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Mapping the Scholarly Research on Restaurants: A Bibliometric Analysis 

Abstract:  

Given the recent surge in restaurant research, there is a need for timely reviews employing quantitative 

methods to portray the intellectual structure of the field. This paper aims to address this gap by 

conducting a comprehensive bibliometric analysis of restaurant research on the Web of Science database. 

The research investigates the dynamic evolution of the restaurant literature during three critical stages 

between 1995 and 2021. Based on 1146 journal articles published by 1849 authors, the paper analyzes 

different bibliometric networks, including co-citation, keyword co-occurrence, and collaboration 

networks. The study additionally highlights the most influential scholars and publications in the restaurant 

field. Results indicate that restaurant research has grown exponentially over the last five years. Findings 

also show that consumer behavior, consumer satisfaction, consumer-brand relationships, corporate social 

responsibility, and green restaurants represent the contemporary hotspots in restaurant research. Finally, 

the study provides practical implications and some opportunities for future research.  

Keywords: Restaurant; Consumer Behavior; Consumer Satisfaction; Bibliometric; Foodservice  

 

1. Introduction 

Eating is an essential activity of human beings (Capaldi, 1996; Kauppinen‐Räisänen et al., 2013). Hence 

food-related research attracted scholars’ attention in many fields (Okumus et al., 2018). Restaurant 

research, as one of the most interesting related topics, has witnessed significant growth (Chuah et al., 

2021a; K.-N. Liu et al., 2020; Rajput & Gahfoor, 2020) alongside the evolvement of the hospitality and 

tourism research disciplines (R. DiPietro, 2017; Okumus et al.,  2018; Rodríguez-López et al., 2020). 

Scholars from various disciplines have contributed to the restaurant research strand. This multidisciplinary 

field has been evolved, examined, and investigated from various perspectives, including marketing, 

advertising, and branding (Halim & Halim, 2019; J. Kim et al., 2018; Kwon et al., 2020; K. -N. Liu et al., 

2020), healthcare (Allman-Farinelli et al., 2019; An et al., 2020; Moayyed et al., 2017), consumer behavior 

(Anggraeni et al., 2020a; S. Lin & Jiang, 2021; Rajput & Gahfoor, 2020; C.-C. Teng et al., 2018, 2018), 

strategic management, supply chain management, firm performance and entrepreneurship (C. Lee et al., 

2016; W. S. Lee et al., 2018; W. S. Lee & Moon, 2018, 2018; Shanker et al., 2021), sustainability and 

corporate social responsibility (Y. J. Jang & Zheng, 2020; Jung, Kim, et al., 2018a, 2018a; S. Lee et al., 2020; 

Y.-M. Teng & Wu, 2019), social media research (W.-K. Chen et al., 2021; W. G. Kim et al., 2016; Lepkowska-
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White, 2017; Yarış & Aykol, 2021), and innovation and technology (Blöcher & Alt, 2020; Chuah et al., 

2021a; Halim & Halim, 2019; N. R. K. Jain et al., 2021; C. Lee et al., 2019; Moreno & Tejada, 2019).  

Recently, there have been efforts to summarize the restaurant literature. For example, DiPietro (2017) 

critically reviewed the restaurant and foodservice domain using qualitative methodology to reveal 

research gaps and prospects. Furthermore, Rodríguez-López et al. (2020) summarized the knowledge 

surrounding restaurant research between 2000 and 2018 using bibliometric techniques. In this fast-

developing research area, the study of Rodríguez-López et al. (2020) is more likely to be outdated since it 

examined articles published until 2018. Moreover, the authors mainly focused on comparing previous and 

newer themes related to the domain and identifying emerging trends based on a longitudinal approach. 

Their analysis has not explored citation networks as one of the significant drivers of bibliometric analyses. 

When a research domain witnesses a surge in publications, as in restaurant research (Chuah et al., 2021a; 

K.-N. Liu et al., 2020; Rajput & Gahfoor, 2020), there is a need for systematic and organized reviews that 

employ quantitative methods to portray the intellectual structure of the field (Rejeb, Rejeb, Simske, & 

Treiblmaier, 2021; Rejeb, Abdollahi, et al., 2022). This would aid in depicting the knowledge structure, 

highlighting hot topics, examining current status, revealing research gaps, potential prospects, research 

frontiers, and priorities, and identifying the field's different foci or paradigms (García-Lillo et al., 2019). As 

a result, the current study aims to conduct a timely and comprehensive bibliometric analysis of restaurant 

research.  

The need for such a comprehensive, structured review is sensed for the following reasons. First, the 

knowledge of restaurant research should be updated periodically (Ferreira et al., 2014). Knowledge 

Domain Visualization (KDV) could complement the previous efforts by providing a variety of analyses such 

as Bradford's law, source growth, the frequency distribution of scientific productivity, word growth, 

Sankey diagram, multiple correspondences, and thematic/strategic map analyses to reveal the big picture 

and knowledge structure of restaurant research (Bouzembrak et al., 2019; Gaede & Rowlands, 2018; 

García-Lillo et al., 2019; Mostafa, 2020; Zhu & Hua, 2017). Second, new insights can be derived from this 

study by using various clustering techniques such as co-citation and keywords co-occurrence analyses, 

collaboration networks, trend analyses, and the examination of the conceptual and thematic structure, 

which are mainly overlooked in previous studies. 

