Supplementary materials

Table A. Previous literature reviews on topics associated with customer experience in restaurants

	Research focus
	Authors (year)
	Type of review
	Time horizon
	Number of
reviewed
articles
	Main journals (in alphabetical order)
	Framework
	Main topics

	Factors enhancing the dining experience 
	Le et al. (2019)
	Systematic literature review
	1994-2017
	85
	· Annals of Tourism Research 
· International Journal of Contemporary Hospitality Management 
· International Journal of Culture, Tourism & Hospitality Research Tourist Studies
· International Journal of Hospitality Management 
· Journal of Foodservice Business Research 
· Tourism, Hospitality & Leisure
	yes
	Authenticity

	
	Luna-Cortés et al. (2022)
	Systematic literature review
	1995-2022
	681
	· International Journal of Hospitality Management 
· Journal of Brand Management 
· Journal of Business Research 
· Journal of Hospitality and Tourism Management 
· Journal of Retailing and Consumer Services 
· Journal of Travel & Tourism Marketing 
· Tourism Management
· Tourism Management Perspectives 
	yes
	· Authenticity 
· Service quality 
· Customer satisfaction

	
	Ha and Sorokina (2023)
	Systematic literature review
	2008-2023
	57
	· African Journal of Hospitality, Tourism and Leisure 
· Benchmarking: An International Journal
· British Food Journal 
· International Journal of Contemporary Hospitality Management 
· International Journal of Hospitality Management 
· International Journal of Quality & Reliability Management 
· Journal of Foodservice Business Research
· Sustainability Journal 
	no
	Service quality

	
	Zanetta et al. (2024)
	Comprehensive literature review
	1999-2022
	111
	Not available
	yes
	· Food quality
· Service quality
· Atmosphere
· Price and value
· Values and beliefs
· Company

	Strategies for memorable dining experience creation
	Ishak et al. (2023)
	Narrative literature review
	2001-2021
	60
	Not available
	no
	Guidelines for restaurant operators to provide memorable experiences


Source: Authors’ own work
Table B. Coding scheme


	
	Description
	Number of references

	Category
	
	

	Antecedents of customer experience
	Factors that create restaurant CX
	385





	
	Description
	Number of references

	Node
	
	

	Food Experience
	[bookmark: _Hlk203395620]Customer’s overall perception of food quality, sensory attributes, variety, presentation, and pricing
	119

	Child nodes
	
	

	Food sensorial quality
	Taste, freshness, aroma, temperature, and healthy options
	54

	Differentiated gastronomic proposals
	Menu variety, visual appeal, innovative dishes, and selection of wines
	52

	Food price
	Customer’s willingness to pay for meals
	13





	
	Description
	Number of references

	Node
	
	

	Experiencescape
	Customer’s overall perception of the living servicescape in terms of the physical, social, technological, and cultural environment 
	255

	Child nodes
	
	

	Physical experiencescape
	Atmospheric elements and interior and exterior design, all intended to create immersion in the restaurant
	105

	Social experiencescape
	Customer interactions with other customers and service providers
	100

	Technological experiencescape
	Touchpoints with e-servicescape (online context and social media) and smart servicescape (devices, e-tablet, augmented reality, robots, and artificial intelligence)
	42

	Cultural experiencescape
	Signs, symbols, and artifacts, gastronomic storytelling, as well as living authentic experiences based on local culture and traditions
	8





	
	Description
	Number of references

	Node
	
	

	Consumer-related profile
	Demographic and psychographic characteristics of customers
	11

	Child nodes
	
	

	Demographic characteristics
	Gender, age, income, and level of education 
	6

	Psychographic characteristics
	National culture and the purpose of the visit (e.g. business, leisure, or a special occasion)
	5






	
	Description
	Number of references

	Category
	
	

	Consequences of customer experience
	Factors that impact restaurant CX
	167





	
	Description
	Number of references

	Node
	
	

	Customer satisfaction 
	Fulfillment response of the customer resulting from his/her overall experience in the restaurant
	37

	Child nodes
	
	

	Food quality
	The customer feels that the dishes meet his/her expectations in terms of taste, freshness, aroma, temperature, and healthy options
	6

	Service quality
	The customer feels that the service meets his/her expectations in terms of reliability, assurance, responsiveness, empathy, and tangibles
	16

	Atmosphere
	The customer feels like living in a pleasant and welcoming environment that makes the experience more enjoyable
	7

	Interactions with staff
	The customer feels positive social influences from the service staff
	5

	Price
	The customer feels that the experience was worth the price
	3





	
	Description
	Number of references

	Node
	
	

	Customer delight
	Fulfillment response of the customer resulting from his/her overall experience in the restaurant, when expectations are not only met but pleasantly exceeded
	4

	Child nodes
	
	

	Human resource factors
	Service recovery and staff professionalism in fine dining experiences
	1

	Positive surprises
	Exposure to unexpected attributes
	3





	
	Description
	Number of references

	Node
	
	

	Customer perceived value
	Overall assessment of the utility of an offering according to what is received and what is given
	10

	Child nodes
	
	

	Elements of benefit
	Elements that the customer gains from the experience in the restaurant
	5

	Elements of sacrifice
	Elements that the customer gives up in order to obtain the benefits
	5








