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Abstract:

This study investigates the influence of sensory experience and perceived price on word-of-mouth
(WOM) recommendation, with customer satisfaction as a mediating variable, in the context of Wolf
Gang’s Steakhouse Jakarta. Using the Stimulus-Organism-Response (SOR) framework, sensory
experience and perceived price serve as stimuli, customer satisfaction as the organism, and WOM
recommendation as the response. Data were collected through purposive sampling from 218
respondents who had dined at the restaurant. The analysis was conducted using Partial Least
Squares Structural Equation Modeling (PLS-SEM) with SmartPLS 3. Results reveal that sensory
experience and perceived price have significant positive effects on customer satisfaction, which in
turn significantly influences WOM recommendation. Additionally, both sensory experience and
perceived price directly and indirectly affect WOM recommendation through partial mediation by
customer satisfaction. These findings highlight the importance of enhancing sensory aspects such as
taste, aroma, presentation, and freshness, alongside maintaining fair and transparent pricing, to
improve satisfaction and encourage positive WOM. The study contributes theoretically by
reinforcing the mediating role of customer satisfaction in the SOR model and provides practical
insights for fine dining managers to improve customer experiences and strengthen competitive
positioning.
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INTRODUCTION

Food is a daily necessity that must be fulfilled in order to carry out activities effectively
(Benyamin & Ruslim, 2023). The culinary industry is one of the sectors that has experienced rapid
growth in recent decades and has become an essential part of the modern lifestyle. Every restaurant
must find ways to retain and attract new customers while remaining competitive and profitable
(Canny, 2014). Various innovations in the food and beverage sector have been introduced, ranging
from cooking styles such as Western, Japanese, or Indonesian cuisine (Ruslim & Rahardjo, 2015), to
menu variations, food presentation methods, service styles, and even changes in the overall
restaurant concept (Ruslim et al., 2022).

Changes in consumption patterns, increased purchasing power, and the influence of
globalization have driven the emergence of various restaurant concepts, one of which is fine dining.
The fine dining phenomenon in Indonesia has shown significant growth, particularly in major cities
such as Jakarta. This development is in line with the rise of the upper-middle-class consumer
segment that seeks not only food quality but also a unique gastronomic experience. Fine dining has
become a luxury increasingly sought after and enjoyed by consumers from diverse backgrounds
(Lim et al., 2022).
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Customer satisfaction is a crucial factor to maintain, as numerous studies have examined its
effects, which can lead to word-of-mouth (WOM) recommendations (Lim et al., 2022; Ing et al., 2020).
Beyond food, fine dining offers customers both a pleasant social activity and a dining experience
(Walker & Lundberg, 2005). However, Wolf Gang’s Steakhouse, a fine dining restaurant in Jakarta,
has recently received several negative reviews on Tripadvisor, where it only scored 2.8 out of 5 (see
Figure 1). These reviews generally highlight issues such as the quality of food not matching the price,
steaks being excessively fatty/greasy with an unpleasant odor, and the overall perception of being
overpriced.

Figure 1. Tripadvisor Rating of Wolf Gang’s Steakhouse Jakarta
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Good food quality plays an important role in determining customer satisfaction. Numerous
studies have been conducted, and their findings show that food quality has a significant positive
effect on satisfaction (Andaleeb & Conway, 2006; Amira & Rahardian, 2015; Hidayat et al., 2020). Jin
et al. (2012) explain food quality in terms of delicious taste, attractive appearance, and menu variety.
Studies on food quality in fine dining restaurants conducted by Lim et al. (2022) and Kelvia & Ronald
(2023) examined the role of sensory experience, which can lead to satisfaction. Sensory experience
provides consumers with impressions that influence the five senses —sight, smell, taste, hearing, and
touch (Suprapti et al., 2022).

Fine dining restaurants are generally more expensive compared to other types of restaurants
such as casual dining, family-style restaurants, fast food, food courts, or street food. Therefore, price
fairness becomes an important aspect to examine in a fine dining setting. Price fairness can be
described as customers’ evaluation of whether the price charged for a product is reasonable or not
(Jin et al., 2016; Hanaysha, 2016). Many customers have a perception of how much they expect to be
charged at a restaurant, and when the price offered exceeds their expectations, their satisfaction tends
to decline (Andaleeb & Conway, 2006). Jin et al. (2015) further explain that restaurant managers must
set fair prices for customers, consistent with reference prices that consumers have established
through their past dining experiences at similar fine dining establishments.

