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Abstract 
Customer loyalty is one of the main goals of fastfood brands. In an industry where stiff 

inter-brand competition exists and customer preferences regularly change, fastfood brands need to 
monitor the preferences of their customers. The biggest customer segment for fastfood brands now 
is Generation Z, and companies are taking a closer look at their behavior in order to maintain their 
loyalty. To contribute to the understanding of the behavior of Generation Z customers in the fastfood 
market, this paper explored the factors that these customers consider when developing loyalty to a 
fastfood brand and the moderating effects of gender and income. Spearman’s Rank Correlation test, 
Linear and Multiple Regression analysis were used to examine the relationships between the direct 
factors contributing to customer loyalty and the effect of the moderating variables. Findings reveal 
that Generation Z customers find customer satisfaction, brand trust, brand image and self-congruity 
as important factors when forming loyalty to a certain fastfood brand. Moreover, income did not 
moderate any of the relationships of these factors and customer loyalty. Gender was found to 
moderate only the customer satisfaction-customer loyalty and brand image-customer loyalty 
relationships.  Accordingly, females have lower average customer satisfaction and brand image 
scores than male Generation Z customers. 
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1. Introduction 

One of the main goals of business is to increase and maintain customer loyalty and 
consequently market share (Kotler, 2000). Customer loyalty is defined as a “deeply held 
commitment to re-buy or re-patronise a preferred product/service consistently in the future, 
thereby, causing repetitive same brand set purchasing, despite situational influences and 
marketing efforts having the potential to cause switching behaviour” (Oliver, 1999). It is an 
essential marketing concept with vital managerial implications. First, it holds bearing on the 
level of customer satisfaction and continued patronage (Kotler & Keller, 2011). Second, it 
enables a brand to withstand competition within an industry by increasing perceived switching 
costs and real product differences. Customer loyalty is relevant to market share as it is an 
indicator of such and is a useful tool in monitoring market-share movements across an industry 
(Keller, 2013; Kotler, 2000). 

An industry that substantially thrives on customer loyalty and is considered as one of 
the biggest sectors that greatly contributes to the Philippine economy is the fastfood sector 
(Bureau, 2012). According to Datamonitor’s Foodservice Analyzer from January 2012, the 
foodservice industry in the Philippines has a Compound Annual Growth Rate (CAGR) of 
7.06%. In 2010, it has made 6,394.96 Million US Dollars and was expected to grow to 8,220.03 
Million US Dollars in 2014. Several studies have been conducted but no exact model identifies 
all the specific and relevant factors that directly influence customer loyalty in the fastfood 
industry. Literature has however repeatedly identified customer satisfaction (Abd Rashid, 
Abdullah, & Yusuf, 2015; Abd Rashid, Abdullah, Yusuf, & Shaari, 2016; Asgari, Nezakati, & 
Kuan, 2011; Bhattacharya, Mishra, & Sengupta, 2011; Bukhari, 2015; Haghidi, Dorosti, 
Rahnama, & Hoseinpour, 2012; Jin, Line, & Goh, 2013; Olise, Okoli, & Ekeke, 2015; Sahagun 
& Vasquez-Parraga, 2014), brand trust (Asgari et al., 2011; Ling, Mun, & Ling, 2011; Sahagun 
& Vasquez-Parraga, 2014), brand image (Bhattacharya et al., 2011; Ling et al., 2011) and self-
congruity (Jit, Mann, & Rawat, 2016; Mahjoub, Kordnaeij, & Moayad, 2015; Mohd & Ariffin, 
2016; Shamah, Mason, Moretti, & Raggiotto, 2017) as direct contributors. Studies have also 
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found that gender and income influence the link between these factors and customer loyalty 
(Saad, Ishak, & Johari, 2013; Srivastava, 2015). 

Recent global market reports have pointed to a struggle in the fastfood industry with its 
younger market (Divon, 2014; Strom, 2013). This is troublesome since, in the Philippines, the 
younger segment which is primarily composed of Generation Z represents the largest market 
value. Based on Datamonitor’s Market Data Analytics, the food consumption market value by 
ages 0 to 14 in 2010 was 24%, more than any other age group. The size of Generation Z 
customers reveals its potential and power as a significant market opportunity for fastfood 
retailers.  