Third, we visualized the whole body of academic work retrieved from the Web of Science (WoS) on 

restaurant research, referred to as scientography or knowledge domain visualization (KDV) (Moya-Anegón 

et al., 2007). KDV is a relatively novel and robust method that combines bibliometrics and scientometrics 
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to illustrate the whole body of knowledge and uncover hidden patterns, emerging trends, and research 

frontiers in a given subject (García-Lillo et al., 2019; Qi et al., 2018; Zou et al., 2018). By employing this 

quantitative technique, we can bridge the knowledge gap in restaurant studies by examining the entire 

research domain. Our analysis can shed light on the critical research foci and paradigms that shape 

restaurant research. It also reveals the most influential and prominent researchers, institutions, journals, 

and nations, as well as their collaborative networks. Additionally, with various keyword analysis 

techniques, the restaurant discipline and research horizons may be better appreciated. Our study 

contributes considerably to the multidisciplinary and rapidly increasing area of restaurant research by 

illuminating the dynamics between the numerous foci of this knowledge field and establishing the 

groundwork for future academic inquiries. To be more explicit, the following research questions drive our 

conduct of the study: 

1. How far has restaurant research evolved since the beginning? 

2. What is the current state or thematic trends of restaurant research? 

3. Which countries contribute the most to the geographical expansion of restaurant-related literature? 

4. Which authors and publications have had the most significant influence on restaurant research? 

5. What type of collaboration exists in restaurant research amongst researchers, academic institutions, 

and countries? 

6. What are the critical research hotspots regarding the restaurant domain? 

The remainder of the article is organized in the following manner. Section 2 describes the research 

methodology utilized to conduct the analysis, and Sect. 3 discusses the study findings. Finally, Sect. 4 

presents the research contributions, implications, limitations, and potential future directions. 

 

2. Research method  

 

2.1. Bibliometric Analysis 

Bibliometrics was first theorized in 1969, and its conceptualization was published in the Journal of 

Documentation (Pritchard, 1969a). Bibliometrics starts with a statistical dive into publications' metadata 

(Broadus, 1987). Publications linked to certain phenomena are the primary target of its attention. 

Bibliometrics is the study of a field’s growth and development by analyzing its scholars’ scholarly output 
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through time. It relies on a quantitative investigation of cited publications in a strand of resea rch. The 

prominence of individual scientific articles in a given topic is affected by their citation count and the 

number of links they have with other works (Culnan et al., 1990; Garfield, 1979; Small, 1973). Many large 

datasets may benefit from the statistical and mathematical methods employed in bibliometric research, 

which is used to summarize and discover previously undiscovered trends in written communication and 

the development of a topic (Tahai & Rigsby, 1998; Small, 1999; Pritchard, 1969b). This method illustrates 

the intellectual essence of a subject area (Arora & Chakraborty, 2021; Rejeb, Rejeb, Abdollahi, et al., 2022) 

and the current state of the field, as well as hotspots and prospective future research directions that could 

be sought by using this methodology (Kapoor et al., 2018; Mishra et al., 2017; Rejeb, Abdollahi, et al., 

2022; Rejeb, Rejeb, Zailani, et al., 2022).  

While conventional reviews essentially summarize the prior literature based on researchers’ judgments, 

which may be vulnerable to several types of biases, bibliometric studies add rigor owing to their structured 

and quantitative examination of publications. Indeed, this rigor can be seen as the primary contribution 

of the methodology (Piwowar-Sulej et al., 2021). Furthermore, the main benefit of bibliometrics, as 

contrasted to traditional review methods, is that it permits the development of reliable, impartial, 

thorough, and complete scientific maps. Such maps represent analytical representations of relationships 

between scientific entities based on the links between these objects (Y. Zhang et al., 2020). The 

advantages of scientific mapping also include analyzing huge datasets and producing rich, memorable, 

and interpretable visuals (J. Jain et al., 2021; Zainuldin & Lui, 2021). As a result, adopting bibliometrics 

offers an unbiased, timely, and visual technique to track the growth and assess the intellectual structure 

of a specific scientific domain. It not only allows to understand the historical development of a knowledge 

field but also reveals research hotspots and trends from macro and micro perspectives (L. Li et al., 2017). 

2.2. Research Process 

The bibliometric analysis is conducted in four stages following the guidelines of Fosso Wamba and Mishra 

(2017). We followed these steps: 

(1) Identifying the search database and keywords 

 (2) Conducting preliminary data analysis  

(3) Performing network analysis  

(4) Carrying out thematic and conceptual analysis 
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The analysis was conducted using R 3.2.3 and the VOSviewer software (Eck & Waltman, 2010; van Eck & 

Waltman, 2011). The following sections provide details on the review's methodology.  

2.3.  Search database and keywords  

Restaurant-related publications were collected from the Web of Science (WoS). Due to its extensive 

coverage and good quality, this database is frequently chosen for bibliometric investigations (Fu et al., 

2013). While a few researchers have used Scopus to do similar analyses (Jayantha & Oladinrin, 2019), 

recent studies have revealed that the bulk of bibliometric articles uses the WoS database (Cuccurullo et 

al., 2016; Zupic & Čater, 2015). To eliminate false-positive results, only publications’ titles were searched 

using the term "restaurant" OR "restaurants." A recent study recommended the search in the title field 

because it reduces loss of sensitivity (Aleixandre et al., 2015). We restricted selection to English-speaking 

publications and did not select any starting date. The study included only journal articles and reviews to 

ensure the scientific nature and excellent quality of retrieved papers (Ramos-Rodríguez & Ruíz-Navarro, 

2004; Rejeb, Rejeb, Simske, & Keogh, 2021). The number of documents was systematically reduced by 

restricting the subject areas to Hospitality Leisure Sport Tourism and Management or Business in the WoS 

database. This helped avoid discrepancies in research outputs, assure a more in-depth investigation of 

the restaurant field, and allow better generalizability and systematization (Filimonau & Krivcova, 2017). 

As such, selecting precise subject areas ensures that the review focus is concise and relevant (Goodall et 

al., 2014). Overall, the use of these filters and the manual screening of all the publications’ metadata to 

eliminate irrelevant documents have led to the selection of 1146 articles for the final review and analysis. 

 

2.4. Preliminary data analysis  

We obtained bibliographic data such as authors' names, publication titles, abstracts, and keywords. The 

1146 articles authored by 1849 researchers were obtained via the WoS database. The collaboration index 

was 1.75, and the average article about restaurants was quoted 25.3 times. Proposed by Ajiferuke et al. 

