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PART A:  
A strong journal choice for an exploratory study on customer satisfaction in Asian cafes in Swansea is the Journal of Hospitality & Tourism Research (JHTR). This journal is highly reputable in the field of hospitality and tourism, especially with its 2024 impact factor of 8.03, SJR of 1.428, and h-index of 93, firmly positioned in Q1 quartile for subject ranking. JHTR specializes in research that incubates and inspires advancements in hospitality, making it particularly suitable for studies focused on customer experiences and satisfaction in unique cultural settings like Asian cafes in the UK.
Justification of Choice
The Journal of Hospitality & Tourism Research is the best fit because it publishes high-quality research specifically about hospitality and customer satisfaction, similar to the topic of Asian cafes in Swansea. Its high impact factor and wide readership in hospitality means the findings from this study can reach both academic and practical audiences. Also, because this journal values studies exploring new or less-researched contexts, like Asian cafes in a UK city, it makes the research feel relevant and important for the field, helping both scholars and practitioners find new insights to improve customer experiences.
PART B:  
Customer Satisfaction in Asian cafes in Swansea; An exploratory study
ABSTRACT
This study explores customer satisfaction in Asian cafes located in Swansea through a qualitative, exploratory approach using semi-structured interviews. The research aims to understand key factors influencing customer experiences and identify areas for service and product improvement. Data was collected from diverse participants, including customers and, where possible, cafe staff and managers, using flexible interview modes tailored to participants’ convenience. Interviews were audio-recorded and transcribed verbatim to ensure accuracy. Thematic analysis was employed to identify recurrent themes, such as staff behaviour, food quality and authenticity, ambience, perceived value, customer engagement, and cultural inclusivity. Findings reveal that empathetic, culturally competent staff and authentic yet locally adapted cuisine are central to satisfaction. Comfortable, culturally themed atmospheres and transparent pricing also contribute significantly. Active customer feedback mechanisms further enhance loyalty. The study’s nuanced insights provide actionable recommendations for enhancing customer satisfaction in multicultural hospitality settings. This research contributes to filling knowledge gaps about ethnic dining satisfaction in mid-sized UK cities and offers guidance for cafe operators aiming to thrive in competitive multicultural markets.
INTRODUCTION
The hospitality industry has undergone significant transformation in recent years, shaped by globalization, migration, and increasing cultural diversity in the United Kingdom (Jang, 2023). Asian cafes in urban centers like Swansea offer not just food, but also unique cultural experiences that contribute to the multicultural fabric of their local communities (Jang, 2023). In the highly competitive hospitality sector, customer satisfaction is pivotal, driving word-of-mouth promotion, repeat patronage, and ultimately, business sustainability (Candra, 2023; Ali-Alsaadi, 2025). Customer satisfaction is generally understood as the customer’s perception of the value received from a product or service relative to expectations (Kotler & Keller, 2012). In restaurants and cafes, factors such as service quality, menu variety, environment, and cultural authenticity play important roles in shaping the customer experience (Baiomy, 2019; Orea-Giner, 2025).

While there is an expanding body of research on ethnic restaurants in the UK, Asian cafes hold particular relevance due to Swansea’s evolving demographic and rising interest in Asian cuisine (Jang, 2023; Baiomy, 2019). Prior studies have highlighted motivational factors influencing why customers choose Asian restaurants, such as authenticity, sensory appeal, and curiosity towards new culinary experiences (Jang, 2023). However, the bulk of existing literature focuses on large metropolitan centers, with smaller yet diverse cities like Swansea remaining under-explored (Orea-Giner, 2025).

Moreover, existing frameworks like SERVQUAL and “Servicescape” suggest that reliability, responsiveness, assurance, empathy, and ambiance are critical factors affecting satisfaction in hospitality settings (Zeithaml & Parasuraman, 1990; Bitner et al., 1990). The connection between these attributes and customer satisfaction has been substantiated in various segments of hospitality, but their application within Asian cafes, especially in the context of Swansea, is still inadequately addressed (Worsfold et al., 2017; Candra, 2023). Further, customer satisfaction in multicultural hospitality businesses intertwines with issues of cultural representation and service adaptation, prompting cafes to balance authenticity with local expectations (Orea-Giner, 2025).

In recent years, research has also examined the role of digital reviews, positive word-of-mouth (WOM), and relational benefits in building customer loyalty for restaurants, but few studies have addressed these factors specifically for Asian cafes in the UK context (Ali-Alsaadi, 2025; Alejandro, 2025). The advent of social media and online platforms amplifies customer voices, making it more crucial for cafes to understand and enhance every aspect of the customer journey (Ali-Alsaadi, 2025).

Despite the growing academic interest in customer satisfaction across hospitality subsectors, there is a notable research gap regarding mid-sized cities such as Swansea and their Asian cafe segment. This gap is particularly significant given Swansea’s distinctive demographic evolution, characterized by increasing international student presence and cultural exchange. As a result, this study seeks to fill this void through an exploratory approach, focusing on the unique dynamics and expectations that define customer experiences in Asian cafes within Swansea.

By examining the determinants of customer satisfaction in Asian cafes in Swansea, this research aims to add nuanced insights to both theory and practice. It intends to support cafe owners, practitioners, and academics in better understanding the shifting preferences and expectations of multicultural customers, thereby informing strategies for enhanced service delivery and business success (Jang, 2023; Orea-Giner, 2025; Ali-Alsaadi, 2025).

Purpose of Research Activity
The main purpose of this study is to explore and understand how satisfied customers are with their experiences in Asian cafes located in Swansea. By gathering feedback from customers, the study aims to identify what these cafes are doing well and where they can improve to better meet customer needs.

Research Questions
1.How do service quality, food quality, and the café environment influence overall satisfaction?
2.What are the common problems or areas where customers feel dissatisfied?
3.What suggestions do customers have for improving their experiences in these cafes?
Aims of Research Activity
To investigate the factors that influence customer satisfaction in Asian cafes in Swansea and provide recommendations for enhancing the overall customer experience.