But fastfood brands are finding it increasingly difficult to lure young customers and 
maintain their interest (Merriman, 2015; Strom, 2013). Studies show that because of strong 
competition, problems with customer satisfaction and the market’s changing preferences, 
fastfood operators are experiencing unexpected changes in their patronage and consequently 
their revenue and profit margins (Ling, Mun, & Ling, 2011; Sahagun & Vasquez-Parraga, 
2014). The changing market preferences are partly attributed to the buying and eating habits of 
younger generations. It appears that Generation Z customers are price and health conscious, 
prefer cafes and coffee shops over fastfood outlets, want technology and Wi-Fi enabled eating 
locations and generally distrustful of fastfood brands because of their image as producers of 
unhealthy food (Bodker, 2017; Peterson, 2014; Pickard, 2017; Taylor, 2017). Their distinct 
preferences have made strong fast food brands such as McDonalds struggle with sales and new 
and recently launched brands succeed beyond expectations (Bye, 2016).  

The change in customer preferences and significance of Generation Z now and in the 
future more so has made it clear that in order for fast food operators to remain competitive is 
to monitor young customers’ buying behavior and develop appropriate strategies. This is to 
capitalize on the market opportunity of Generation Z and remain relevant to them. Hence, there 
is a need for fastfood retailers to study Generation Z customers and understand their buying 
behavior now. More importantly, managers should know what makes this market segment loyal 
to a brand and the certain factors that impact loyalty the most. The need for this information is 
urgent so as not to miss market opportunities simply because fastfood retailers could not stay 
relevant and in touch with their younger market (Weikel, 2014). Fastfood companies and 
managers must be ahead of the expected shifts that will take place in the industry as a result of 
Generation Z growing to become the global marketplace’s largest customer segment.  

In the Philippines, such information is not readily available to fastfood retailers. Most 
of the current data in literature reflects foreign markets that may in some aspects resemble the 
Philippine market and in some aspects not. This study responds to the information gap and 
examines customer loyalty among Generation Z in order to guide fastfood retailers and 
managerial decision making in adjusting accordingly to this customer segment.  

This paper explores factors affecting customer loyalty among Generation Z fastfood 
customers by examining the following research questions: 

1. What are the relationships between customer satisfaction, brand trust, brand image, 
self-congruity and customer loyalty? 

2. What are the moderating roles of gender and income in these relationships? 
The objectives of the study are: 
1. Explain the relationships between customer satisfaction, brand trust, brand image, 

self-congruity and customer loyalty; 
2. Explain the moderating roles of gender and income in these relationships. 

 
2. Framework 

The conceptual framework of this study builds on the Framework for Customer Loyalty 
of Dick and Basu (1994), but is limited to the attitudinal factors and the loyalty relationship. It 



 

16 
 

does not include social norms and situational factors because they are not considered as direct 
drivers of loyalty according to the model and do not contribute to the attitude formation of the 
customer.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Figure 1. Conceptual Framework  
 

The literature review has uncovered that customer satisfaction, brand trust, brand image 
and self-congruity are direct contributors to customer’s attitude and loyalty in the fastfood 
industry. In this study, customer satisfaction refers to the satisfaction gained from the product-
based transaction and includes the measures product quality, service quality, store features and 
pricing. Brand trust refers to the belief that the brand is credible and trustworthy. It is measured 
through conative and cognitive factors. Brand image is the bundle of perceptions the customer 
has of a brand. It is measured by evaluating the perception of corporate identity, reputation, 
physical environment, service offering and contact personnel. Self-congruity is the congruence 
between the brand image and the customer’s self-image that leads to brand preference. This is 
evaluated on actual congruity, ideal congruity, social congruity and ideal-social congruity. All 
four factors directly affect customer loyalty, which is measured through cognitive, conative 
and affective components. Finally, the relationships between these factors and customer loyalty 
is moderated by gender and income.  