Veronika & Terenggana (2025) define word-of-mouth (WOM) as communication about
products, quality, or companies conveyed through various media such as social media platforms,
discussion forums, or consumer reviews. WOM is important to study because it serves as a
promotional medium carried out by customers, where they share positive experiences about a brand
with others, thus enhancing brand recognition within society (Setiadi & Ruslim, 2023). Conversely,
Lai & Chou (2015) highlight that dissatisfaction often leads customers to discontinue visits or spread
negative feedback through WOM. The effect of WOM has also been proven to significantly and
positively influence purchasing decisions in several restaurant contexts (Diah & Vercelli, 2023;
Qomariah, 2020).

Based on the background outlined above, in order to increase positive WOM
recommendations for the fine dining restaurant Wolf Gang’s Steakhouse (see Figure 1.1), this study
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adapts the research of Lim et al. (2022) by investigating the influence of sensory experience derived
from perceived food quality and price perception on WOM recommendation, with customer
satisfaction as a mediating factor.

This study addresses an evidence gap regarding the effect of price on satisfaction, as previous
findings remain inconsistent. For instance, Ruslim et al. (2024), Suhud et al. (2019), and Rochmad &
Muzdalifah (2024) found that perceived price has a significant positive influence on customer
satisfaction. However, different results were reported by Valentino & Ekawati (2025) and Ruslim &
Rahardjo (2016), who concluded that price fairness does not have a significant effect on customer
satisfaction. Therefore, this study further investigates the effect of price on satisfaction, particularly
in fine dining restaurants.

Sensory Experience

Sensory experience refers to the creation of experiences that engage the five senses—sight,
sound, smell, taste, and touch —which shape customers’ perceptions of food quality and the overall
restaurant atmosphere (Handaruwati, 2021). Beyond influencing immediate satisfaction, sensory
experiences may also stimulate exploratory behaviors and encourage individuals to actively seek
and collect diverse experiences (Lashkova et al., 2019). This highlights the dynamic role of sensory
elements in shaping not only customer evaluations but also their broader behavioral tendencies.

Furthermore, sensory experience is often measured through various indicators, including
proper seasoning, delicious taste, visually appealing presentation, appropriate serving temperature,
freshness, and richness of flavor (Kelvia, 2023). Taken together, these elements emphasize that
sensory experience represents the holistic interaction between customers and food through their
senses. Based on these definitions, in this study sensory experience is defined as the overall
sensory impressions perceived by customers, encompassing taste, smell, sight, touch, and serving

quality.

Perceived Price

According to Schiffman and Wisenblit (2015), perceived price refers to the customer’s view
of the value they receive from a purchase. This definition highlights that perceived price is not merely
about the numerical amount paid, but rather how customers interpret the benefits they obtain in
relation to the expenditure made. From this perspective, perceived price represents the subjective
evaluation of whether the product or service provides sufficient value for the money spent.

Similarly, Han and Hyun (2015) describe perceived price as customers’ perceptions of the
appropriateness of a product or service’s price when compared to competitors” offerings. Oscar and
Keni (2019) further emphasize that perceived price reflects consumers” assessment of the monetary
sacrifice required to acquire a product in relation to other similar alternatives. Together, these
definitions underscore that perceived price is shaped by both internal evaluations of value and
external comparisons with competitors, ultimately influencing customer satisfaction and purchasing
behavior.

Customer Satisfaction

Customer satisfaction can be defined as the customer’s perception of a product or service
performance compared to their expectations (Schiffman & Wisenblit, 2015). It reflects the extent to
which the product or service meets or exceeds customer needs, wants, and expectations, resulting in
a positive evaluation of the consumption experience. In this sense, customer satisfaction is not only
a judgment of past experiences but also an important indicator of how well an organization delivers
value.

Similarly, customer satisfaction is described as the overall evaluation of service quality
performance relative to customer expectations (Ruslim et al.,, 2020; Ruslim et al.,, 2024). This
highlights its role as a measure of how effectively a product or service fulfills what customers
anticipate. High levels of satisfaction strengthen the relationship between customers and businesses,
fostering loyalty, repeat purchases, and positive word-of-mouth. Based on these definitions, in this
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study customer satisfaction is defined as the level of fulfillment experienced by customers after
comparing the perceived performance with their expectations.