(2005), the collaboration index represents a single indicator based on the estimation of fractional 

productivity (De Solla Price & Beaver, 1966), where a value around zero implies domination of single-

authored publications. It should be emphasized that choosing a particular type of publication for 

bibliometric reviews is disputed in the meta-analysis literature (Mostafa, 2015). For instance, while some 

researchers concentrate exclusively on journal articles (Della Corte et al., 2019; Rejeb, Rejeb, Simske, & 

Keogh, 2021), others focus on both peer-reviewed articles, books, and chapters (Aryadoust & Ang, 2021). 

In this work, we chose only peer-reviewed journal articles as this ensures high-quality restaurant research. 
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2.5. Network analysis 

According to Knoke and Yang (2019), a network is  a collection of nodes connected via one or more 

relationships. An edge or link (a line connecting two nodes) represents a relationship in social network 

research. As more data is acquired, the network evolves from a dyadic interaction between two nodes to 

a fully complete social network. By synthesizing the existing literature, network analysis helps reveal 

exciting trends and potential research areas and promotes theory development (Khan & Wood, 2016). To 

conduct the study, we take into account the network size (i.e., total number of nodes), diameter (i.e., the 

longest path length in the network), and density (i.e., the degree of interconnectedness in the network). 

By and large, bibliometric investigations make extensive use of network analysis tools. These are examples 

of keywords co-occurrence, collaboration, and co-citation networks between articles and sources. 

In a co-citation network, two articles, for example, A and B are co-cited if both are cited by a third article 

like C. When two articles are frequently mentioned together, there is a greater likelihood that they have 

related viewpoints to be considered in the same research paradigm (Benckendorff, 2009; Hjørland, 2013). 

As a result, co-citation is seen as a measure of the content similarity between scholars or publications, as 

the greater number of co-citations in documents convey the more remarkable semantic similarity 

between articles. The similarity does not mean the same findings (Shiau et al., 2017). The publications 

may report confirming or disconfirming results. Co-citation analysis facilitates the identification of 

prominent researchers and relevant journals, as well as the mapping of a field's knowledge domain. 

Additionally, analyzing the growth of co-citations can aid in appreciating a knowledge domain's dynamic 

progress and catching emerging disciplines and paradigmatic transitions in science (Fang et al., 2018; 

Rejeb, Keogh, et al., 2020; Rejeb, Simske, et al., 2020). When constructing a co-citation network, an edge 

connects a pair of nodes (i.e., authors or publications) if a different node simultaneously cites them. 

Based on Huang et al. (2020), a journal co-citation study determines how frequently the same publication 

cites various journals. The analysis of journal co-citations enables scholars to ascertain the intellectual 

foundations of a field of study in which journals can be regarded as a primary means to transfer knowledge 

(C. Chen et al., 2012). Similarly, the journal co-citation network effectively quantifies the linkage between 

journals (Wang et al., 2020) and highlights scholarly patterns (Chandra & Walker, 2019).  

Academic collaboration networks can be analyzed at various levels, including individual authors, academic 

institutions, and countries (Rejeb, Treiblmaier, Rejeb, & Zailani, 2021). Co-authorship analysis is an 

essential tool for distributing research, spreading knowledge, and improving the quality of research (Zou 

et al., 2018). Co-authored works, as suggested, are more likely to get published in high-impact journals 
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and to receive more citations (Glänzel & Schubert, 2005). For example, Ding (2011) argues that while 

collaboration among scholars benefits knowledge transmission and information exchange, collaboration 

among research institutions has many benefits, including developing international research partnerships. 

Finally, keyword co-occurrence analysis sheds light on the numerous research paradigms that contribute 

to advancing knowledge in a particular domain (Abdollahi et al., 2021). Additionally, this relational 

bibliometric technique is useful and valuable for content analysis, providing a comprehensive view of the 

study field and its future orientations (Rejeb, Simske, et al., 2020).  

2.6. Analysis of the intellectual structure and trend topics  

A thematic map is a diagrammatic representation of the evolution and dynamics of research clusters 

identified by keyword co-occurrence analysis (Chakraborty et al., 2021). Based on density and centrality 

metrics, this map depicts study themes and their relationships (Stopar, 2016). Numerous academics (e.g., 

Yu & Muñoz-Justicia, 2020; Della Corte et al., 2019; Knapczyk et al., 2021; Fortuna et al., 2020; Armenta-

Medina et al., 2020) believe that due to their significance and ease, thematic maps have been widely 

utilized in bibliometric research. The conceptual base of a knowledge domain can be depicted using 

conceptual structure maps, in which a research domain is subdivided into distinct knowledge clusters to 

acquire a unique understanding of the information within each cluster (Wetzstein et al., 2019). The 

conceptual structure map obtained from the application of k-means clustering and multiple 

correspondence analysis (MCA) exposes the keywords in a two-dimensional diagram, where the nearer 

position of the keywords is illustrated since they are more similar in distribution considering their 

homogeneity within the network (Aria & Cuccurullo, 2017). This form of keyword co-occurrence analysis 

is mainly applied within this study to highlight the most relevant keywords, the relationships between 

them, and new research trends in the examined literature (Y. Zhang et al., 2017). Finally, a trend topics 

analysis is carried out to identify in which years the main topics generated by keyword analyses stood out 

(Unal & Teskereci, 2021). 

 

3. Results  

3.1. Scholarly production, influential authors, and geographic distribution  

We have adopted different techniques to map the progress of restaurant research since its inception in 

1995. Following the study of Della Corte et al. (2019), we answered the first research question related to 

the evolution of restaurant research by tracing its growth over the years. Figure 1 depicts the annual 
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academic production of restaurant research. During the introductory stage, from 1995 to 2006, research 

was limited; only two journal articles were published in 2006 compared to one in 1995. Since 2007, 

restaurant research has attracted researchers’ attention. The second phase, recorded from 2007 to 2014, 

can be viewed as a starting growth stage characterized by a rising number of articles and the emergence 

of several restaurant-related research topics. The final stage, spanning from 2015 to 2021, shows a 

substantial increase in the number of publications compared to the previous two stages. Consequently, 

the evolution of restaurant research throughout the three periods is comparable to other research fields 

such as green supply chain management (Fahimnia et al., 2015), emergency evacuation (H. Liu et al., 

2020), and road safety works (Zou et al., 2018). 