This study was conducted on undergraduate students from MSU-IIT in Iligan City, 
Lanao del Norte. Undergraduate students were selected in specific because they fit the 
Generation Z target respondents group. Moreover, MSU-IIT has a diverse student body that 
represents different income and ethnic groups found within the Philippines. It is one of the 
largest educational institutions in Mindanao, with a student population exceeding 7,000. It is 
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located in an urban city and surrounded by all the top fastfood brands in the Philippines. It is 
for these reasons that MSU-IIT was found to be a suitable location for the conduct of this study. 
 The assumptions held in this study are: 

1. Customer satisfaction does not influence customer loyalty of Generation Z 
customers (Peterson, 2014). 

2. Brand trust does not influence customer loyalty of Generation Z customers (Bodker, 
2017). 

3. Brand image does not influence customer loyalty of Generation Z customers 
(Bodker, 2017). 

4. Self-congruity does not influence customer loyalty of Generation Z customers (Bye, 
2016). 

5. Gender and income do not influence the relationships between customer 
satisfaction, brand trust, brand image, self-congruity and customer loyalty of 
Generation Z customers (Afonso et al., 2017) 

 
The following hypotheses were tested in the study: 
Ho1: Customer satisfaction in terms of product quality, service quality, store design 

and pricing does not significantly influence customer loyalty among Generation Z 
student of MSU-IIT. 

Ha1: Customer satisfaction in terms of product quality, service quality, store design and 
pricing significantly influences customer loyalty among Generations Z students of 
MSU-IIT. 

Ho2: Brand trust does not significantly influence customer loyalty among Generation 
Z students of MSU-IIT. 

Ha2: Brand trust significantly influences customer loyalty among Generation Z 
students of MSU-IIT. 

Ho3: Brand image does not significantly influence customer loyalty among Generation 
Z students of MSU-IIT. 

Ha3: Brand image significantly influences customer loyalty among Generation Z 
students of MSU-IIT. 

Ho4: Self-congruity does not significantly influence customer loyalty among 
Generation Z students of MSU-IIT. 

Ha4: Self-congruity significantly influences customer loyalty among Generation Z 
students of MSU-IIT. 

Ho5: Gender significantly influences the relationships between customer satisfaction, 
brand trust, brand image, self-congruity and customer loyalty. 

Ha5: Gender does not significantly influence the relationships between customer 
satisfaction, brand trust, brand image, self-congruity and customer loyalty. 

Ho6: Income significantly influences the relationships between customer satisfaction, 
brand trust, brand image, self-congruity and customer loyalty. 

Ha6: Income does not significantly influence the relationships between customer 
satisfaction, brand trust, brand image, self-congruity and customer loyalty. 

 
3. Methodology 

The study was carried out in Mindanao State University-Iligan Institute of Technology 
(MSU-IIT). MSU-IIT is a public educational institution located in Iligan City, Mindanao, 
Philippines. It lists a total of 7,335 undergraduate and 711 graduate students, coming from a 
diverse socio-economic backgrounds, ethnicities, religions and locations from all over 
Mindanao. It is the largest, in terms of student size, school in Iligan City and is considered as 
one of the major educational institutions in Mindanao and the Philippines. 



 

18 
 

MSU-IIT was selected mainly because it hubs the intended Generation Z customers that 
the study is targeting, but additionally because of its size, diversity of students’ backgrounds 
and location. The diversity of its students’ backgrounds makes it an adequate representation of 
the general market of college students in the Philippines. Furthermore, its location is ideal in 
that the avenue on which it is situated is heavily populated with several fastfood national 
brands, including Jollibee, McDonalds, Chowking and Greenwich. These national brands have 
previously been listed in the literature review as the top fastfood brands in the Philippines. The 
presence of these fastfood brands near MSU-IIT guarantees to a degree that their college 
students have a good amount of exposure to the fastfood industry.  

The research design of this study is descriptive, causal-explanatory and correlational. 
A quantitative approach was selected in order to investigate the relationship between the 
independent variables customer satisfaction, brand trust, brand image and self-congruity, and 
the dependent variable customer loyalty.  

College students were selected as respondents in this study for three reasons: 1) they 
qualify as Generation Z customers, 2) they generally possess discretion in disposing their 
allowance on the fastfood they consume, and 3) they are considered as a main target market of 
fastfood industry (Farahiyan, Kaptan, & Jhadhavar, 2015; Knutson, 2000).  

In selecting respondents, probability sampling techniques such as stratified and 
systematic random sampling were used. The list of students by year level and program was 
generated and each student on the list was assigned a number. Numbers were then randomly 
drawn for each year level of each program and respondents were contacted to participate in the 
online survey. In cases when the respondent refused to participate or could not be contacted, 
another number was drawn for a substitute respondent. The number of respondents per year 
level and program was determined through ratio and percentage.  