WOM Recommendation

According to Setiadi and Ruslim (2023), Word of Mouth (WOM) is a form of promotion
carried out by customers by sharing their positive experiences about a brand with others, allowing
the brand to gain wider recognition in society. WOM, therefore, serves as an organic and credible
promotional tool, as it originates directly from customer experiences and can significantly enhance a
brand’s visibility and reputation.

Similarly, Joesyiana (2018) defines Word of Mouth as interpersonal communication, either
individually or in groups, that conveys opinions or evaluations about a product or service with the
intention of providing personal information. This definition highlights WOM as an influential
communication channel that extends beyond formal marketing strategies, playing a crucial role in
shaping consumer perceptions, influencing purchase decisions, and fostering trust in the
marketplace.

Stimulus-Organism-Response (SOR) Theory

In this study, the SOR (Stimulus-Organism-Response) theory popularized by Mehrabian and
Russell (1974) is applied. The Stimulus-Organism-Response (SOR) model explains how the
environment (stimulus) influences an individual’s psychology (organism), which in turn generates
certain behaviors (response). In the context of fine dining restaurants, environmental factors such as
food quality and price serve as stimuli. Customers then engage in an internal evaluation in the form
of satisfaction (organism), and the outcome may affect subsequent behaviors such as providing
word-of-mouth recommendations (response). Figure 2 below illustrates the application of the SOR
model to consumer behavior in fine dining restaurants:

Figure 2. Research Model based on the SOR Theory
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Based on the research model above, the hypotheses are as follows:
H1: Sensory experience has a positive and significant effect on customer satisfaction.

Suprapti (2020), in her research, found that sensory experience has a positive and significant effect
on customer satisfaction. It was concluded that sensory experience provides consumers with stimuli
that influence their five senses, including sight, smell, taste, hearing, and touch. Similar findings were
also reported by Lashkova et al. (2019), Wardayanti & Bharata (2025), and Septian & Handaruwati
(2021), who confirmed that sensory experience positively influences customer satisfaction.
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H2: Perceived price has a positive and significant effect on customer satisfaction.

Jinetal. (2016) examined the role of price fairness in building customer satisfaction. Aurelia & Ruslim
(2025) and Dhisasmito & Kumar (2020) also demonstrated that price fairness positively and
significantly influences customer satisfaction. Similar results were found by Ruslim et al. (2024),
Suhud et al. (2019), and Rochmad & Muzdalifah (2024), who confirmed that perceived price exerts a
positive and significant influence on customer satisfaction. However, contrasting findings were
reported by Valentino & Ekawati (2025) and Ruslim & Rahardjo (2016), who revealed that price
fairness does not have a significant effect on customer satisfaction.

H3: Customer satisfaction has a positive and significant effect on WOM recommendation.

Wisdayanti & Wulansari (2023) and Setiadi & Ruslim (2023) found that customer satisfaction has a
positive and significant effect on word-of-mouth (WOM). Similarly, Parnataria & Abror (2019), who
examined the importance of customer satisfaction for WOM, concluded that customers who have
positive experiences are more likely to share favorable WOM. Supporting this, Syah & Wijoyo (2021)
also demonstrated that customer satisfaction exerts a positive and significant influence on WOM,
suggesting that the greater the level of satisfaction, the higher the likelihood of customers
recommending the business to others.

H4: Sensory experience has a positive and significant effect on WOM recommendation.
H5: Perceived price has a positive and significant effect on WOM recommendation.

Kelvia & Ronald (2023) investigated the influence of sensory experience and price in a fine dining
restaurant in Medan and found that both factors positively and significantly affected customer
satisfaction.

Hé6: Sensory experience has a positive and significant effect on WOM recommendation mediated by
customer satisfaction.

H7: Perceived price has a positive and significant effect on WOM recommendation mediated by
customer satisfaction.

Lim et al. (2022) examined the influence of sensory experience and price on WOM recommendation
with customer satisfaction as a mediating variable in fine dining restaurants. Their findings indicated
that sensory experience did not directly affect WOM recommendation but exerted an indirect effect
through customer satisfaction. In contrast, perceived price demonstrated both direct and indirect
positive effects on WOM recommendation through customer satisfaction. Similarly, Ing et al. (2020)
also confirmed that perceived price influences the intention to spread positive WOM mediated by
customer satisfaction.