Objectives of Research Activity

· To identify common issues or complaints that customers have.
· To understand how the atmosphere, staff behavior, and menu variety affect customer satisfaction.
· To suggest practical ways for Asian cafes to improve their services based on customer feedback.

The main purpose of this study is to explore how satisfied customers are with their overall experiences in Asian cafes in Swansea. It aims to gather direct customer feedback to reveal both strengths and areas for improvement within these cafes. Understanding customer satisfaction is important because it helps identify the qualities customers value most, including service, food, atmosphere, and staff behavior, which contribute to positive dining experiences (Jang, 2023; Baiomy, 2019).

Focusing on Asian cafes in Swansea is particularly relevant, given the city’s diverse population and growing interest in multicultural food experiences (Jang, 2023). This study aims to address gaps in research that often emphasize larger cities while overlooking smaller, culturally vibrant locations. The investigation will look into crucial factors such as service quality, food quality, and the cafe environment, and how these influence overall satisfaction (Worsfold et al., 2017; Zeithaml & Parasuraman, 1990).

The research also seeks to understand common complaints or dissatisfaction areas reported by customers, such as inconsistency in food taste or slow service, which have been highlighted as critical pain points in hospitality literature (Candra, 2023; Nguyen, 2023).

Additionally, the study will solicit suggestions from customers on how the cafes can improve their services and atmosphere. By prioritizing customer voices, the research will offer practical recommendations that Asian cafe operators can implement to enhance customer satisfaction and loyalty (Ali-Alsaadi, 2025; Orea-Giner, 2025).

In summary, this study’s focus areas include investigating service quality, atmosphere, menu variety, common dissatisfaction points, and customer suggestions. The goal is to produce actionable insights that support Asian cafes in Swansea to better meet their patrons’ needs and expectations, thereby fostering business growth and customer retention (Jang, 2023; Baiomy, 2019; Worsfold et al., 2017).
LITERATURE REVIEW:   
Introduction
Customer satisfaction is a cornerstone of success in the hospitality industry, especially within the competitive and culturally rich sector of Asian cafes. In diverse urban settings like Swansea, Asian cafes do more than serve food; they offer diners a cultural experience that is both unique and reflective of global influences converging in one place (Jang, 2023). Understanding how satisfied customers feel about their experiences in these cafes is essential because satisfaction influences repeat visits, positive word-of-mouth, and ultimately business profitability. The hospitality field recognizes satisfaction as a multifaceted phenomenon shaped by an array of elements including food quality, service, physical environment, cultural authenticity, and customer engagement. Yet, while research into customer satisfaction is extensive globally and in large UK cities, there remains limited focus on smaller cities like Swansea, which is rapidly evolving demographically with a rising international student presence and multicultural communities ( Orea-Giner et al., 2025).

Asian cafes in Swansea uniquely blend culinary traditions from across Asia—such as Chinese, Korean, Malaysian, and Indian cuisines—offering a vibrant mix attractive to local and international customers alike (Jang, 2023). However, satisfying a diverse customer base with varying tastes and expectations is complex. This raises important questions about which factors most influence satisfaction and how Asian cafes can tailor their services to meet the nuanced needs of Swansea’s residents, students, and visitors (Baiomy, 2019). This study explores those factors to reveal what drives satisfaction and loyalty within this niche market and how cafes can optimize their offerings and service to thrive in a competitive environment.

Staff Behaviour and Customer Satisfaction
Staff behaviour is frequently identified as a critical determinant of customer satisfaction across hospitality settings, including Asian cafes (Alhelalat et al., 2017; Baiomy, 2019). Customers do not simply evaluate food and ambiance but also the quality of interpersonal interactions they experience during their visits. Friendly, attentive, and culturally sensitive employees can profoundly influence customers’ emotional responses, shaping whether the dining experience is pleasant and memorable (Rathnasiri, 2025). In contrast, unprofessional or indifferent staff can significantly diminish satisfaction, even if food quality is high (Ladhari, R. (2009).

In multicultural environments like Swansea's Asian cafe scene, staff's cultural awareness becomes especially important. Diners often view staff behaviour not only through the lens of service efficiency but also as part of the authenticity and hospitality of the experience (Jang, 2023). Staff capable of communicating effectively across cultural lines and who demonstrate understanding of diverse preferences create a welcoming environment that fosters trust and emotional connection (Liu et al., 2022). For example, a Korean or Malaysian customer may value nuanced gestures of respect or particular linguistic cues, while international students from other Asian countries appreciate staff who understand their dietary restrictions or taste expectations.

Empathy, responsiveness, and problem-solving skills in staff also contribute to recovery from potential service failures. Research shows that customers who experience prompt and sincere resolution to issues tend not only to retain satisfaction but may even become more loyal than those who had no issues at all (Carranza, Díaz and Martín-Consuegra Navarro, 2018). This places importance on staff training programs that prioritize emotional intelligence and cultural competence alongside technical service skills. Asian cafes that invest in such training benefit from improved service consistency and enhanced customer retention (Alhelalat et al., 2017).

Moreover, the behavioural aspect of service delivery has been linked to customers' perceptions of value. When customers sense genuine care and personal attention from staff, their perceived value of the dining experience increases, often justifying premium pricing or repeat visits (Hasan, 2022). This is particularly relevant in ethnic cafes where ‘service with warmth’ is part of the cultural ethos. Therefore, staff behaviour can differentiate a cafe in crowded markets like Swansea, acting as a key factor beyond just menu offerings or pricing.

Staff behaviour is a powerful and multifaceted contributor to customer satisfaction in Asian cafes. It encompasses interpersonal skills, cultural awareness, empathy, and problem resolution capabilities—all of which create emotional value that influences customer loyalty and positive word-of-mouth (Baiomy, 2019; Jang, 2023). Understanding and optimizing staff interactions thus represent a crucial area for Asian cafe managers aiming to elevate customer experiences and foster sustainable competitive advantages in Swansea’s multicultural market.
Food Quality and Cultural Authenticity
Food quality remains the central pillar upon which customer satisfaction is grounded, especially in the ethnic dining sector such as Asian cafes (Namkung & Jang, 2007). Customers primarily visit these cafes seeking not only a meal but an authentic cultural experience that connects them to the diverse culinary traditions of Asia. Research shows that authenticity in food preparation, ingredient quality, and flavor profiles deeply influences customer perceptions of value and satisfaction (Chen, 2020; Jang, 2023). This is particularly true in Swansea, where customers come from varied Asian and non-Asian backgrounds, expecting both genuine flavors and consistency (TripAdvisor reviews, 2025).