	
	Description
	Number of references

	Node
	
	

	Customer loyalty
	Customers’ preference for a product, service, or brand that leads to repeat purchases and long-term relationships due to positive experiences from the relationship itself
	103

	Child nodes
	
	

	Attitudinal loyalty
	Recommendation to others through (e-)WOM and intention/desire to revisit/return to the restaurant
	71

	Behavioral loyalty
	Positive behavioral responses that lead customers to repeat the purchase experience
	32





	
	Description
	Number of references

	Node
	
	

	Brand love
	The degree of passion and emotional attachment to a particular trade name or brand
	6

	Child nodes
	
	

	Degree of passion
	Intensity of positive emotions and enthusiasm a customer feels toward a restaurant brand
	3

	Emotional attachment
	A deep emotional connection that a customer develops with a restaurant brand
	3





	
	Description
	Number of references

	Node
	
	

	Place attachment
	People’s attachment or connection to a particular environment
	4

	Child nodes
	
	

	Place identity
	Feelings and memories created by a person about a place in terms of a reliable identification between the person and the place
	2

	Place dependence
	People’s identification with a specific place that meets their needs
	1





	
	Description
	Number of references

	Node
	
	

	Well-being
	Positive psychological, physical, emotional, and social relationships that customers associate with food and live through their interactions with chefs
	3

	Child nodes
	
	

	Food well-being
	Customer’s sense of safety and trust based on hygiene, ingredient transparency, and the visible journey of food from kitchen to table
	1

	Customers well-being
	Customers live novelty and hedonic gastronomic experiences through chefs
	2


Source: Authors’ own work


Table C. Most-cited articles

	Authors (year)
	Total Citations
	Total Citations per Year
	Normalized Total Citations

	Wu and Liang (2009)
	421
	24,76
	2,02

	Dodd (2005)
	243
	11,57
	1,00

	Kivela et al. (1999)
	232
	8,59
	1,57

	Namkung and Jang (2008)
	208
	11,56
	1,73

	Pantelidis (2010)
	206
	12,88
	3,21

	Yang (2017)
	176
	19,56
	2,83

	Namkung (2017)
	163
	18,11
	2,62

	Bowden (2009)
	158
	9,29
	0,76

	Kivela et al. (2000)
	150
	5,77
	1,00

	Jin (2012)
	103
	7,36
	1,93


Source: Authors’ own work



Table D. A summary table of knowledge gaps and research agenda

	Research streams
	Research gaps
	Future research directions

	Analyzing CX design and management beyond the consumer
	CX research in the restaurant industry is predominantly demand-oriented, with limited attention to supply-side viewpoints.

	· Investigating how managers design and manage direct and indirect touchpoints throughout the customer journey.
· Exploring the factors that enhance CX creation and management in restaurants, considering the partial controllability of key antecedents.
· Studying how to design and manage CX based on customers’ needs, expectations, perceptions, and interactions.
· Examining how to create flexible experiences that adapt to diverse customer preferences.

	Creating and offering inclusive customer experiences
	Past research has examined the accessibility and inclusion topic in terms of restaurant CX limitedly.
	· Integrating the planned and realized inclusive CX into a unified view.
· Investigating how restaurateurs design and manage CX for vulnerable populations, such as people with disabilities.
· Examining customers’ needs, expectations, and perceptions regarding services offered by restaurants that employ workers with disabilities.

	Exploring sustainability as a driver of CX in restaurants
	There is still limited research on how sustainability initiatives shape the overall dining experience, impact brand reputation, and drive customer engagement.
	· Understanding how restaurants can effectively integrate sustainability into their CX strategies.
· Investigating whether and how sustainability significantly influences CX in the restaurants.
· Identifying which sustainability dimensions have the greatest impact on CX.
· Examining potential differences or similarities in the influence of sustainability on CX across different restaurant types (e.g., luxury, traditional, fast food).
· Exploring whether sustainability is a key driver of CX only in sustainability-oriented restaurants or also in those that do not explicitly prioritize sustainability.

	Examining the interplay of human interaction and technology in restaurants CX
	CX antecedents and consequences are mainly driven by human execution, with technology playing a secondary role.
	· Clarifying the distinction between human and technological contributions to refine existing experience management frameworks.
· Integrating human expertise and technological innovation to develop a more balanced approach to CX optimization.

	Rethinking CX theory in the restaurant industry: toward an interdisciplinary approach
	· A lack of theoretical integration persists, with limited use of psychological and behavioral frameworks in CX research within the restaurant industry.
· A methodological imbalance emerges, with an overreliance on quantitative methods and underutilization of qualitative and mixed-methods approaches.
	· Adopting an interdisciplinary approach that integrates psychology and behavioral economics to explore the cognitive processes underlying restaurant interactions.
· Embracing more diverse methodological frameworks to capture the complexity of CX.
· Implementing multi-method strategies that combine empirical rigor with contextual depth.

	Systemizing CX across different restaurant settings
	There is a limited understanding of how CX varies across specific formats of restaurants.
	· Conducting a targeted SLR to map the current state of knowledge on CX within each restaurant typology.
· Exploring key CX themes across different restaurant types.
· Assessing similarities and differences in CX dynamics between restaurant formats.


Source: Authors’ own work