METHOD

This research adopts a quantitative method with a causal design. As noted by Malhotra
(2020), a causal design is crucial in marketing research because it seeks to explain both the direct and
indirect influence of one variable on another. According to Malhotra (2020), a sample represents a
subset of the population that is systematically chosen to serve as respondents or observational units
within a study. This research applied a non-probability sampling technique through purposive
sampling, where respondents were selected based on specific criteria determined by the researcher.
The inclusion criteria for this study were: (a) have dined at least once at Wolf Gang’s Steakhouse
Jakarta (ELYSEE SCBD Jakarta, Level 6 Rooftop, Senayan), (b) resides in Jakarta, and (c) aged at least
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18 years old (adapted from Lim et al., 2022, with a minimum respondent age of 18 years). In total,
218 respondents who met these requirements were successfully collected as the study sample.

According to Malhotra (2020), the minimum sample size required in a marketing research
study is 200 respondents. This also meets the provision established by Hair et al. (2018, as cited in
Memon et al., 2020), which states that the minimum number of samples in a study can be determined
based on the number of variables examined, using a ratio of 20:1. In this study, there are four latent
variables; therefore, the required sample size is 20 x 4 = 80 respondents. Based on these expert
recommendations, the minimum sample size determined for this research is 200 respondents.

Following Bougie & Sekaran (2016), this study utilized a purposive sampling technique to
ensure that all respondents fulfilled the criteria aligned with the research objectives. Data collection
was carried out through a structured questionnaire using a five-point Likert scale, ranging from 1
(strongly disagree) to 5 (strongly agree). In this study, the operational variables were formulated to
measure the key concepts under investigation. The following presents the list of operational variables
used in this research.

Table 1. Operational variables

Variable Indicator Source
Sensory experience 1. Taste of the food (SEN1) Adapted from Lim et al.
2. Visual presentation (SEN2) (2022); Kelvia & Ronald,
3. Food temperature (SEN3) (2023)
4. Freshness of ingredients (SEN4)
5. Appropriateness of seasoning (SEN5)
6. Aroma of the food (SEN6)
Perceived Price 1. Price fairness (PRI1) Adapted from Lim et al.
2. Value for money (PRI2) (2022); Ing et al. (2020);
3. Price affordability (PRI3) Dhisasmito et al. (2020)
Customer 1. Dining experience satisfaction (SAT1) Adapted from Lim et al.
satisfaction 2. Enjoyment of choosing to dine at this (2022); Tuncer et al. (2020);
restaurant (SAT2) Abdichianto & Ruslim,
3. Enjoyment of dining (SAT3) (2024)
4. Right decision to dine at this restaurant (SAT4)
WOM 1. Sharing positive feedback (WOMLI) Adapted from Lim et al.
recommendation 2. Recommending to family and friends (WOM?2) | (2022); Kelvia & Ronald
3. Recommending this restaurant when asked for | (2023)
advice (WOM3)

Each variable was operationally defined to maintain clarity and consistency in measurement.
Primary data were gathered using an online questionnaire administered via Google Forms, allowing
for efficient and wide distribution to the intended participants. The questionnaire link was
disseminated through multiple digital platforms, including WhatsApp, Instagram, and other social
media channels, to reach respondents who met the predetermined criteria. This online method
enhanced accessibility, maintained participant anonymity, and improved the overall efficiency of
data collection in a cost-effective way.

This study applied a series of data analysis techniques using SmartPLS 3 to perform Partial
Least Squares Structural Equation Modeling (PLS-SEM). Construct validity was assessed through
convergent validity —measured by outer loadings (>0.708) and Average Variance Extracted (AVE
>0.50) —as well as discriminant validity, which was evaluated using the Fornell-Larcker criterion,
HTMT ratio (<0.85), and cross-loadings. Reliability was tested through Cronbach’s alpha and
Composite Reliability (CR), with all values meeting the recommended threshold of 20.70. In addition,
multiple linear regression analysis was employed to assess the effect of independent variables on the
dependent variable. For hypothesis testing within the SEM framework, path coefficients and p-
values were analyzed, with significance determined through bootstrapping procedures at p-values
<0.05. The explanatory power of the model was further evaluated using R? values.
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RESULT AND DISCUSSION