 

 

Figure 1. Annual scholarly production of restaurant research (1995-2021). 

 

The academic literature on restaurants has increased significantly throughout the last recent decade, 

which is indicated by the number of nations taking part in this research field (Figure 2), the top 10 most 

influential publications (Table 1), and the most relevant sources (Figure 3). Figure 2 depicts the article 
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distribution of the most productive countries, totaling 962 percent of the selected sample. Undeniably, 

the most productive country is the USA (477, 41.87%) in terms of the number of papers from single-

country articles, and it ranks second in terms of international collaborations. The total numbers of articles 

for China, South Korea, the UK, Australia, Spain, and Turkey are 160 (14.04%), 154 (13.52%), 43 (3.77%), 

30 (2.63%), 27 (2.37%), and 25 (2.19%), respectively. The number of publications can somewhat reflect 

these countries’ research level and academic influence. Overall, countries from both developed and 

developing worlds have made notable progress in restaurant research and have contributed significantly 

to this field, primarily due to the fast development and globalization of the restaurant industry (Y.-S. Cheng 

et al., 2021). 

 

Figure 2. Most productive countries in restaurant research. 

The list of the top ten most cited papers is presented in Table 1. The most cited article (516 citations at 

the data date) is authored by Jang and Namkung (2009), who expand Mehrabian and Russel's stimulus-

organism-response framework by considering restaurant-specific stimuli and restaurant-specific 

measures of emotions. According to the authors, positive emotions mediate the relation between 

services/atmospherics and potential behavioral outcomes. The second most cited article is authored by 
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Ryu et al. (2012), who suggest an integrated model that explores the impact of the physical environment, 

food, and service on behavioral intentions, customer satisfaction, customer perceived value, and 

restaurant image. The findings of their study indicate that the quality of the physical environment, 

services, and food were essential determinants of restaurant image. Similar to Ryu et al. (2012), Han and 

Ryu (2009b) study the role of the physical environment, price perception, and customer satisfaction in 

influencing customer loyalty in the restaurant sector. The third most cited article is published in the 

Journal of Consumer Research, and it explains how the success and popularity of fast-food restaurants 

delivering lower-calorie foods has not yielded the expected drop in overall calorie consumption and 

obesity rates (Chandon & Wansink, 2007). In the same vein, Kozup et al. (2003) conducted three 

experiments to analyze the impacts of nutrition information and health claims placed on packaged food 

labels and restaurant menus. Their results show that when positive health claims and nutritional 

information are offered, customers have more favorable views about nutrition attitudes, the product, 

purchase intentions, and lower risk perception of stroke and heart disease. All papers listed in Table 1 

make remarkable contributions to advancing restaurant research. Out of the ten most cited articles, six 

were published in tourism and hospitality journals, indicating that these journals are of great importance 

in the restaurant field. Besides these authoritative journals, marketing and business journals stand out 

with few influential works, suggesting that these outlets do not have a specific focus but vary in the scope 

of the papers they publish. 

 

Table 1. Top 10 most cited publications. 

Authors Title Source Year Total 
Citations 
(TC) 

TC per 
Year 

(S. 
(Shawn) 
Jang & 
Namkung, 
2009) 

Perceived quality, emotions, and 
behavioral intentions: Application of 
an extended Mehrabian-Russell model 
to restaurants 

Journal of 
Business 
Research 

200
9 

516 36.857
1 

(Ryu et 
al., 2012) 

The influence of the quality of the 
physical environment, food, and 
service on restaurant image, customer 
perceived value, customer satisfaction, 
and behavioral intentions 

International 
Journal of 
Contemporary 
Hospitality 
Management 

201
2 

510 46.909
1 

(Chandon 
& 
Wansink, 
2007) 

The biasing health halos of fast-food 
restaurant health claims: Lower calorie 
estimates and higher side-dish 
consumption intentions 

Journal of 
Consumer 
Research 

200
7 

439 27.437
5 
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(Kozup et 
al., 2003) 

Making healthful food choices: The 
influence of health claims and 
nutrition information on consumers' 
evaluations of packaged food products 
and restaurant menu items 

Journal of 
Marketing 

200
3 

409 20.45 

(Bradach, 
1997) 

Using the plural form in the 
management of restaurant chains 

Administrative 
Science 
Quarterly 

199
7 

366 14.076
9 

(Z. Zhang 
et al., 
2010) 

The impact of e-word-of-mouth on the 
online popularity of restaurants: A 
comparison of consumer reviews and 
editor reviews 

International 
Journal of 
Hospitality 
Management 

201
0 

360 27.692
3 

(Han & 
Ryu, 
2009b) 

The roles of the physical environment, 
price perception, and customer 
satisfaction in determining customer 
loyalty in the restaurant industry 

Journal of 
Hospitality & 
Tourism 
Research 

200
9 

346 24.714
3 

(C. H.-J. 
Wu & 
Liang, 
2009) 

Effect of experiential value on 
customer satisfaction with service 
encounters in luxury-hotel restaurants 

International 
Journal of 
Hospitality 
Management 

200
9 

331 23.642
9 

(Ryu et 
al., 2008) 

The relationships among overall quick-
casual restaurant image, perceived 
value, customer satisfaction, and 
behavioral intentions 

International 
Journal of 
Hospitality 
Management 

200
8 

331 22.066
7 

(H. Kim & 
Kim, 
2005) 

The relationship between brand equity 
and firms' performance in luxury 
hotels and chain restaurants 

Tourism 
Management 

200
5 

293 16.277
8 

 

From Figure 3, we observe that the most influential venues publishing restaurant research include journals 

such as the International Journal of Hospitality Management, the International Journal of Contemporary 

Hospitality Management, and the Journal of Hospitality and Tourism Management. Figure 3 depicts the 

dynamic growth of outlets publishing restaurant research. From the chart, the period between 2005 and 

2021 observed a significant increase in articles published in the International Journal of Hospitality 

Management and the International Journal of Contemporary Hospitality Management. Therefore, these 

two journals constitute most of the works published in the restaurant field. As a result, restaurant 

research tends to be fairly hermetic and perhaps receives little contribution beyond the core research 

area. Even though there are a few journals from other disciplines that publish restaurant research (e.g., 

marketing, business, management) (Table 1), tourism and hospitality outlets remain the leading journals 

in the restaurant field and are more likely to attract researchers producing high-quality research, thus 

presumably reflecting the current trends of scholarly interest.  
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Figure 3. Most relevant sources publishing restaurant research (1995-2021). 

