​10.​1177/​00222​42992​05600304

Dalgiç, A., Güler, O., & Birdir, K. (2016). Analysing restaurant complaints available at tripadvisor.com: A study on 
local food restaurants located in Mersin and Hatay. Journal of Tourism and Gastronomy Studies, 4(Special 1), 
153–173. https://​doi.​org/​10.​21325/​​jotags.​2016.​28

Eren, R. (2019). Turkey's food image, travelers' revisit intention and tourist expenditures. Anais Brasileiros de Estudos 
Turísticos, 9(1, 2), 27130. https://​doi.​org/​10.​34019/​​2238-​2925.​2019.​v9.​27130​

Filieri, R., Alguezaui, S., & McLeay, F. (2015). Why do travelers trust TripAdvisor? Antecedents of trust towards 
consumer-generated media and its influence on recommendation adoption and word of mouth. Tourism 
Management, 51, 174–185. https://​doi.​org/​10.​1016/j.​tourm​an.​2015.​05.​007

Han, H., & Hyun, S. S. (2018). Role of motivations for luxury cruise traveling, satisfaction, and involvement in 
building traveler loyalty. International Journal of Hospitality Management, 70, 75–84. https://​doi.​org/​10.​1016/j.​
ijhm.​2017.​10.​024

Hanić, S., Babac, M. B., Gledec, G., & Horvat, M. (2024). Comparing machine learning models for sentiment anal-
ysis and rating prediction of vegan and vegetarian restaurant reviews. Compute, 13(10), 248. https://​doi.​org/​10.​
3390/​compu​ters1​3100248

Hwang, J., & Lambert, C. U. (2006). Customers' identification of acceptable waiting times in a multi-stage restaurant 
system. Journal of Foodservice Business Research, 8(1), 3–16. https://​doi.​org/​10.​1300/​J369v​08n01_​02

Kim, W. G., Ng, C. Y. N., & Kim, Y. (2009). Influence of institutional DINESERV on customer satisfaction, return 
intention, and word-of-mouth. International Journal of Hospitality Management, 28(1), 10–17. https://​doi.​org/​10.​
1016/j.​ijhm.​2008.​03.​005

Kivela, J., & Crotts, J. C. (2006). Tourism and gastronomy: Gastronomy's influence on how tourists experience a des-
tination. Journal of Hospitality and Tourism Research, 30(3), 354–377. https://​doi.​org/​10.​1177/​10963​48006​286797

Koussaifi, H., Hart, D. J., & Lillystone, S. (2020). Customer complaint journey mapping: A qualitative approach. 
British Food Journal, 122(12), 3711–3726. https://​doi.​org/​10.​1108/​BFJ-​11-​2019-​0849

Kovalenko, A., Dias, Á., Pereira, L., & Simões, A. (2023). Gastronomic experience and consumer behavior: 
Analyzing the influence on destination image. Food, 12(2), 315. https://​doi.​org/​10.​3390/​foods​12020315

Layder, D. (1998). Sociological practice: Linking theory and social research. Sage.
Lei, Z., Yin, D., & Zhang, H. (2023). Positive or negative reviews? Consumers' selective exposure in seeking and 

evaluating online reviews. Journal of the Association for Information Systems, 24(4), 1162–1183. https://​doi.​org/​
10.​17705/​​1jais.​00823​

Levy, S. E., Duan, W., & Boo, S. (2013). An analysis of one-star online reviews and responses in the Washington, DC, 
lodging market. Cornell Hospitality Quarterly, 54(1), 49–63. https://​doi.​org/​10.​1177/​19389​65512​464513

Li, Y., Zhang, Z., Pedersen, S., Liu, X., & Zhang, Z. (2023). The influence of relative popularity on negative fake 
reviews: A case study on restaurant reviews. Journal of Business Research, 162, 113895. https://​doi.​org/​10.​1016/j.​
jbusr​es.​2023.​113895

Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic inquiry. Sage.
Mahasuweerachai, P., Suttikun, C., & Bicksler, W. H. (2024). Green or greed? Generational perspectives of sustain-

ability claims in restaurants. Family and Consumer Sciences Research Journal, 52(3), 163–177. https://​doi.​org/​
10.​1111/​fcsr.​12500​

Mens, G. L., Kovács, B., Avrahami, J., & Kareev, Y. (2018). How endogenous crowd formation undermines the wis-
dom of the crowd in online ratings. Psychological Science, 29(9), 1475–1490. https://​doi.​org/​10.​1177/​09567​97618​
775080