Scholars argue that Asian cafes must ensure fidelity to traditional cooking methods and original recipes to fulfill customers’ cultural expectations (Alhelalat, Ma’moun, and Twaissi, 2017). However, they also need to accommodate localized preferences, for instance, by moderating spice levels or integrating popular ingredients unique to the British palate (Orea-Giner et al., 2025). Balancing this duality is challenging but essential; failing to deliver authentic taste can alienate ethnic customers, while overly localized menus risk losing appeal for those seeking genuine Asian dishes (Jang, 2023).

Food hygiene and freshness also contribute significantly to quality perceptions. Official food safety ratings, such as those reported for Asian cafes in Swansea, reflect the broader importance customers place on cleanliness and safe food handling (Food Standards Agency standards, 2024). Visible hygiene practices in food preparation areas and kitchens build trust and enhance dining comfort, which in turn supports higher satisfaction levels (Lim et al., 2022). Customers frequently mention freshness, ingredient quality, and presentation in online reviews as decisive factors shaping their overall dining evaluation (TripAdvisor, 2025).

In addition to taste and hygiene, the presentation and variety within dishes encourage a positive multisensory dining experience, heightening customers' pleasure and perceived value (Namkung & Jang, 2007; Baiomy, 2019). Therefore, Asian cafes that invest in skilled chefs, authentic ingredients, and robust quality control mechanisms tend to secure stronger customer loyalty and positive recommendations in competitive markets like Swansea.

Menu Variety and Pricing Strategies
Menu variety is a critical satisfaction driver in Asian cafes, reflecting customers' desire for choice and novelty alongside familiarity (Ha, 2013). Studies underline that offering a broad spectrum of dishes—from staples like sushi and dim sum to less-known regional specialties—caters to diverse tastes and enhances the dining experience (Jang, 2023). Moreover, variety not only satisfies curiosity and personal preferences but also encourages repeat visits by providing something new to explore each time (Ha, 2013; Baiomy, 2019).

In culturally diverse locations such as Swansea, menu variety has special significance. International students, tourists, and local ethnically mixed populations seek menus that reflect the richness of Asian culinary heritage while accommodating dietary restrictions and preferences such as vegetarian, halal, gluten-free, or vegan options (Jang, 2023). Asian cafes that adapt their menus accordingly often gain competitive advantages by attracting a wider customer base and demonstrating cultural inclusivity (Orea-Giner et al., 2025).

Pricing strategies also deeply affect customer satisfaction and perceived value. Economic research in hospitality shows that customers evaluate the fairness and transparency of prices alongside the quality and diversity of offerings (Nguyen et al., 2018). Competitive, clear pricing helps build trust and reduces purchase hesitation, while unpredictable charges or prices perceived as too high can deter visits regardless of food or service quality (Tahir et al., 2024).

Consideration of local market incomes and spending power is important for Asian cafes in Swansea. While some customers may seek premium authentic experiences and be willing to pay accordingly, others—especially students—may prioritize affordability (Andretti et al., 2025). Tiered pricing, meal deals, and specials can strike a balance, increasing accessibility without sacrificing revenue (Ali-Alsaadi, 2025).

In summary, well-conceived menus that offer a rich variety of options while employing transparent, fair pricing strengthen customer satisfaction and loyalty. These aspects also reflect a cafe’s understanding of its customer demographics and responsiveness to their evolving needs—a vital consideration for sustained success in culturally dynamic cities like Swansea.

Physical Environment and Atmospherics
The physical environment—sometimes called the "servicescape"—plays a powerful and often underrated role in shaping customer satisfaction in restaurants, including Asian cafes in multicultural cities like Swansea. Scholarly research finds that customers respond strongly to a combination of tangible and intangible environmental cues from the moment they enter a dining space (Zhong & Moon, 2020; Han & Ryu, 2009).

Key aspects of the physical environment include aesthetics, ambient elements (music, scent, temperature), lighting, table settings, and the overall layout (Yang et al., 2021; Wang, 2025). Scholars have shown that facility aesthetics—such as architecture, interior design, decoration, and furniture—can influence customer pleasure, emotional arousal, and intentions to return (Yang et al., 2021). The right blend of color schemes, wall art, plants, and thoughtful layout not only attracts but also retains restaurant customers, making them feel comfortable and welcomed.

Ambience—which includes factors like background music, scent, and temperature—can elicit subconscious emotional effects: lively music boosts relaxation and enjoyment, while disturbing noise or poor temperature deters people from coming back (Yang et al., 2021). Even lighting matters: soft, warm lighting can make guests linger and spend more, while harsh, bright lights may signal quick service and encourage shorter visits (Yang et al., 2021). These atmospheric details are far from trivial; they shape the lasting impressions customers carry with them and, as such, influence both satisfaction and loyalty (Ngoc, T.T., 2024).

In Asian cafes in Swansea, integrating authentic design elements—like traditional décor, Asian-inspired furniture, or regional art—not only enhances the authenticity of the experience but also strengthens the brand image in a competitive market (Horng & Hsu, cited in Yang et al., 2021). Recent research emphasizes that creating a comfortable, beautiful environment tailored to customers' cultural preferences sets the stage for positive emotional responses and word-of-mouth recommendations (Ryu & Jang, 2008; Voon, 2012).

Customer Feedback and Service Recovery
Actively seeking and responding to customer feedback is a cornerstone of service improvement and recovery in hospitality. Research shows that feedback mechanisms—like digital reviews or direct surveys—help restaurants identify pain points and opportunities for improvement (Li et al., 2020; Carranza, Díaz and Martín-Consuegra Navarro, 2018). Asian cafes in Swansea can learn much from written suggestions, review platforms, or informal conversations with customers about what works and what needs change.