 

We used the author’s dominance map to investigate the most productive authors during the reviewed 

research period. Figure 4 shows the top ten authors over time. The size of the bubbles demonstrates the 

number of articles that an author published in that particular year, and their color depicts the number of 

citations that the author received. Authors from different disciplines such as tourism and hospitality (e.g., 

Soocheong Jang, Seeoki Lee, Heesup Han), foodservice (e.g., Robin B. DiPietro), service marketing (e.g., 

Anna S. Mattila, Young Namkung ), and sociology (e.g., Zachary W. Brewster) have contributed to the 

restaurant field. As can be seen from Figure 4, the most influential authors in the restaurant field are 

SooCheong Jang from 2008 to 2021 and Seeoki Lee from 2009 to 2021. This review’s findings confirm the 

conclusion of Rodríguez-López et al. (2020) in that these two authors were the most prolific researchers 

in the restaurant field. The results of this research demonstrate that these scholars play a crucial role in 

shaping the field’s research agenda, with a specific emphasis on several aspects of restaurant research, 

including franchising, performance, consumer behavior, corporate social responsibility, advertising, and 

authenticity. The figure also depicts that scholars like Meehee Cho (Kyung Hee University) have notably 
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contributed to restaurant-related studies in recent years, and their work is rapidly garnering more 

attention. 

 

 

Figure 4. Top authors in restaurant research over time. 

 

To investigate the concentration and evenness of authors’ scholarly output, several bibliometric reviews 

have applied Lotka’s law (Lotka, 1926) and Shannon entropy (Shannon, 1948). Being more popular and 

broadly used, Lotka’s law suggests that the authors’ productivity can be modeled by a Zipfian distribution 

where the proportion of the number of authors producing a certain number of publications to single-

publication authors equals two. The results of the Kolmogorov-Smirnov two-sample test for the fitted and 

observed Lotka’s distributions indicate that the B coefficient, the goodness of fit, and the p-value were 

equal to 2.03, 0.87, and 0.21, respectively. The results also prove no significant difference between the 

theoretical and observed distributions. Furthermore, the long tail for the single-publication authors, 

depicted in Figure 5, suggests that some researchers have been exploring restaurants as a subordinate 
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research topic. The findings confirm the validity of Lotka’s law in restaurant research at a significance level 

of α = 0.05, and align the results of previous studies in diverse domains like marketing (Vieira & Brito, 

2015), business ethics (Talukdar, 2015), accounting (Corbet et al., 2019), and risk management (Chun-Hao 

& Jian-Min, 2012). 

 

Figure 5. The correlation of the restaurant research dataset with Lotka’s law.  

 

3.2. Network analysis 

3.2.1. Citation networks 

As one of the most widely used data analysis techniques, citation analysis is a reasonable indication of an 

author's effect since scholars perceive citations as a critical sign of the value and relevance of a published 

article (Glynn et al., 2010). Citation analysis, for example, may be used to associate an author with a 

specific research subject, approach, method, or field (Cho et al., 2018). Similarly, citation analysis aids in 

the evaluation of scholarly contributions and data sources, as well as in the investigation of literature 

usage, the tracking of knowledge diffusion, the facilitation of information representation and extraction, 

and the elucidation of the intellectual structure of a specified domain. Previously, citation-based analyses 

have been used to identify popular content and methodologies (Pieters & Baumgartner, 2002), investigate 
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the relationships between academic journals (Doreian, 1988), assess a relationship with a particular 

research stream (Leydesdorff, 2006), and identify critical theories (van der Merwe et al., 2007) or authors 

(Pasadeos et al., 1998). The details of the most productive and influential authors in restaurant research 

are presented in Table 2. According to the table, Soocheng Jang, Heesup Han, Seoki Lee, and Kisang Ryu 

were notable scholars in developing restaurant research. These scholars are well-positioned in journals 

such as the International Journal of Hospitality Management and International Journal of Contemporary 

Hospitality Management, which is popular and influential outlets in the field of restaurant research. Given 

that the contribution of prominent authors constantly stimulates fresh avenues for future research, the 

journals’ editorial boards may be interested in inviting these scholars to submit their works, thus 

increasing the visibility of the scientific field. 

Table 2. Most productive and influential authors 

Author  
Number 
of articles Author  

Total 
citations 

Jang, Soocheong (Shawn) 51 Jang, Soocheong (Shawn) 2816 

Lee, Seoki 38 Han, Heesup 2369 

Han, Heesup 26 Ryu, Kisang 2187 

Hyun, Sunghyup Sean 19 Hyun, Sunghyup Sean 1035 

Cho, Meehee 16 Namkung, Young 1019 

Bonn, Mark A. 15 Lee, Seoki 953 

Koh, Yoon 13 Kim, Woo Gon 670 

Dipietro, Robin B. 13 Ha, Jooyeon 651 

Hwang, Jinsoo 12 Law, Rob 581 

Ryu, Kisang 11 Kim, Woon Gon 516 

Kim, Woo Gon 11 Lee, Hye-Rin 516 

Kim, Jong-Hyeong 11 Zhang, Ziqiong 491 

Namkung, Young 10 Bonn, Mark A. 462 

Kim, Wansoo 10 Burton, S 458 

Mattila, Anna S. 10 Creyer, Eh 458 

Almanza, Barbara 10 Chandon, Pierre 439 

Brewster, Zachary W. 10 Wansink, Brian 439 

Hanks, Lydia 9 Kozup, Jc 409 

Hwang, Johye 9 Back, Ki-Joon 402 

Line, Nathaniel D. 9 Kang, Juhee 394 

 