Nie, X., Su, S., Zhao, W. M., Guan, J., & Liu, R. (2025). Examining the effects of food consumption value and food 
image on tourists' intention to purchase Guilin rice noodles. Journal of China Tourism Research, 21(2), 601–622. 
https://​doi.​org/​10.​1080/​19388​160.​2024.​2382713

Noone, B. M., Kimes, S. E., Mattila, A. S., & Wirtz, J. (2007). The effect of meal pace on customer satisfaction. Cornell 
Hotel and Restaurant Administration Quarterly, 48(3), 231–244. https://​doi.​org/​10.​1177/​00108​80407​304020

Norvell, T., Kumar, P., & Dass, M. (2018). The long-term impact of service failure and recovery. Cornell Hospitality 
Quarterly, 59(4), 376–389. https://​doi.​org/​10.​1177/​19389​65518​762835

Ogretmenoglu, M., Ciki, K. D., Kesici, B., & Akova, O. (2023). Components of tourists' palace cuisine dining expe-
riences: The case of ottoman-concept restaurants. Journal of Hospitality and Tourism Insights, 6(5), 2610–2627. 
https://​doi.​org/​10.​1108/​JHTI-​06-​2022-​0228

 15523934, 2026, 2, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/fcsr.70073 by Istanbul G

elisim
 U

niversitesi, W
iley O

nline L
ibrary on [05/11/2026]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense

https://doi.org/10.1191/1478088706qp063oa
https://doi.org/10.1080/14783363.2013.832478
https://doi.org/10.1016/j.ijhm.2017.11.007
https://doi.org/10.1016/j.ijhm.2017.11.007
https://doi.org/10.1177/002224299205600304
https://doi.org/10.21325/jotags.2016.28
https://doi.org/10.34019/2238-2925.2019.v9.27130
https://doi.org/10.1016/j.tourman.2015.05.007
https://doi.org/10.1016/j.ijhm.2017.10.024
https://doi.org/10.1016/j.ijhm.2017.10.024
https://doi.org/10.3390/computers13100248
https://doi.org/10.3390/computers13100248
https://doi.org/10.1300/J369v08n01_02
https://doi.org/10.1016/j.ijhm.2008.03.005
https://doi.org/10.1016/j.ijhm.2008.03.005
https://doi.org/10.1177/1096348006286797
https://doi.org/10.1108/BFJ-11-2019-0849
https://doi.org/10.3390/foods12020315
https://doi.org/10.17705/1jais.00823
https://doi.org/10.17705/1jais.00823
https://doi.org/10.1177/1938965512464513
https://doi.org/10.1016/j.jbusres.2023.113895
https://doi.org/10.1016/j.jbusres.2023.113895
https://doi.org/10.1111/fcsr.12500
https://doi.org/10.1111/fcsr.12500
https://doi.org/10.1177/0956797618775080
https://doi.org/10.1177/0956797618775080
https://doi.org/10.1080/19388160.2024.2382713
https://doi.org/10.1177/0010880407304020
https://doi.org/10.1177/1938965518762835
https://doi.org/10.1108/JHTI-06-2022-0228


18 of 18  |      FAMILY AND CONSUMER SCIENCES RESEARCH JOURNAL

Oliver, R. L. (1980). A cognitive model of the antecedents and consequences of satisfaction decisions. Journal of 
Marketing Research, 17(4), 460. https://​doi.​org/​10.​2307/​3150499

Oliver, R. L. (1999). Whence consumer loyalty? Journal of Marketing, 63, 33–44. https://​doi.​org/​10.​1177/​00222​42999​
0634s105

Parasuraman, A., Zeithaml, V. A., & Berry, L. L. (1988). SERVQUAL: A multiple-item scale for measuring consumer 
perceptions of service quality. Journal of Retailing, 64(1), 12–40.

Reis, R. R. V. D. (2020). Produtos alimentares locais como vetores da experiência turística: uma revisão da litera-
tura. Research Society and Development, 9(7), e294974193. https://​doi.​org/​10.​33448/​​rsd-​v9i7.​4193

Ryu, K. (S.), & Jang, S. (2008). DINESCAPE: A scale for customers' perception of dining environments. Journal of 
Foodservice Business Research, 11(1), 2–22. https://​doi.​org/​10.​1080/​15378​02080​1926551

Shen, X., Pan, B., Hu, T., Chen, K., Qiao, L., & Zhu, J. (2021). Beyond self-selection: The multilayered online review 
biases at the intersection of users, platforms and culture. Journal of Hospitality and Tourism Insights, 4(1), 77–97. 
https://​doi.​org/​10.​1108/​jhti-​02-​2020-​0012

Sparks, B. A., & Bradley, G. L. (2017). A “triple a” typology of responding to negative consumer-generated online 
reviews. Journal of Hospitality and Tourism Research, 41(6), 719–745.