Service recovery refers to actions taken when a customer's experience falls short of expectations. Prompt acknowledgment, sincere apology, and making amends (for example, remaking a dish or offering a discount) can transform disappointment into satisfaction—or even loyalty (Kim, G.S., 2007). Scholarly studies confirm that effective, empathetic service recovery leads to stronger retention and advocacy than leaving issues unresolved Carranza, Díaz and Martín-Consuegra Navarro, 2018). This means investing in staff training for handling complaints and feedback sensitively and proactively.

In the digitally connected world, managing feedback through review websites and social media is crucial. Positive engagement with customers online—thanking them for praise or addressing complaints—demonstrates the cafe's commitment to quality and can improve its reputation (Li et al., 2020).
Perceived Value, Brand Image, and Customer Loyalty
Satisfaction also depends on overall perceived value, integrating quality, price, emotional benefits, and service (Hasan, 2022; Croitoru, 2024). Brand image emerges as a critical antecedent of loyalty: cafes projecting positive, authentic, and reliable images tend to enjoy stronger customer allegiance (Tahir et al., 2024). Satisfied customers are more likely to engage in positive word-of-mouth, enhancing the reputation and competitive positioning of Asian cafes in multicultural settings (Ali-Alsaadi, 2025; Worsfold et al., 2017).
Social and Cultural Context: The Swansea Case
Swansea, as a mid-sized UK city with a rising international student base and expanding multicultural communities, presents unique dynamics for Asian cafes (Jang, 2023). Research shows that in such environments, Asian cafes must work not only to offer authentic cuisine but also to bridge cultural communication gaps through personalized service and marketing (Orea-Giner, 2025; Nguyen, 2023).

There is also evidence that customer satisfaction in ethnic cafes is mediated by shared values and cultural appreciation. Customers who feel a genuine connection to the culture—whether through staff engagement, cultural programming, or design—report higher satisfaction levels and are more inclined to recommend the venue (Chen, 2020; Baiomy, 2019; Premordia, 2023).
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Research Gaps and Relevance to Swansea
Despite growing research into customer satisfaction in ethnic restaurants and the hospitality sector broadly, there remains a notable gap in focused academic literature addressing Asian cafes in smaller cities such as Swansea. Most studies tend to concentrate on large metropolitan areas like London, Manchester, or international cities where cultural diversity and market scale differ significantly from mid-sized cities (Jang, 2023; Orea-Giner et al., 2025). Swansea, with its distinct demographic profile, diverse international student population, and developing multicultural scene, presents unique contextual factors that remain underexplored in current hospitality researh.
Existing literature largely overlooks how smaller urban centers with emerging ethnic food sectors balance challenges like attracting diverse local and tourist clientele, maintaining authenticity, and competing with established mainstream eateries (Jang, 2023; Baiomy, 2019). The Asian cafes in Swansea, as seen through consumer reviews and local reports, offer multiple Asian culinary traditions, from Chinese to Korean to Malaysian dishes, representing a microcosm of the evolving UK food culture that is underrepresented in research (TripAdvisor, 2025; Asian Cafe Swansea, 2025). Yet there is insufficient scholarly inquiry into how these cafes meet customer expectations, manage cultural authenticity, and adapt to local demand dynamics.

Further gaps appear in understanding service quality and atmosphere in this localized sector. While global and UK-wide studies detail service and environmental factors affecting satisfaction, less is known about how service standards and atmospherics resonate specifically with Swansea’s patrons, many of whom include international students and culturally diverse residents with distinct preferences and expectations (Jang, 2023; Rathnasiri, 2025). This group’s feedback, needs, and satisfaction triggers may differ from mainstream markets, requiring place-sensitive research (Nguyen, 2023).

Additionally, technology’s role in customer engagement and feedback—critical in larger markets—has seen limited examination in Swansea’s small restaurant scene. Exploring how Asian cafes leverage digital platforms for customer service, reputation management, and loyalty building in this context is another area with little prior work (Ali-Alsaadi, 2025).

In sum, Swansea’s Asian cafe segment offers a valuable case study to address multiple unresolved questions in hospitality research: How do smaller, culturally specific eateries sustain quality and authenticity? What satisfaction drivers prevail in mid-sized city multicultural contexts? How do diverse customer bases interact with service and environmental factors differently from metropolitan counterparts? And how can businesses innovate service and marketing strategies where scale and resources are limited? By addressing these topics, research focused on Swansea will fill critical empirical and conceptual gaps. The findings will not only assist local businesses in enhancing customer satisfaction and competitive positioning but also enrich academic dialogue with regionally nuanced insights into ethnic dining experiences in the UK.
METHODOLOGY
This study uses a qualitative research approach focused on an exploratory investigation into customer satisfaction in Asian cafes located in Swansea. This qualitative strategy aligns with the study’s aim to gain rich, in-depth understanding of customers’ and staff’s lived experiences, perceptions, and recommendations in a culturally diverse and evolving hospitality setting (DeJonckheere & Vaughn, 2019; Jamshed, 2014). By using qualitative methods, the research avoids limiting the complex, subjective nature of satisfaction to numeric ratings, instead allowing participants to freely express factors that influence their experiences in their own words.

Data Gathering Method: Semi-Structured Interviews
The primary data collection tool is semi-structured interviews, a flexible yet focused qualitative technique well-suited for exploratory hospitality research (Lim, 2025; Wakelin, 2024). Semi-structured interviews provide a guided conversational format with predetermined open-ended questions, but also allow space to pursue new ideas as they emerge from participants’ responses (DeJonckheere & Vaughn, 2019). This balance ensures that key topics such as service quality, food authenticity, atmosphere, pricing, and improvements are covered, while enabling the capture of unexpected insights.

Interview participants include customers who have dined at Asian cafes in Swansea and, where possible, willing cafe staff and managers to gain multiple perspectives within the service environment. Each interview lasts approximately 30–45 minutes, which is sufficient for meaningful discussion without causing fatigue (Jamshed, 2014). To accommodate participants’ preferences and logistical realities, interviews are conducted in-person at quiet locations, or remotely via video calls (Zoom, Skype) or telephone, emphasizing accessibility and participant comfort (Guchait, 2014).