We generated the historiographic map of core restaurant-related publications. This bibliometric 

technique makes it feasible to trace the development of a discipline across time and determine paradigm 

shifts within its progress (Garfield et al., 2003). According to Kuhn (2021), paradigm shifts are unique turns 
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in the evolution of academic literature when novel ideas in a scholarly topic transcend established ways 

of thinking. Consequently, we conducted a historiographic citation analysis to identify the articles that 

significantly influenced restaurant research progress. The historiographic map is generated to identify 

publications that added knowledge to a given research field and display the reasoning chains (Wong, 

2021). The technique is relatively novel and has been applied lately to investigate the evolution of 

leadership management (Vogel et al., 2021) and big data research (Batistič & van der Laken, 2019). The 

historical direct citation network of restaurant research is shown in Figure 6 and depicts  an intricate 

network with three clusters. The papers of Wall and Berry (2007) and Gupta et al. (2007) represent the 

most influential publications in restaurant research during the early years.  

In the former, the authors investigate the combined impacts of the physical environment and employee 

behavior on customer perception of restaurant service quality. Since Wall and Berry (2007) received more 

citations over the years, it can be considered a core publication in the red cluster as knowledge transfers 

from this work to many other works in the citation network. For instance, this paper is cited by Ryu et al.  

(2008), who examine the relationships between service quality, customer satisfaction, behavioral 

intentions (e.g., revisit intention and word-of-mouth intention) in the restaurant industry and find that 

overall quick-casual restaurant image is remarkably affects perceived value. Expanding this line of 

thought, this cluster also contains numerous empirical studies on other variables influencing customer 

loyalty in the restaurant industry, such as customer satisfaction (Han & Ryu, 2009a), hedonic and 

utilitarian values (Ryu et al., 2010), and the quality of restaurant services (Jeong & Jang, 2011). 

Interestingly, these studies show that restaurant research has focused on understanding the determinants 

of customer satisfaction and revisiting intentions in the restaurant industry. Overall, the historical 

foundations of the red cluster include themes concerning the impacts of the physical environment and 

employee behavior on customer perception of restaurant service quality. Interestingly, the studies in this 

cluster show that restaurant research has focused on understanding the determinants of customer 

satisfaction and revisiting intentions in the restaurant industry. 

In the blue cluster, Gupta et al. (2007) laid down a stepping stone for research on the relationships 

between customer satisfaction, repeat-purchase intention, and restaurant performance. Their findings 

demonstrate that restaurants paying attention to food quality, acceptable prices, and attractive service 

have the highest potential to boost visitors’ desire to return, thereby achieving higher sales. The study of 

Gupta et al. (2007) directly contributes to the influential study of Wu and Liang (2009), which studies 

service encounters and restaurant consumer behavior. Based on empirical data, it is found that restaurant 

environmental factors and interactions with service employees and consumers favorably impact the 
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consumer experiential value. Later, the focus shifts to studying the role of comments on electronic guides 

and social media in harming restaurant reputation or guaranteeing business’s longevity (Pantelidis, 2010). 

The final cluster can be called "green restaurants". In this cluster, Hu et al. (2010) is relevant because it 

explains the relationships between consumers’ understanding of a restaurant's environmental concerns, 

sustainable practices, and environmental behavior and their desire to patronize green restaurants. The 

findings demonstrate that consumers’ knowledge of restaurant operations and environmental issues are 

significant drivers of consumers’ intentions to visit green restaurants. Jang et al. (2011) investigate the 

selection attributes and behavioral intentions of Generation Y consumer segments toward green 

restaurants, and Namkung and Jang (2013) explore the impacts of green practices at restaurants on 

customer-based brand equity formation. Although the paper in these two clusters affords the topic of 

restaurants according to different perspectives, the focus on emerging aspects such as social media and 

green restaurants has to be deepened in future studies.  

 

Figure 6. Historiographic map of restaurant research. 

 

3.2.2. Co-citation networks 
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According to Lin and Himelboim (2019), it is critical to evaluate the author co-citation network to identify 

the most important authors in a specific field of study. As per Bakshy et al. (2011), influential authors have 

a critical role in disseminating knowledge and encouraging information flow in a particular study field. The 

author co-citation network of restaurant research depicted in Figure 7 has a diameter of 2, a size of 65, 

and a density of 0.957. Additionally, the graph sheds light on the most prominent authors in restaurant 

research. To begin, the graph shows that Jang is the most influential author in restaurant research. 

Second, we see a high "homophily effect" due to the proximity of several nodes, particularly those 

representing Soocheong Jang and Seoki Lee, which demonstrates the impact of "similarity breeds 

connection" (Abbasi, 2016; Ciotti et al., 2016; Kumar & Jan, 2015). This impact is typical when scholars 

explore similar research subjects and themes in a particular study field.  

 

Figure 7. Author co-citation network in restaurant research 

 



19 
 

The journal co-citation network depicted in Figure 8 has five different clusters. The network's size, density, 

and diameter are 70, 0.319, and 0.424, respectively. The International Journal of Hospitality Management  

led the green cluster, which occupies a fundamental position in the network. This cluster also contains 

journals like the International Journal of Contemporary Hospitality Management, Cornell Hospitality, and 

Journal of Hospitality Marketing and Management. The yellow cluster is the smallest one, containing 

journals such as the International Journal of Quality and Reliability Management, the European Journal of 

Operations Research, and the Scandinavian Journal of Hospitality and Tourism. The red cluster comprises 

journals such as the Journal of Hospitality and Tourism Management. Finally, the blue cluster includes 

journals such as Management Science, Journal of Marketing, and Journal of Consumer Research. The 

network also shows that core journals are central in each cluster, whereas atypical nodes drift farther 

away. Lastly, due to the low interaction between all clusters, the results suggest an "orthodox core-

heterodox periphery" relation, where heterodox outlets situate in the margins while highly cited orthodox 

outlets lead each cluster. 
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Figure 8. Source co-citation in restaurant research. 
 