A self-administered online survey form was utilized to collect the college students’ 
responses. This mode was selected for its convenience and speed on the part of the respondents 
(Ilieva, Baron, & Healey, 2001).  

The customer loyalty subscale consisted of 6 questions (α=0.87), the customer 
satisfaction consisted of 14 questions (α=0.85), the brand trust subsection consisted of 4 
questions (α=0.82), the brand image subsection consisted of 5 questions (α=0.88) and self-
congruity subsection consisted of 4 questions (α=0.83). Overall, the instrument showed high 
internal consistency (α=0.92). 

This study made use of descriptive statistics, Spearman Rank-Order Correlation and 
Regression Analysis. Descriptive statistics was used to report summaries and frequencies. The 
average mean was used reporting as an overall score for each of the variables. Spearman Rank-
Order Correlation was used to report the strength and direction of the relationships between the 
independent and dependent variables. Finally, multiple regression was used to examine the 
effect of the moderating variables on the relationships between the independent and dependent 
variables.  
 

4. Discussion of Results 
A sample of 393 college students was randomly collected from MSU-IIT during the 

first two weeks of December, 2017. Most of the responses drawn came from female students. 
The sample reported 252 females and 141 male college students or 64% and 36% of the sample 
respectively. The fastfood brands identified by the respondents are, in order of most reported, 
Jollibee (219), McDonalds (64), Mang Inasal (39), Chowking (30), Greenwich (26), KFC (6), 
Dawnz (4), Pizza Hut (1), Delecta (1), Mamaps (1), Kuya J (1) and Big Dipper (1).  

In examining the relationships between customer satisfaction, brand trust, brand image, 
self-congruity and customer loyalty, the Spearman’s Rank Correlation Test was used. The 
results revealed that customer satisfaction and customer loyalty are strongly correlated 
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r(393)=.61, p<.05, while brand trust r(393)=.56, p<.05, brand image r(393)=.51, p<.05 and 
self-congruity r(393)=.51, p<.05 are moderately correlated.  
 
          Table 1. Spearman’s Rank Correlation Test Results 

Direct Factors p-value rho 
Customer 
Satisfaction 

<.05 0.61 

Brand Trust <.05 0.56 
Brand Image <.05 0.51 
Self-Congruity <.05 0.51 

Linear regression was also conducted to determine if the direct factors significantly 
predict customer loyalty. Results of the regression analysis indicated that customer satisfaction 
explained 51% of the variance (R2=.51, F(1,391)=407.3,p<.05), brand trust explained 39% of 
the variance (R2=.39, F(1,391)=248.3,p<.05), brand image explained 37% of the variance 
(R2=.37, F(1,391)=231.9,p<.05) and self-congruity explained 28% of the variance (R2=.28, 
F(1,391)=150,p<.05). It was found that customer satisfaction (β=.81,p<.05), brand trust 
(β=.57,p<.05), brand image (β=.61,p<.05) and self-congruity (β=.44,p<.05) significantly and 
positively predicted customer loyalty. 
 
Table 2. Linear Regression Analyses on Direct Factors and Customer Loyalty 

Direct Factors Adj. R2 R2 F-value β p-value 
Customer Satisfaction .51 .51 407.3 .81 <.05 
Brand Trust .39 .39 248.3 .57 <.05 
Brand Image .37 .37 231.9 .60 <.05 
Self-Congruity .28 .28 150 .44 <.05 

The results of the correlation test and regression analyses are contrary to the 
assumptions held. Customer satisfaction, brand trust, brand image and self-congruity were 
indeed found to significantly influence and are positively correlated to the customer loyalty of 
Generation Z customers. These findings are contrary to the results of previous studies (Bodker, 
2017; Bye, 2016; Peterson, 2014).  

Alternatively, the results are in line with findings from other studies. For instance, 
research shows a strong link between customer satisfaction and loyalty. Satisfied and loyal 
customers will advertise on behalf of the company through word of mouth and this will in turn 
affect sales and profitability of the fastfood brand. Brand trust has been agreed to lead to a 
long-term relationship and therefore has a strong impact on customer loyalty. In addition, it 
promotes credibility in the market and makes the customer believe that the company will 
always do what is in his or her best interest (Keller, 2013). 