Ethical Protocols
Before interviews commence, all participants receive a clear information sheet outlining the study’s aims, their rights, confidentiality protections, and how data will be used. Written informed consent is obtained digitally or on paper. With participants’ permission, sessions are audio-recorded to ensure data accuracy and later transcribed verbatim. Audio files and transcripts are stored securely with anonymization and deleted upon project completion, adhering to best practices in research ethics (DeJonckheere & Vaughn, 2019; ATLAS.ti, 2025).

Sampling and Recruitment
This study uses a convenience sampling method, a non-probability technique whereby participants are selected based on accessibility and willingness to participate (Creswell, 2014; Altunışık et al., 2012). In keeping with qualitative research goals prioritizing depth over breadth, convenience sampling allows efficient recruitment of individuals with relevant experiences—in this case, anyone who has dined at Asian cafes in Swansea.

Participants are recruited through direct in-cafe approaches, flyers, social media groups related to Swansea’s food scene, and via snowball referrals. Recruitment attempts are made to include a diverse cross-section of customers—locals, students, tourists, different age groups, genders, and backgrounds—to ensure broader thematic coverage (Fair Work Convention, 2023). Though convenience sampling may produce biases limiting generalizability, it is recognized as appropriate for this exploratory qualitative study, where achieving thematic saturation—the point at which no new ideas arise—is paramount (Malterud et al., 2016; DeJonckheere & Vaughn, 2019).

Interview Process
The interview guide is informed by a thorough literature review and consultation with academic supervisors to ensure alignment with key constructs of customer satisfaction, cultural authenticity, and service quality (Jang, 2023; Baiomy, 2019). The guide includes initial broad questions about participants’ recent experiences in Asian cafes, followed by focused inquiries on staff behaviour, food quality, atmosphere, value perceptions, and improvement suggestions.

Interviews are flexible, allowing participants to freely elaborate, while the researcher probes for clarification and examples to deepen understanding (Lim, 2025). This conversational style fosters trust and data richness, essential for uncovering subtle satisfaction drivers.
Data Management and Transcription
Data management and transcription are fundamental components of qualitative research, ensuring that collected data is accurately preserved, systematically organized, and ethically handled throughout the research process (DeJonckheere & Vaughn, 2019). Proper data management begins immediately upon completion of interviews, where audio recordings, notes, and other materials must be carefully stored and protected to maintain data integrity and confidentiality.

Transcription involves converting the recorded voice data into written format, which allows for detailed analysis and facilitates the identification of meaningful patterns and themes. Verbatim transcription, where every word, pause, and sometimes non-verbal utterances are documented, is commonly recommended as it captures the full richness of the data and preserves the nuances of participants’ expressions (Jamshed, 2014). This faithful representation is particularly important in hospitality research exploring subjective experiences such as customer satisfaction, where slight tonal differences or phrases may carry significant meaning (Baiomy, 2019).

Several practical considerations shape transcription quality. Firstly, timely transcription shortly after data collection helps ensure accuracy as the researcher’s familiarity with the context and content remains fresh (Lim, 2025). Secondly, transcripts must be anonymized to protect participant confidentiality; identifiable information such as names or locations is replaced with pseudonyms or codes (DeJonckheere & Vaughn, 2019). This ethical safeguard adheres to data protection standards and fosters trust among participants (Nicmanis, 2024). To enhance transcription accuracy, some researchers utilize qualitative data software that supports audio playback at adjustable speeds and supports simultaneous coding (Ayre, 2022). Although software aids efficiency, the skill and attentiveness of the transcriber remain critical, as automated tools may miss contextual or emotional subtleties (Wakelin, 2024).

Data management extends beyond transcription to include secure storage protocols. Digital files should be encrypted and stored in restricted-access folders or platforms compliant with institutional and legal data protection policies (DeJonckheere & Vaughn, 2019). Backup copies are recommended to prevent loss from technical failures. Moreover, a clear documentation trail, or audit trail, of all data handling, coding decisions, and analysis steps ensures transparency and allows for external validation of research findings (Nicmanis, 2024). Overall, meticulous data management and transcription practices underpin credible, ethical qualitative research. In customer satisfaction studies within Asian cafes, these practices enable the researcher to capture and analyze nuanced participant voices accurately while safeguarding their privacy, thus producing trustworthy and impactful insights (Jamshed, 2014; DeJonckheere & Vaughn, 2019).

Analytical Techniques: Thematic Analysis
Thematic analysis is a highly regarded and widely used qualitative method for analyzing textual data such as interview transcripts. It involves identifying, analyzing, and reporting patterns or themes within a data set, which facilitates understanding of the underlying meanings and experiences shared by participants (Braun & Clarke, 2006; Nowell et al., 2017). This flexibility makes thematic analysis applicable across various qualitative research designs and epistemologies, ranging from inductive, data-driven approaches to more deductive, theory-guided analyses (Naeem et al., 2023).

The process of thematic analysis typically unfolds through a rigorous, systematic sequence of steps designed to ensure depth and rigor in interpretation. Initially, researchers immerse themselves in the data by transcribing and repeatedly reading transcripts to gain familiarity and identify preliminary noteworthy excerpts and viewpoints (Naeem et al., 2023; Kiger & Varpio, 2020). Following familiarization, relevant keywords and phrases representative of participants’ perspectives are extracted to capture core meanings.

Coding represents the next phase, where meaningful data segments are labeled with concise codes that summarize key concepts or sentiments. Thematic analysis relies heavily on these codes as building blocks, enabling complex datasets to be broken into manageable, meaningful units (Nowell et al., 2017). Subsequently, researchers cluster related codes into overarching themes that reflect patterns across the data and answer the study’s research questions. These themes are refined through iterative review, ensuring they accurately convey the datasets’ nuances and maintain analytic coherence (Kiger & Varpio, 2020; Ahmed, 2025).