3.2.3. Collaboration networks  

Co-authorship can exchange and convey interdisciplinary knowledge, support creativity, and magnify the 

impact of scholarly research (Liao, Tang, Li, et al., 2019; Liao, Tang, Zhang, et al., 2019; Rejeb, Treiblmaier, 

Rejeb, & Zailani, 2021), which is a significant issue in bibliometric studies (D. Yu et al., 2018). We perform 

author collaboration networks using co-authorships. This network type gives an idea about the total 

number of mutual publications in a specific research field. The author collaboration network in restaurant 

research depicted in Figure 9 has a size, density, and diameter of 11, 0.26, and 5, respectively. The network 

size demonstrates the lack of collaborative efforts in the restaurant field, suggesting a weakly connected 

network. The map shows that restaurant research is partitioned into three major clusters. Soocheong 

Jang, along with Jong-Hyeong Kim, Barbara Almanza, and Young Namkung, occupy the central position in 

the network. The red cluster contains authors like Heeseup Han, Sunghyup Sean, Kisang Ryu, Wansoo Kim, 

and Jinsoo Hwang, whereas the blue cluster comprises the authors Seoki Lee and Yoon Koh. Moreover, 

there are few dispersed networks, which indicates that collaboration in restaurant research is minimal 

and only happens in communities with sparse linkages. A glance to the sparse network also indicates that 

influential scholars in the restaurant domain work in separate silos. The strong inclination toward author 

collaborations within the same research community is likely to be shared language, geographical 

proximity, and identical cultural background. These factors make it simpler for authors to cooperate since 

they work in a familiar atmosphere. Particularly, common language and comparable cultural background 

seem to be crucial supporting factors for forming author collaborations, even beyond national boundaries. 

 

Figure 9. Author collaboration network in restaurant research. 
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The university collaboration network in restaurant research is depicted in Figure 10. The network size, 

density, and diameter equal 30, 0.22, and 4, respectively. The node size corresponds to the number of the 

university’s publications, while the thickness  of lines reflects the cooperation relationships. The network 

shows four significant research clusters as depicted by colors. The red cluster contains the five most 

prolific universities that publish restaurant-related studies. These include Kyung Hee University in the USA, 

followed by Florida State University and Cornell University. The blue cluster contains universities like 

Purdue University, Sejong University, Dong-A University, and Kansas State University (located in South 

Korea and the USA). The network clearly demonstrates a North-South divide in the restaurant field since 

collaboration between developed and developing nations’ universities does not exist. Generally, the 

results confirm the scattered nature of restaurant research and the absence of knowledge sharing among 

most academic universities. 

 

Figure 10. University collaboration network in restaurant research. 
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The country collaboration network in restaurant research shows the level of cooperation among nations. 

Figure 11 shows the international collaboration network, with a size of 50, a density of 0.15, and a 

diameter of 4. The map is denser than the author and institution collaboration networks; nevertheless, 

the density indicator suggests that only 15% of all network’s potential collaborations are realized. The 

graph shows that the most productive nation contributing to restaurant research is the USA, with strong 

collaboration with other nations such as South Korea, China and Taiwan. The network additionally reveals 

that little collaboration exists between Sweden, Norway, and Germany. This result demonstrates that the 

global collaborative networks are not influenced by language for geographical proximity, despite some 

degree of research cooperation between neighboring nations.  

 

 

The temporal overlay of the country collaboration network is shown in Figure 12. From the map, we find 

that novel kinds of collaboration are being formed among newcomers in the restaurant field, including 

Egypt, Bangladesh, and Oman. However, this collaboration appears sparse, as illustrated in Figure 13, 

which depicts the global map’s cooperation patterns. In summary, research activity pertaining to 

restaurants was predominantly restricted to developed nations. This suggests that international 

collaboration is highly encouraged, especially for scholars in developing nations. In line with Narin et al. 

(1991), we argue that outstanding and excellent research is per-se international. As a result, researcher 

mobility might be advantageous in providing access to international collaboration networks, enhancing 

the quality of research output, and encouraging collaborative research opportunities with other countries. 
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Figure 11. Country collaboration network in restaurant research. 
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Figure 12. Temporal overlay of country collaboration network. 
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Figure 13. Global map of country collaboration. 

 

3.2.4. Keywords and keywords co-occurrence analyses 

Due to their high abstract level, keywords can indicate fundamental study material and themes, diverse 

perspectives and research foci, and current status and potential research prospects (C. Chen et al., 2008; 

Su & Lee, 2010). Figure 14 depicts the restaurant research word cloud. It is used to display the frequency 

of abstract keywords in selected publications after data cleaning (e.g., removal of meaningless terms such 

as stop words and verbs). The frequency dictates the size of keywords. As can be observed, "service", 

"consumers", "food", "customer", "quality", “intentions”, "performance", “experience”, “influence”,  

"satisfaction", “employees”, and "behavior" are the most used keywords.  