Creating the appropriate brand image sets the basis for effective product positioning. 
Literature has shown that positive brand image leads to customer loyalty (Bhattacharya et al., 
2011; Bukhari, 2015; Ling et al., 2011). Brand image can be shaped through Corporate Social 
Responsibility (CSR) and environmental programs. Such activities have been found to improve 
brand image in the customer’s perception and subsequently heighten customer loyalty (Ling et 
al., 2011). 

Self-congruity is congruence in brand image and the consumer’s self-concept that 
results to preference for a particular brand (Sirgy, 1986). Consumers prefer and choose brands 
with appealing personalities in an attempt to affirm and enhance their sense of self 
(Vazifehdoost, 2016). Several recent studies have shown that self-congruity is a determinant 
of purchase intention and brand loyalty in various industries such as fastfood, mobile, 
telecommunications, banking, fashion and online retailing (Anvari & Irum, 2015; Jit et al., 
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2016; Koo, Cho, & Kim, 2014; Jihyun Lee & Lee, 2015; Mahjoub et al., 2015; Mohd & Ariffin, 
2016; Rijdt, n.d.; Shin, Hancer, & Song, 2017; Yu, Lin, Chen, & District, 2013). 

The statistical results thus lead to accepting the following alternative hypotheses: 
Ha1: Customer satisfaction in terms of product quality, service quality, store design and 

pricing significantly influences customer loyalty among Generations Z students of 
MSU-IIT. 

Ha2: Brand trust significantly influences customer loyalty among Generation Z 
students of MSU-IIT. 

Ha3: Brand image significantly influences customer loyalty among Generation Z 
students of MSU-IIT. 

Ha4: Self-congruity significantly influences customer loyalty among Generation Z 
students of MSU-IIT. 

 
Multiple regression was performed to examine the roles of gender and income as 

moderating variables. The following section is divided into the moderating variables: gender 
and income. 

1. Gender 
a. Gender as Moderating Variable in Customer Satisfaction-Customer Loyalty 

Relationship 
Studies have shown that gender has an effect on loyalty (Haj-Salem, Chebat, Michon, 

& Oliveira, 2016; Melnyk, 2014; Melnyk, Van Osselaer, & Bijmolt, 2009; Reisenwitz & 
Sanjay, 2016; Srivastava, 2015). Findings reveal differences in the likelihood to repurchase a 
product despite satisfaction among men and women. There are also differences in the 
perception of satisfaction and how that leads to loyalty. Men and women may forego a more 
attractive brand but for different reasons (Melnyk, 2014). On the other hand, there have also 
been studies that deny the moderating effect of gender. Accordingly, no significant differences 
were noted despite, in some cases, one gender reporting higher levels of satisfaction than the 
other (Ladhari & Leclerc, 2013; Saad et al., 2013). 

   Table 3. Multiple Regression Analysis on Customer Satisfaction and  
    Customer Loyalty with Gender as Moderating Variables 

 Estimate p-value 
(intercept) -.54 >.05 
Customer 
Satisfaction 

1.13 <.05 

Gender .89 <.05 
Interaction 
Variable 

-.20 <.05 

Residual standard error: 0.5145 on 389 degrees of freedom 
Multiple R-squared:  0.5195, Adjusted R-squared:  0.5158  
F-statistic:   140.2 on 3 and 389 DF,  p-value: < 2.2e-16 

Table 3 shows that customer satisfaction and gender explained 52% of the variance 
(R2=.52, F(3,389)=140.2, p<.05). The results show that the predictors have positive effects on 
customer loyalty. The interaction variable reported as significant (p<.05) and it had a negative 
effect, indicating that gender antagonizes the relationships between customer satisfaction and 
customer loyalty. The result thus far is congruent with literature that proposes gender as a 
moderating variable. 

 
b. Gender as Moderating Variable in Brand Trust-Customer Loyalty Relationship 
Women were found to be more trusting of firms, as did less educated and older 

individuals (Reast, 2003). Another study found the contrary. While brand trust had a significant 
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and positive effect on customer loyalty, demographic variables such as age, gender and income 
level did not moderate this relationship. Perception of brand trust will not necessarily lead to 
higher levels of brand loyalty for either the men or the women (Adewale, Bamidele, & 
Characteristics, 2016).  