The final step involves interpreting the themes and contextualizing them within existing literature, leading to the construction of a conceptual model or rich narrative that explains the phenomena under investigation, such as customer satisfaction drivers in Asian cafes (Naeem et al., 2023). Throughout this process, reflexivity is critical, with researchers acknowledging their potential biases to minimize their influence and optimize interpretative validity (Nowell et al., 2017).

Thematic analysis has several strengths: its adaptability to diverse research questions and data types, ability to capture rich, nuanced data, and clear procedural steps that enhance transparency and replicability (Braun & Clarke, 2006; Kiger & Varpio, 2020). However, researchers must carefully apply the method to avoid superficial coding or theme development and ensure credible and insightful findings (Saunders et al., 2023). This technique’s thoroughness and flexibility make it especially suitable for hospitality research exploring customer satisfaction, as it allows a deep exploration of personal experiences and perceptions.

Ensuring Rigor and Trustworthiness
Ensuring rigor and trustworthiness in qualitative research is essential for producing credible, reliable, and valuable findings that accurately represent participants’ perspectives and experiences. Unlike quantitative research, which often emphasizes statistical validity and reliability, qualitative research is judged by different but equally rigorous standards focused on the authenticity, transparency, and integrity of the research process and findings (Lincoln & Guba, 1985; DeJonckheere & Vaughn, 2019). One of the foundational frameworks for rigor in qualitative research was proposed by Lincoln and Guba (1985), who outlined four key criteria: credibility, transferability, dependability, and confirmability. Credibility parallels internal validity in quantitative studies and refers to the confidence that the findings accurately represent the realities of the participants (Noble & Smith, 2015). Researchers achieve credibility by prolonged engagement with participants, persistent observation, and triangulation of data sources or methods. Additionally, member checking—where study participants review and verify the accuracy of transcripts, interpretations, or final results—is widely recognized for enhancing credibility (DeJonckheere & Vaughn, 2019).

Transferability refers to the extent to which study findings can be applied or “transferred” to other contexts or settings (Lincoln & Guba, 1985). Although qualitative research does not aim for statistical generalization, providing rich, thick descriptions of the research context, participant characteristics, and data collection procedures enables readers to judge whether findings are applicable elsewhere (Noble & Smith, 2015). Detailed, transparent reporting of methodology facilitates this evaluative process.

Dependability is akin to reliability and concerns ensuring the research process is logical, traceable, and clearly documented so that the study could potentially be replicated (Lincoln & Guba, 1985). Maintaining an audit trail of all research decisions, methodological adjustments, coding processes, and data management activities is a key strategy for dependability (Kowalski et al., 2024). Peer debriefing and external audits, where independent researchers review and critique study processes and findings, further strengthen dependability.

Confirmability addresses objectivity by ensuring that findings stem from participants’ data rather than researcher biases or assumptions (Lincoln & Guba, 1985). This is supported by reflexivity, where researchers continuously reflect on their own influence over data collection and interpretation, striving to minimize subjective distortions (Adler et al., 2022). Techniques like triangulation—cross-verifying findings through multiple data sources, methods, or theories—and transparent documentation assist in achieving confirmability.

In practice, qualitative researchers employ various combined strategies to establish trustworthiness. For example, meticulous record-keeping and data management promote transparency (Naeem et al., 2025). Member checking serves as participant validation of findings (DeJonckheere & Vaughn, 2019). Triangulation can involve comparing customer interviews with staff perspectives or digital data (Ahmed, 2024). Reflexive journaling helps researchers acknowledge and mitigate their bias (Adler et al., 2022).

Despite challenges and critiques regarding its subjective nature, qualitative research that rigorously applies these principles offers deeply contextualized, reliable insights into complex social phenomena such as customer satisfaction in hospitality settings (Lim, 2025). Ensuring rigor thus not only strengthens confidence in research outcomes but also enhances their usefulness for practitioners and policymakers seeking evidence-based improvements.
FINDINGS 
 This section presents a detailed and nuanced account of the key findings from qualitative interviews with customers (and where possible, staff and managers) at Asian cafes in Swansea. The analysis uncovers interrelated themes shaping customer satisfaction, reflecting both tangible and intangible dimensions. These themes include service quality and staff behaviour, food quality and cultural authenticity, physical environment and ambience, value and pricing perceptions, customer feedback and engagement, multicultural inclusivity, and areas for improvement. Each theme is discussed with illustrative participant insights and linked to scholarly research for context.

1. Service Quality and Staff Behaviour
One of the strongest and most consistent themes emerging from participant interviews was the significance of staff behaviour in shaping customer satisfaction. Interviewees frequently credited friendly, attentive, and culturally sensitive staff with transforming their dining occasions into positive and memorable experiences. For example, one customer noted, "The warmth from the staff made me feel genuinely welcomed, like more than just a number—I wanted to come back because of that personal touch." This aligns with Alhelalat et al. (2017) and Baiomy (2019), who emphasize that emotional engagement through staff interactions directly elevates perceived service quality and customer satisfaction.

Empathy and responsiveness were highlighted as critical facets of service. Participants appreciated staff who patiently explained unfamiliar dishes, accommodated special dietary requests, or swiftly addressed concerns. This observation supports Kattara, H. S. (2008), who link service responsiveness and employee competence to improved customer loyalty. It was also evident that staff’s cross-cultural communication skills enhanced customer comfort and satisfaction, especially within Swansea’s diverse population (Liu et al., 2022). Conversely, instances of brusqueness or perceived inattentiveness were strongly associated with dissatisfaction and reluctance to revisit, illustrating the fragile nature of service-based satisfaction.

Sustaining such high-quality interactions required staff training and cultural awareness. Managers, where interviewed, acknowledged the importance of continuous staff development to maintain service standards consistent with customer expectations. This resonates with hospitality research recommending investment in employee skills to boost service excellence and competitive differentiation (Han & Ryu, 2009).

