A Study on Theme Restaurant Customer’ s Perceived Service Quality and Their dining
Experience-The Case of Restaurant H.
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ABSTRACT
The purposes of this study are to explore theme restaurant if affect customers’  dining experience and the relationship between
service quality of the restaurant H and customers’ s dining experience. This research is based on judgmental sampling. The survey
was taken at restaurant H. 350 surveys were given and 324 had returned. The Questionnaire information was examined by
Descriptive statistic, Reliabilty test, One Way ANOVA, T-test, and Pearson Correlation Analysis to analyze. The analysis results
concluded as followings:: 1. The majority of samples was male, 31-41 years old, educated to university level, their marital status were
most of single, Their main occupation were service industry and live in midland. 2. The service quality in the customers’
impressions have obvious part of differences based on indvidual background and customer’ s experience. 3. The dining experience
in the customers’ impressions have obvious part of differences based on indvidual background and customer’ s experience. 4.
There was significant positive linear correlation between the service quality of restaurant H and customer’ s dining experience.
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