Stevens, P., Knutson, B., & Patton, M. (1995). Dineserv: A tool for measuring service quality in restaurants. Cornell 
Hotel and Restaurant Administration Quarterly, 36(2), 56–60. https://​doi.​org/​10.​1177/​00108​80495​03600226

Sthapit, E. (2017). Exploring tourists' memorable food experiences: A study of visitors to Santa's official hometown. 
Anatolia, 28(3), 404–421. https://​doi.​org/​10.​1080/​13032​917.​2017.​1328607

Uslu, A., & Eren, R. (2020). Critical review of service quality scales with a focus on customer satisfaction and loyalty 
in restaurants. DETUROPE, 12(1), 64–84. https://​doi.​org/​10.​32725/​​det.​2020.​004

Yalcinkaya, B., & Just, D. R. (2023). Comparison of customer reviews for local and chain restaurants: Multilevel 
approach to Google reviews data. Cornell Hospitality Quarterly, 64(1), 63–73. https://​doi.​org/​10.​1177/​19389​65522​
1102388

Zanetta, L. D., Xavier, M. C., Hakim, M. P., Stedefeldt, E., Zanin, L. M., Medeiros, C. O., & Da Cunha, D. T. (2024). 
How does the consumer choose a restaurant? An overview of the determinants of consumer satisfaction. Food 
Research International, 186, 114369. https://​doi.​org/​10.​1016/j.​foodr​es.​2024.​114369

Zhong, L., Liu, J., Morrison, A. M., & Yang, L. (2024). Peking duck, anyone? An analysis of international tour-
ist food perceptions and influence factors. International Journal of Gastronomy and Food Science, 37, 100980. 
https://​doi.​org/​10.​1016/j.​ijgfs.​2024.​100980

Zhu, Y., Zhu, L., & Weng, L. (2024). How do tourists' value perceptions of food experiences influence their perceived 
destination image and revisit intention? A moderated mediation model. Food, 13(3), 412. https://​doi.​org/​10.​3390/​
foods​13030412

How to cite this article: Çiki, K. D., & Öztürk, E. N. (2026). The anatomy of 
dissatisfaction in small-scale restaurants: Insights from online narratives. Family and 
Consumer Sciences Research Journal, 55, e70073. https://doi.org/10.1002/fcsr.70073

 15523934, 2026, 2, D
ow

nloaded from
 https://onlinelibrary.w

iley.com
/doi/10.1002/fcsr.70073 by Istanbul G

elisim
 U

niversitesi, W
iley O

nline L
ibrary on [05/11/2026]. See the T

erm
s and C

onditions (https://onlinelibrary.w
iley.com

/term
s-and-conditions) on W

iley O
nline L

ibrary for rules of use; O
A

 articles are governed by the applicable C
reative C

om
m

ons L
icense

https://doi.org/10.2307/3150499
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.1177/00222429990634s105
https://doi.org/10.33448/rsd-v9i7.4193
https://doi.org/10.1080/15378020801926551
https://doi.org/10.1108/jhti-02-2020-0012
https://doi.org/10.1177/001088049503600226
https://doi.org/10.1080/13032917.2017.1328607
https://doi.org/10.32725/det.2020.004
https://doi.org/10.1177/19389655221102388
https://doi.org/10.1177/19389655221102388
https://doi.org/10.1016/j.foodres.2024.114369
https://doi.org/10.1016/j.ijgfs.2024.100980
https://doi.org/10.3390/foods13030412
https://doi.org/10.3390/foods13030412
https://doi.org/10.1002/fcsr.70073

	The anatomy of dissatisfaction in small-scale restaurants: Insights from online narratives
	Abstract
	INTRODUCTION
	LITERATURE REVIEW
	Local food and restaurants
	Service quality and customer (dis)satisfaction in restaurants
	The role of online reviews and the problem of bias
	The research gap and contribution of the study

	METHODOLOGY
	Research population and sample
	Data analysis

	RESULTS
	Service delivery and staff behavior
	Food quality and product performance
	Pricing practices and perceived value incongruity
	Operational processes and waiting experience
	Physical environment and experiential atmosphere

	CONCLUSION
	Theoretical and practical implications
	Limitations and future research

	AUTHOR CONTRIBUTIONS
	FUNDING INFORMATION
	CONFLICT OF INTEREST STATEMENT
	DATA AVAILABILITY STATEMENT
	CONSENT
	DECLARATION OF LARGE LANGUAGE MODEL
	ORCID
	REFERENCES