Respondent Description

The sample collected in this study consisted of 218 respondents, classified based on gender,
age, occupation, income range, dining companions, and frequency of visits. Based on the processed
data, 123 respondents (56.42%) were male, and the majority of respondents were in the age range of
29-44 years (Generation Y), totaling 78 respondents (35.78%). Most respondents worked as
entrepreneurs, amounting to 101 respondents (46.33%). In terms of monthly income, the majority
earned more than IDR 50 million, with 132 respondents (60.55%). Regarding dining companions,
most respondents dined with business colleagues, totaling 86 respondents (39.45%). Meanwhile, in
terms of visit frequency, the majority had visited more than once, totaling 136 respondents (62.39%).

Outer Model Assessment

Validity analysis in the PLS-SEM method is categorized into convergent validity and
discriminant validity. Convergent validity is measured using outer loadings with a minimum value
of 0.708 and Average Variance Extracted (AVE) with a minimum threshold of 0.50 (Hair et al., 2017).

Table 2. Results of Convergent Validity Test - Outer Loadings

CSs PP SE WOM Conclusion
PRI1 0.888
PRI2 0.863
PRI3 0.865
SAT1 0.850
SAT2 0.849 Met the
SAT3 0.805 requirements of
SAT4 0.858 convergent
SENI 0.890 validity because
SEN2 0.906
SEN3 0.909 the values are
SEN4 0.908 higher than
SENb5 0.826 0.708
SENG6 0.878
WOM1 0.902
WOM2 0.917
WOM3 0.884

Table 3. Results of Convergent Validity Test - AVE

Variable AVE Conclusion
Customer satisfaction 0.707 Met the requirements of
Perceived Price 0.761 convergent validity because
Sensory Experience 0.786 the values are higher than
WOM recommendation 0.812 0.50

Meanwhile, discriminant validity is assessed using the Fornell-Larcker criterion and cross-
loadings, where the value of each construct must be greater than that of other constructs, as well as
the heterotrait-monotrait ratio (HTMT), which should be below 0.85 (Hair et al., 2017). Reliability
analysis is measured using Cronbach’s alpha and Composite Reliability with a minimum threshold
of 0.70 (Hair et al., 2017).
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Table 4. Results of Discriminant Validity Test - Fornell-Larcker Criterion

Customer Perceived Sensory WOM
Variable Conclusion
satisfaction Price Experience recommendation
Customer
0.841
satisfaction Met the
Perceived Price 0.644 0.872 requirements
Sensory of
0.689 0.643 0.887
Experience discriminant
WOM validity
0.747 0.705 0.768 0.901
recommendation
Table 5. Results of Discriminant Validity Test - Cross-Loadings
CS PP SE WOM Conclusion
PRI1 0.541 0.888 0.557 0.630
PRI2 0.534 0.863 0.546 0.614
PRI3 0.587 0.865 0.579 0.600
SAT1 0.850 0.504 0.654 0.631
SAT2 0.849 0.626 0.528 0.618
SAT3 0.805 0.448 0.452 0.539 Met th
SAT4 0.858 0.549 0.614 0.660 e
SEN1 0.591 0.524 0.890 0.650 requirements of
SEN2 0.602 0.550 0.906 0.667 discriminant
SEN3 0.618 0.520 0.909 0.679 validity
SEN4 0.638 0.628 0.908 0.743
SEN5 0.578 0.553 0.826 0.656
SEN6 0.557 0.643 0.878 0.685
WwOoM1 0.651 0.611 0.710 0.902
WOM2 0.667 0.628 0.666 0.917
WOM3 0.658 0.666 0.699 0.884
Table 6. Results of Discriminant Validity Test - HTMT
Customer Perceived Sensory WOM
Variable Conclusion
satisfaction Price Experience recommendation
Customer Met the
satisfaction requirements
Perceived Price 0.741 of
Sensory discriminant
0.740 0.720
Experience validity
WOM because the
0.833 0.816 0.839
recommendation values are
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lower than
0.85
Table 7. Results of Reliability Test
Cronbach’s Composite
Variable Conclusion
Alpha Reliability
Customer satisfaction 0.862 0.906
Perceived Price 0.843 0.905 Met the requirements
Sensory Experience 0.945 0.957 of reliability
WOM recommendation 0.884 0.928
Inner Model Assessment
Table 8. Results of R? Test
Variable R2
WOM recommendation 0.707

The results of the R? test indicate that the variables in this study explain 70.7% of customer
loyalty, while the remaining 29.3% is explained by other variables outside the scope of this research.