    Table 4. Multiple Regression Analysis on Brand Trust and  
                                    Customer Loyalty with Gender as Moderating Variables 

 Estimate p-value 
(intercept) 1.60 <.05 
Brand Trust .62 <.05 
Gender .18 >.05 
Interaction 
Variable 

-.04 >.05 

Residual standard error: 0.5795 on 389 degrees of freedom 
Multiple R-squared:  0.3892, Adjusted R-squared:  0.3845  
F-statistic: 82.61 on 3 and 389 DF,  p-value: < 2.2e-16 

Table 4 shows that brand trust and gender explained 39% of the variance (R2=.39, 
F(3,389)=82.61, p<.05). Both brand trust and gender had a positive effect on customer loyalty. 
The interaction variable reported as not significant (p>.05), therefore gender does not have a 
moderating effect on the brand trust-customer loyalty relationship. The results agree with the 
findings of Adewale & Bamidele (2016). 
 

c. Gender as Moderating Variable in Brand Image-Customer Loyalty Relationship 
In one study, researchers attempted to identify mall image dimensions and understand 

how the shopping well-being is affected by mall image and impacts mall loyalty with the 
moderating role of gender. Findings suggest that gender influences the link between mall image 
and loyalty and propose for retailers to take gender difference when studying shopper loyalty 
(Majid & Es-Haghi, 2017).  

Table 5 shows that brand image and gender explained 38% of the variance (R2=.38, 
F(3,389)=79.37, p<.05). The results show that the predictors have positive effects on customer 
loyalty. The interaction variable reported as significant (p<.05) and it had a negative effect, 
indicating that gender antagonizes the relationships between brand image and customer loyalty. 

     Table 5. Multiple Regression Analysis on Brand Image and  
                                     Customer Loyalty with Gender as Moderating Variables 

 Estimate p-value 
(intercept) .42 >.05 
Brand Image .87 <.05 
Gender .74 <.05 
Interaction 
Variable 

-.16 <.05 

Residual standard error: 0.5839 on 389 degrees of freedom 
Multiple R-squared:  0.3797, Adjusted R-squared:  0.3749  
F-statistic: 79.37 on 3 and 389 DF,  p-value: < 2.2e-16 

 
d. Gender as Moderating Variable in Self-Congruity-Customer Loyalty 

Relationship 
Gender was likewise proven to moderate the link between self-congruity and customer 

loyalty. A study conducted to examine the relationship between the three constructs has 
revealed that self-congruity positively impacts store loyalty, and that gender significantly 
moderates the link (Das, 2014). This suggests that perception of congruity between brand 
image and self-image varies from males to females.  
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     Table 6. Multiple Regression Analysis on Self-Congruity and  
                                    Customer Loyalty with Gender as Moderating Variables 

 Estimate p-value 
(intercept) 2.14 <.05 
Self-
Congruity 

.48 <.05 

Gender .27 >.05 
Interaction 
Variable 

-.03 >.05 

Residual standard error: 0.6256 on 389 degrees of freedom 
Multiple R-squared:  0.288, Adjusted R-squared:  0.2826  
F-statistic: 52.46 on 3 and 389 DF,  p-value: < 2.2e-16 

Table 6 shows that self-congruity and gender explained 28% of the variance (R2=.29, 
F(3,389)=52.46, p<.05). Both self-congruity and gender had a positive effect on customer 
loyalty. The interaction variable reported as not significant (p>.05), therefore gender does not 
have a moderating effect on the self-congruity-customer loyalty relationship. The result does 
not agree with the findings of existing literature. 

The assumption of the non-influence of gender on the relationships between the direct 
factors and customer loyalty is partially upheld. No moderating effects were reported except in 
customer satisfaction and brand image. Therefore, the following hypothesis is partially 
accepted: 

Ho5: Gender significantly influences the relationships between customer satisfaction, 
brand trust, brand image, self-congruity and customer loyalty. 

 
2. Income 
a. Income as Moderating Variable in Customer Satisfaction-Customer Loyalty 

Relationship 
The moderating role of income was investigated in a study conducted on customer 

satisfaction and loyalty in the banking sector in South Sulawesi. The results show that income 
strengthened the customer satisfaction effect on loyalty, even though customer satisfaction did 
not have a direct effect on loyalty. Accordingly, a low income strengthened the effect of 
customer satisfaction while a high income weakened it (Razak, Palilati, Hajar, & Madjid, 
2016). In this study however, income was not found to moderate the relationship. 