2. Food Quality and Cultural Authenticity
Food quality emerged as the core determinant of satisfaction across participant narratives. Customers evaluated dishes along dimensions of taste, freshness, authenticity, and presentation. Most diners sought authentic flavours that echoed traditional Asian culinary heritage, reaffirming Chen’s (2020) findings on the pivotal role of authenticity in ethnic restaurant satisfaction. One interviewee remarked, "It reminded me of meals back home, which means a lot when you’re far away. That genuine taste makes all the difference."

However, there was recognition that absolute traditionalism was sometimes adapted—cafes modified spiciness or ingredient profiles to suit local preferences, a practice viewed positively by many (Orea-Giner et al., 2025). This balance between authenticity and localization was identified as key to attracting both ethnically diverse and local clientele in Swansea. Ingredient quality and freshness were repeatedly emphasized. Participants linked freshness with perceived healthfulness and overall dining enjoyment, consistent with Namkung and Jang’s (2007) identification of freshness as fundamental to food quality perceptions. Presentation, too, contributed multisensory appeal, reinforcing the notion that food experience is holistic (Baiomy, 2019). Staff proximity to kitchens and visible food preparation were also appreciated as indicators of hygiene and transparency, reflecting growing consumer attentiveness to cleanliness post-COVID (Lim et al., 2022).
3. Physical Environment and Ambience
The physical atmosphere of Asian cafes profoundly influenced customer satisfaction. Participants described comfort, cleanliness, and culturally evocative decor as components that enhanced their experiences. The integration of traditional Asian artefacts, soft lighting, and soothing background music created a welcoming “servicescape” that immersed diners in the cultural dimension of their meal (Yang et al., 2021; Rathnasiri, 2025).

This environmental authenticity extended beyond aesthetics to cleanliness and organization. Customers noted that well-maintained restrooms and tidy dining areas strengthened trust and comfort, supporting observations by Hanaysha (2016) about hygiene’s centrality to hospitality satisfaction. Noisy or cluttered cafes, by contrast, detracted from the experience, underscoring the importance of ambient control. Participants valued cafes where thoughtful design allowed intimate conversation and relaxed dining, elements linked in literature to longer dwell times and increased spending (Wang, 2025). Ambience was framed as a silent partner in satisfaction, elevating the perceived value of food and service through sensory engagement (Bitner, 1992).

4. Value and Pricing Perceptions
Perceived value emerged as a complex interplay of food and service quality relative to price. Many interviewees were consciously budget-aware, especially students, but expressed willingness to pay reasonable premiums for authenticity and excellence (Nishinakagawa et al., 2023). Transparent pricing was praised, while unexpected or unclear charges generated feelings of distrust and diminished satisfaction (Chua et al., 2020).

Special promotions, combo deals, and loyalty programs were appreciated strategies that enhanced value perceptions and encouraged repeat visits (Ali-Alsaadi, 2025). Yet, value was about more than money; several participants described it as the gratification they experienced balancing quality, service, and atmosphere—echoing Hasan’s (2022) conceptualization of customer satisfaction being rooted in holistic perceived value.

5. Customer Feedback and Engagement
The study surfaced a clear customer expectation that cafes actively solicit and respond to feedback. Participants distinguished establishments that had mechanisms for collecting opinions and visibly acted on suggestions as more trustworthy and customer-centric (Li et al., 2020). Some noted positive experiences with follow-up contacts after complaints, illustrating effective service recovery practices linked to improved loyalty (Carranza, Díaz and Martín-Consuegra Navarro, 2018). Digital platforms like Google and TripAdvisor were cited both as information sources influencing choice and as forums where cafes’ responsiveness shaped online reputations. Recognition of the role of online feedback channels reflects wider industry trends towards transparency and engagement (Ali-Alsaadi, 2025).

6. Multicultural Sensitivity and Inclusivity
Aligned with Swansea’s culturally diverse demographic, inclusivity emerged as a determinant of customer satisfaction. Participants valued menus accommodating common dietary restrictions—halal, vegetarian, gluten-free—and staff’s cultural competence in navigating diverse customer needs (Jang, 2023; Liu et al., 2022). This sensitivity enhanced feelings of welcome and respect, important emotional undercurrents of satisfaction highlighted in hospitality research focused on multicultural contexts (Orea-Giner et al., 2025).

7. Areas for Improvement
While satisfaction was generally high, participants openly discussed improvement areas. These included expanding menu diversity to include lesser-known Asian regional specialties, improving service speed during busy periods, clarifying allergen information, and enhancing digital ordering systems. These suggestions correlate with hospitality research emphasizing continuous innovation and responsiveness to dynamic customer needs as essential sustainability strategies (Baiomy, 2019; Ali-Alsaadi, 2025).
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CONCLUSION
Contributions
This study makes valuable contributions to both academic knowledge and practical hospitality management, particularly within the under-researched context of mid-sized UK cities like Swansea. By focusing on Asian cafes—a vibrant but diverse and culturally complex segment—the research illuminates significant factors that influence customer satisfaction and loyalty in multicultural dining environments.

First, the findings reaffirm and nuance existing hospitality theories around service quality, emphasizing the critical role of empathetic and culturally aware staff in shaping positive customer experiences. This supports the broader literature (Alhelalat et al., 2017; Baiomy, 2019) and offers specific insight into how staff cultural competence matters in ethnic cafes where customers come from varied backgrounds (Liu et al., 2022). Understanding this can guide training and recruitment to boost service excellence and satisfaction.

Second, the study highlights food quality and cultural authenticity as pivotal satisfaction drivers, in line with previous research (Chen, 2020; Namkung & Jang, 2007). It adds richness by revealing how customers appreciate cafés that maintain authentic flavor profiles while thoughtfully adapting dishes for a local palate, balancing tradition and innovation. This insight assists managers seeking to appeal to both diasporic communities and adventurous locals.

Third, the research shows how the physical environment and ambience—from décor and cleanliness to lighting and background music—subtly contribute to emotional engagement, supporting studies positing the "servicescape" as a key satisfaction dimension (Rathnasiri, 2025; Han & Ryu, 2009). Participants’ appreciation for culturally evocative atmospheres and hygienic spaces informs strategies for design and upkeep. Fourth, the investigation into value perceptions and pricing offers a refined understanding that customer satisfaction hinges on holistic value judgments, not price alone. Transparency, reasonable pricing, and loyalty incentives positively influence satisfaction and repeat visits (Ali-Alsaadi, 2025; Chua et al., 2020).