Table 9. Results of f2 Test

Customer Perceived Sensory WOM
Variable
satisfaction Price Experience recommendation

Customer
0.141

satisfaction
Perceived Price 0.146 0.116

Sensory

0.254 0.259

Experience

WOM
recommendation

The effect size (f?) analysis, as presented in Table 9, shows that the sensory experience variable
has a medium effect on customer satisfaction and WOM recommendation, with {2 values ranging
between 0.15 and 0.35. The variables of customer satisfaction and perceived price have a small effect
on WOM recommendation, with {2 values ranging between 0.02 and 0.15. Similarly, perceived price
has a small effect on customer satisfaction, with f2 values also ranging between 0.02 and 0.15.

Table 10. Results of Hypothesis Testing

Original
Hypothesis T-Statistic P-Value Result
sample
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H1:SE > CS 0.454 4.434 0.000 Supported
H2: PP > CS 0.344 3.564 0.000 Supported
H3: CS > WOM 0.295 4.102 0.000 Supported
H4: SE > WOM 0.403 4107 0.000 Supported
H5: PP > WOM 0.258 3.620 0.000 Supported
Supported

Heé: SE - CS > WOM 0.134 4175 0.000 (Partial
Mediation)
Supported

H7:PP - CS > WOM 0.101 2.222 0.013 (Partial
Mediation)

Regarding the hypothesis testing results, it can be observed that the first hypothesis (H1) is
supported, indicating that sensory experience has a positive and significant effect on customer
satisfaction. The second hypothesis (H2) is supported, showing that perceived price has a positive
and significant effect on customer satisfaction. The third hypothesis (H3) is supported, indicating
that customer satisfaction has a positive and significant effect on WOM recommendation. The fourth
hypothesis (H4) is supported, suggesting that sensory experience has a positive and significant effect
on WOM recommendation. The fifth hypothesis (H5) is supported, showing that perceived price has
a positive and significant effect on WOM recommendation. The sixth hypothesis (H6) is supported,
indicating that sensory experience has a positive and significant effect on WOM recommendation
through the mediation of customer satisfaction. Finally, the seventh hypothesis (H7) is supported,
demonstrating that perceived price has a positive and significant effect on WOM recommendation
through the mediation of customer satisfaction.

4.4 Discussion
The Influence of Sensory Experience on Customer Satisfaction

The hypothesis testing results indicate that Hypothesis 1 (H1) is supported, suggesting that
sensory experience has a positive and significant effect on customer satisfaction. This finding is
consistent with previous studies conducted by Suprapti (2020), Lashkova et al. (2019), Wardayanti &
Bharata (2025), and Septian & Handaruwati (2021), which also found that sensory experience
positively and significantly affects customer satisfaction. Therefore, it can be concluded that the
better the sensory experience, such as experiences that stimulate the five senses, the higher the level
of satisfaction generated. If Wolf Gang’s Steakhouse is able to provide a strong sensory experience,
customers will feel more satisfied.

The Influence of Perceived Price on Customer Satisfaction

The hypothesis testing results indicate that Hypothesis 2 (H2) is supported, suggesting that
perceived price has a positive and significant effect on customer satisfaction. This finding is in line
with previous studies conducted by Dhisasmito & Kumar (2020), Ruslim et al. (2024), Suhud et al.
(2019), and Rochmad & Muzdalifah (2024), which also found that perceived price positively and
significantly affects customer satisfaction. Thus, it can be concluded that the better the perceived
price, the higher the level of satisfaction felt by customers. If Wolf Gang’s Steakhouse is able to
deliver quality that matches the price offered, customers will feel more satisfied.

Jurnal Mirai Management, 10 (2), 2025 | 363



The Impact Of Individual Characteristics And Self-Efficacy On Employee Performance....

The Influence of Customer Satisfaction on WOM Recommendation

The hypothesis testing results indicate that Hypothesis 3 (H3) is supported, suggesting that
customer satisfaction has a positive and significant effect on WOM recommendation. This finding is
consistent with previous studies by Wisdayanti & Wulansari (2023), Setiadi & Ruslim (2023),
Parnataria & Abror (2019), and Syah & Wijoyo (2021), which also found that customer satisfaction
positively and significantly influences WOM recommendation. Therefore, it can be concluded that
the higher the satisfaction experienced by customers, the greater the likelihood that they will share
their satisfaction through WOM. If Wolf Gang’s Steakhouse can provide strong customer satisfaction,
it increases the likelihood of customers giving WOM recommendations to others.