    Table 7.  Multiple Regression Analysis on Customer Satisfaction and  
                                    Customer Loyalty with Income as Moderating Variables 

 Estimate p-value 
(intercept) 1.09 <.05 
Customer 
Satisfaction 

.77 <.05 

Income -.0003 >.05 
Interaction 
Variable 

.00006 >.05 

Residual standard error: 0.5181 on 389 degrees of freedom 
Multiple R-squared:  0.5118, Adjusted R-squared:  0.508  
F-statistic: 135.9 on 3 and 389 DF,  p-value: < 2.2e-16 

Table 7 shows that customer satisfaction and income explained 51% of the variance 
(R2=.51, F(3,389)=135.9, p<.05). Both satisfaction and the interacting variable had a positive 
effect on customer loyalty, but income did not. The interaction variable reported as not 
significant (p>.05), therefore income does not have a moderating effect on the customer 
satisfaction-customer loyalty relationship. 
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b. Income as Moderating Variable in Brand Trust-Customer Loyalty Relationship 
Income was found to have an insignificant impact on the brand trust-customer loyalty 

relationship. It was revealed that the relationship was not significantly different among 
respondents from a low financial background and those from a higher financial background 
(Adewale et al., 2016). The result below agrees with such finding. 
 

    Table 8. Multiple Regression Analysis on Brand Trust and  
    Customer Loyalty with Income as Moderating Variables 

 Estimate p-value 
(intercept) 2.15 <.05 
Brand Trust .49 <.05 
Income -.0004 >.05 
Interaction 
Variable 

.0001 >.05 

Residual standard error: 0.578 on 389 degrees of freedom 
Multiple R-squared:  0.3923, Adjusted R-squared:  0.3876  
F-statistic:  83.7 on 3 and 389 DF,  p-value: < 2.2e-16 

Table 8 shows that brand trust and income explained 39% of the variance (R2=.39, 
F(3,389)=83.7, p<.05). Both brand trust and the interacting variable had a positive effect on 
customer loyalty, but income did not. The interaction variable reported as not significant 
(p>.05), therefore income does not have a moderating effect on the brand trust-customer loyalty 
relationship. 

 
c. Income as Moderating Variable in Brand Image – Customer Loyalty 

Relationships 
Interestingly, no literature could be found on the moderating effect of income on the 

brand image-customer loyalty relationship. Hence, the result below can be considered as novel.  
 

   Table 9. Multiple Regression Analysis on Brand Image and  
                                    Customer Loyalty with Income as Moderating Variables 

 Estimate p-value 
(intercept) 1.88 <.05 
Brand Image .54 <.05 
Income -.0003 >.05 
Interaction 
Variable 

.00008 >.05 

Residual standard error: 0.5862 on 389 degrees of freedom 
Multiple R-squared:  0.375, Adjusted R-squared:  0.3701  
F-statistic: 77.79 on 3 and 389 DF,  p-value: < 2.2e-16 

Table 9 shows that brand image and income explained 37% of the variance (R2=.38, 
F(3,389)=77.79, p<.05). Both brand image and the interacting variable had a positive effect on 
customer loyalty, but income did not. The interaction variable reported as not significant 
(p>.05), therefore income does not have a moderating effect on the brand image-customer 
loyalty relationship. 
 

d. Income as Moderating Variable in Self-Congruity – Customer Loyalty 
Relationships 

Similar to brand image, no literature could be found on the moderating effect of income 
on the self-congruity-customer loyalty relationship. 
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     Table 10. Multiple Regression Analysis on Self-Congruity and  
                                    Customer Loyalty with Income as Moderating Variables 

 Estimate p-value 
(intercept) 2.71 <.05 
Customer 
Satisfaction 

.41 <.05 

Income -.0002 >.05 
Interaction 
Variable 

.00004 >.05 

Residual standard error: 0.6298 on 389 degrees of freedom 
Multiple R-squared:  0.2784, Adjusted R-squared:  0.2729  
F-statistic: 50.03 on 3 and 389 DF,  p-value: < 2.2e-16 

Table 10 shows that self-congruity and income explained 27% of the variance (R2=.28, 
F(3,389)=50.03, p<.05). Both brand trust and the interacting variable had a positive effect on 
customer loyalty, but income did not. The interaction variable reported as not significant 
(p>.05), therefore income does not have a moderating effect on the self-congruity-customer 
loyalty relationship. 