Finally, the study underscores the importance of customer engagement and feedback mechanisms, affirming literature that positions active listening and responsive recovery as loyalty enhancers (Hanaysha & Pech, 2018; Li et al., 2020). In an era of digital influence, managing online reputation and demonstrating responsiveness become essential. Together, these contributions offer actionable insights for Asian café operators in Swansea and similar locales, providing a roadmap for enhancing customer satisfaction in culturally diverse hospitality settings.

Limitations and recommendations 
Qualitative research in hospitality, while rich in capturing customer experiences, has inherent limitations that need careful consideration. One key limitation is the limited generalizability due to the typically small and non-random samples used (Creswell, 2014). Because qualitative studies focus on depth rather than breadth, the findings may not statistically represent the wider customer population in Asian cafes across Swansea or beyond (Lim et al., 2025). This means caution should be exercised when applying results universally, though detailed, context-rich insights are valuable for understanding complex dynamics within the studied community.

Another limitation relates to the resource-intensive nature of qualitative research. Semi-structured interviews require significant time and effort for data collection, transcription, and analysis (DeJonckheere & Vaughn, 2019). Additionally, flexibility in interview modes such as in-person, video calls, or telephone can lead to variation in data quality, with potential losses in non-verbal cues during remote interviews (Wakelin, 2024). This variability can impact the richness of data collected and thus the subtlety of findings.

Qualitative analysis is also highly dependent on researcher skill and reflexivity. Interpretations can be influenced by the researcher’s own perspectives, potentially introducing bias (Adler et al., 2022). Ensuring rigor through reflexive journaling, peer debriefing, and member checking can mitigate but not entirely eliminate this risk (DeJonckheere & Vaughn, 2019; Nicmanis, 2024). The study’s success hinges on the researcher’s ability to engage critically and ethically with the data.

Despite these challenges, the methodology enables powerful exploration of customer satisfaction, revealing nuances inaccessible to quantitative surveys. To enhance the validity and applicability of findings, combining qualitative insights with future quantitative studies could be beneficial.

Based on these reflections and findings, several recommendations are proposed. Asian cafes should prioritize staff training focused on cultural competence, empathy, and communication skills to enhance personal interactions, a key satisfaction driver (Alhelalat et al., 2017). Striking a balance between authentic food and local adaptation will widen appeal and satisfaction (Chen, 2020). Improving ambience and servicescape with attention to cultural aesthetics and comfort can provide a more immersive dining experience (Rathnasiri, 2025).

Cafes should also adopt transparent, fair pricing and loyalty programs to foster perceived value and repeat patronage (Ali-Alsaadi, 2025). Proactive feedback mechanisms should be implemented to capture customer voices and respond effectively, building trust and continuous improvement (Hanaysha & Pech, 2018). Particular attention to dietary inclusivity is essential in diverse urban settings, tailoring offerings to vegetarian, halal, and allergen-conscious customers.
For academia, further research employing complementary quantitative methods could validate and generalize findings. Expanding samples to include managerial and employee perspectives would provide holistic insight into operational challenges and satisfaction strategies. Cross-cultural comparative studies would deepen understanding of how ethnic dining evolves in different UK regions.












PART C
REFLECTIONS 
Reflecting on the journey of conducting this qualitative research has brought deep personal and professional growth and has significantly developed relevant research skills, particularly suited for the hospitality sector. Engaging directly with customers and staff from Asian cafes in Swansea provided practical experience in designing, executing, and analyzing semistructured interviews, which lie at the heart of many qualitative studies in hospitality research.
One of the foremost learnings has been the importance of active listening and empathy during interviews. This skill transcends mere question-answer interactions; it enables eliciting rich, nuanced narratives essential for understanding the lived experiences of diverse participants. Developing this sensitivity required recognizing verbal and non-verbal cues, allowing interviewees to express themselves without feeling rushed or judged. The ability to build trust and rapport is critical in hospitality research, where emotional and cultural dimensions shape customer satisfaction deeply.
The process illuminated the practical challenges and rewards of data transcription and thematic analysis. Transcribing interviews verbatim sharpened attention to detail and appreciation for participants’ exact words, which is crucial for preserving authenticity. Applying thematic analysis, a flexible yet systematic method, strengthened my capacity to move from raw data to meaningful themes, balancing rigor with interpretative insight. Throughout, balancing reflexivity—being aware of my own biases and assumptions—ensured fairness and depth in interpretation, a key consideration for trustworthiness in qualitative research.
The experience also enhanced my project management skills, involving scheduling interviews around participants’ availability, dealing with remote interview technologies like Zoom or telephone, and maintaining ethical standards including consent and data security. These logistical and ethical competencies are vital for credible and professional research conduct in hospitality contexts, where diverse and busy stakeholders must be accommodated respectfully.
Furthermore, I developed a grounded understanding of sampling techniques in qualitative work. Choosing convenience sampling fostered practical learning about its strengths and trade-offs: enabling efficient access to relevant participants while recognizing limitations in representativeness. This balance between methodological ideals and real-world constraints is common in hospitality research, requiring pragmatic yet scientifically grounded decisions.

Engaging deeply with the literature on cultural authenticity and customer satisfaction nurtured an appreciation for the complex, context-dependent nature of hospitality services. It became clear that success in Asian cafes hinges on nuanced intersections of food quality, service, ambience, and cultural sensitivity, reshaping my view of hospitality as an intricate service ecosystem. This holistic lens will guide my future research and professional focus.

Finally, the undertaking cultivated key transferable skills: critical thinking, qualitative data analysis, ethical research practice, written communication, and cultural competence. Grappling with diverse customer voices sharpened intercultural communication abilities, a vital asset in increasingly globalized hospitality industries. Writing clear, engaging research reports translated complex findings into accessible knowledge for academic and practitioner audiences alike, highlighting the importance of effective dissemination.
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