The Influence of Sensory Experience on WOM Recommendation

The hypothesis testing results indicate that Hypothesis 4 (H4) is supported, suggesting that
sensory experience has a positive and significant effect on WOM recommendation. This finding is
not consistent with a previous study by Lim et al. (2022), which found that sensory experience did
not significantly affect WOM recommendation. Therefore, it can be concluded that the better the
sensory experience, such as experiences that stimulate the senses, the more it may influence WOM
recommendations. The difference in findings may be attributed to variations in the fine dining
restaurants studied, particularly in terms of food quality. Hence, this study finds that sensory
experience positively and significantly affects WOM recommendation. If Wolf Gang’s Steakhouse
can provide a strong sensory experience, customers will be more likely to give WOM
recommendations.

The Influence of Perceived Price on WOM Recommendation

The hypothesis testing results indicate that Hypothesis 5 (H5) is supported, suggesting that
perceived price has a positive and significant effect on WOM recommendation. This finding is
consistent with previous studies by Ing et al. (2020) and Lim et al. (2022), which also found that
perceived price positively and significantly influences WOM recommendation. Therefore, it can be
concluded that the better the perceived price, the more likely customers are to provide WOM
recommendations. If Wolf Gang’s Steakhouse is able to deliver quality that matches its pricing,
customers will be more inclined to provide WOM recommendations.

The Influence of Sensory Experience on WOM Recommendation through Customer Satisfaction

The hypothesis testing results indicate that Hypothesis 6 (H6) is supported, suggesting that
sensory experience has a positive and significant effect on WOM recommendation through the
mediation of customer satisfaction. This finding is consistent with a previous study by Lim et al.
(2022), which also showed that sensory experience positively and significantly influences WOM
recommendation through customer satisfaction. Therefore, it can be concluded that the better the
sensory experience provided, the higher the satisfaction experienced, which in turn has a positive
impact on WOM recommendation. If Wolf Gang’s Steakhouse is able to deliver a strong sensory
experience, it will enhance customer satisfaction and positively encourage WOM recommendations.

The Influence of Perceived Price on WOM Recommendation through Customer Satisfaction

The hypothesis testing results indicate that Hypothesis 7 (H7) is supported, suggesting that
perceived price has a positive and significant effect on WOM recommendation through the
mediation of customer satisfaction. This finding is consistent with a previous study by Lim et al.
(2022), which showed that perceived price positively and significantly influences WOM
recommendation through customer satisfaction. Therefore, it can be concluded that the better the
perceived price, the greater the customer satisfaction, which in turn positively impacts WOM
recommendation. If Wolf Gang’s Steakhouse is able to deliver quality that aligns with its pricing, it
will enhance customer satisfaction and encourage customers to provide positive WOM
recommendations to others.

Jurnal Mirai Management, 10 (2), 2025 | 364



The Impact Of Individual Characteristics And Self-Efficacy On Employee Performance....

CONCLUSION

This study concludes that sensory experience and perceived price play a significant role in
shaping customer satisfaction and word-of-mouth (WOM) recommendation at Wolfgang's
Steakhouse Jakarta. The findings indicate that both variables have a direct positive influence on
satisfaction, which in turn strongly drives customers to share positive recommendations.
Furthermore, sensory experience and perceived price also demonstrate significant indirect effects on
WOM when mediated by customer satisfaction, suggesting the presence of partial mediation. These
results highlight the importance of managing both tangible and perceptual aspects of the dining
experience to enhance overall customer responses.

From a theoretical perspective, this research reinforces the relevance of sensory experience
and perceived price in understanding customer behavior within the restaurant industry. It further
supports the mediating role of customer satisfaction in bridging service attributes and customer
advocacy. However, future research is encouraged to explore additional variables, such as hygiene,
physical design, and other experiential factors, to provide a more comprehensive understanding of
drivers influencing satisfaction and loyalty. Such exploration will broaden the theoretical
contribution and enrich practical insights for both academics and practitioners.
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