The results show that the assumption on the non-influence of income on the 
relationships between the direct factors and customer loyalty is upheld. Consequently, the 
following alternative hypothesis is accepted and its null counterpart is rejected: 

Ha6: Income does not significantly influence the relationships between customer 
satisfaction, brand trust, brand image, self-congruity and customer loyalty. 

 
5. Conclusions 
Spearman’s Rank Correlation Test has revealed that all direct factors are moderately 

correlated to customer loyalty. Customer satisfaction was reported as strongly correlated. The 
linear regression analyses have likewise revealed that all direct factors can significantly predict 
customer loyalty. For fastfood brands, this indicates that customer satisfaction, brand trust, 
brand image and self-congruity are all essential in maintaining the loyalty of Generation Z 
customers. Although of the four direct factors, the most essential is customer satisfaction which 
includes the aspects product quality, service quality, store design and price.  

In examining the effects of gender and income on the relationships between direct 
factors and customer loyalty, income was reported as a non-significant moderating variable. 
This is contrary to the findings reported in previous studies, although the context of these 
studies was not the fastfood industry. For fastfood brands, this implies that income, measured 
in this study in terms allowance, does not influence the customer loyalty of Generation Z 
customers. Nonetheless, the study generated novel findings in areas existing literature did not 
cover such as the effect of income on the brand image- customer satisfaction and self-
congruity-customer satisfaction relationships. 

Furthermore, gender was found to be a non-significant moderating variable with 
exception to the cases of customer satisfaction-customer loyalty and brand image-customer 
loyalty relationships. This indicates that in the cases of brand trust-customer loyalty and self-
congruity-customer loyalty relationships gender does not have an influence and may not be a 
point of consideration for fastfood brands.  

However, gender was found to be influential when investigated with customer 
satisfaction and brand image. In both cases, it was revealed that increasing the role of gender 
has a negative or reverse effect. This implies that female Generation Z customers tend to have 
a negative effect. This further implies that female Generation Z customers tend to have lower 
customer satisfaction and brand image perceptions of fastfood brands than male customers, 
consequently affecting their customer loyalty. For fastfood brands, this implies that female 
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customers have to be taken into more consideration when developing strategies related to 
customer satisfaction and brand image. 
 

6. Limitations and Recommendations for Future Research 
This paper focuses on customer loyalty and its direct factors. The direct factors were 

limited to customer satisfaction, brand trust, brand image and self-congruity. These factors 
were selected based on the literature review. Moreover, customer satisfaction was limited to 
satisfaction derived from product-based transactions. It includes product quality, service 
quality, price and store features. Brand trust was limited to conative and cognitive, brand image 
to corporate identity, reputation, physical environment, service offering and contact personnel, 
and self-congruity to actual, ideal, social and idea-social. Customer loyalty was limited to 
cognitive, affective and conative measures as proposed in the Framework for Customer Loyalty 
by Dick and Basu (1994). 

Moderating variables were included in this study as well but they were limited to gender 
and income because they were the only demographic moderating variables identified in 
literature on Generation Z. Other moderating variables that are not inherent in customers were 
not included so as to limit the study to the mental process of attitude and loyalty formation. 

Respondents selected were limited to Generation Z customers, in other words those 
belonging to the age bracket of 3 to 22 years old and have considerable exposure to fastfood 
brands. The study was limited to college students from the Mindanao State University-Iligan 
Institute of Technology (MSU-IIT) who can identify a favorite fastfood brand to which they 
are loyal. MSU-IIT was chosen for its size, diversity of student body and proximity to various 
fastfood retailers. This made it a suitable research locale. 

Data collection was limited to online surveys gathered thru Google forms and self-
administered questionnaires. Only quantitative approach was employed in this study.  The data 
sources were limited to academic journals, industry reports, government reports and industry 
magazine articles. 

For future studies, researchers may investigate the moderating role of gender and 
examine the reason it antagonizes the effects of customer satisfaction and brand image on 
customer loyalty. Future researchers can investigate other factors specific to Generation Z 
customers such as the inclusion of Wi-Fi in the fastfood outlets, image and friendliness of 
fastfood crew to the customers and nationality of the brand. It was reported in the data that 
these were some of the additional factors that Generation Z customers considered when 
choosing their favorite fastfood brand.  
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