 

Figure 14. Wordcloud of the most frequent abstract keywords of restaurant research 
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Besides the word cloud method, we performed a word growth analysis (Figure 15). It is particularly 

beneficial in predicting future research directions. As various academics have argued (e.g., C. Chen et al., 

2014, 2012; Qian et al., 2019), researchers’ terms that have shown a significant spike in popularity may 

indicate emerging and prospective research trends. If it wants to be regarded as a scientific frontier in a 

particular subject, this surge must persist till the time of analysis (Colicchia et al., 2019). It is evident from 

the figure that themes related to restaurant research, including "customer satisfaction" and "service 

quality" and "fast food", are among research frontiers. Customer satisfaction is extremely pertinent to the 

foodservice industry as it determines positive word of mouth and repurchases; both are vital conceptions 

of customer loyalty. Increasing customer satisfaction is a crucial requirement for brand performance and 

success. In the foodservice industry, customer satisfaction has been strongly associated with service 

quality and profitability (Agrawal & Mittal, 2019). In this regard, Bujisic et al. (2014) stated that service 

quality represents one of the most researched restaurant-quality characteristics that reflect customers’ 

opinion of the overall superiority or excellence of the service. As an essential factor of importance. service 

quality is perceived via intangible benefits like courtesy, responsiveness, caring, and professionalism 

provided by the restaurant employees (Stevens et al., 1995). To measure service quality in various service 

settings, the SERVQUAL survey instrument was established according to five aspects : responsiveness, 

reliability, assurance, empathy, and tangibles (C.-C. Cheng et al., 2012; Ladhari, 2009). Since the 

SERVQUAL approach did not measure some of the distinctive dimensions of restaurant quality, Stevens et 

al. (1995) developed the DINSERV model to improve the tangibility attribute with a focus on aesthetic and 

functional dimensions. Besides these well-established themes, the foodservice industry is characterized 

by the uniqueness of being a globalized and competitive industry, where the switching cost of customers 

is fairly minimal. As a result, the industry has radically transformed in the previous decade to increasingly 

experiential layouts in which cuisine is integrated with service and ambiance. In this context, consumer 

satisfaction has gained tremendous attention from academia as it strongly ties with customer loyalty and 

behavioral aspects like revisit intentions (Han & Ryu, 2009a; Ryu et al., 2008).  
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Figure 15. The evolution of authors’ keywords over time.  

Moreover, we used the Sankey diagram to visualize the relationship and flow of keywords, authors, and 

referenced documents in restaurant research (Figure 16) (Sankey, 1898). The graph, also referred to as a 

three-field plot, is a helpful way to depict the flow of information between entities. The width of the 

arrows and boxes is dictated by the frequency of relationships (Soundararajan et al., 2014). The method 

names the themes according to the keyword that frequently appears. As evident from the figure, 

"Restaurant Industry", "Restaurant", “Behavioral Intention”, “Satisfaction”, “Franchise”, and “Customer 

Satisfaction” are the most often used keywords in scholarly publications owing to their edge widths. On 

the one hand, Lee, Jang, and Han are the writers who used more diverse keywords than the rest, 

demonstrating their breadth of field coverage. On the other hand, Jang, Hyun, Han,  and Hwang 

collaborate with diverse outlets. 
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Figure 16. Sankey diagram of restaurant research (keyword-author-publication linkages). 

 

We carried out a keyword co-occurrence network analysis to identify the different research clusters in the 

restaurant field (Rejeb, Rejeb, Simske, & Keogh, 2021). This data mining technique assists us in 

determining critical research lines and themes that have contributed to the development of the restaurant 

literature. We began by retrieving, reviewing, and refining all author-supplied keywords (i.e., the unit of 

analysis). For instance, the full-length keywords were shortened (e.g., Corporate Social Responsibility by 

CSR). We entered the data into the VOSviewer computer program to construct the network. 

Subsequently, we used density-based spatial clustering and employed the full counting method (Kriegel 

et al., 2011). We fixed the threshold of 5 keyword occurrences. This task resulted in a network containing 

six clusters (see Figure 17). Each node in the network constitutes a keyword, and its color specifies the 

cluster to which the node has belonged. The node’s radius is proportional to the frequency of the 

keyword. Finally, the distance between nodes indicates the nodes’ density or degree of relatedness. That 

is, the higher the density, the closer the nodes.  
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As shown in Figure 17, the most prominent cluster is the red one. It is a topical cluster and primarily 

focuses on the concept of consumer behavior in the literature about restaurants, foodservice activities, 

tourism, hotel and the overall hospitality sector. Consumer behavior represents the outcome of several 

intrinsic and extrinsic variables, including consumer motivations, food characteristics, and the 

environments in which food preferences and choices are framed (Camillo et al., 2010). In the cluster, the 

association between innovation and consumer behavior and how they influence one another have gained 

researchers’ attention (C. Lee et al., 2016; Ottenbacher & Harrington, 2009; Torabi Farsani et al., 2016). 

To deliver a positive customer experience, foodservice businesses can leverage information 

communication technologies (ICT) and innovations to deliver a positive customer experience. For 

example, Chuah et al. (2021) argue that behavioral intentions can be measured in terms of customers’ 

innovativeness and the option to pay higher for robotic services in restaurants. Moreover, the current 

COVID-19 pandemic has considerably impacted consumer behavior and emphasized the enabling role of 

innovation to improve order accuracy, maximize productivity, assure business responsiveness and 

survival, and enhance consumer satisfaction and relationship (Gavilan et al., 2021; Min et al., 2021; 

Vig & Agarwal, 2021). Finally, several studies in this cluster have explored consumers’ tipping behavior 

(Conlin et al., 2003; Lynn, 2006; Lynn & Grassman, 1990).  

The green cluster focuses on consumer satisfaction in restaurant research. Several scholars have 

investigated consumer satisfaction in the foodservice industry (Babin et al., 2005; Kivela et al., 1999; Weiss 

et al., 2004). They have also examined the relationship between consumer satisfaction, service quality, 

loyalty, trust, perceived value, revisit intention, and clarified how consumer satisfaction could influence 

consumer loyalty and behavioral intentions in various restaurant types, including fast food restaurants, 

casual-dining restaurants, and full-service restaurants (Bufquin et al., 2017; Dziadkowiec & Rood, 2015; 

H. J. Kim et al., 2003; Ok et al., 2005; Park, 2004; H.-C. Wu & Mohi, 2015; Young et al., 2007). The blue 

cluster discusses consumer-brand relationships. The critical role of brands in the foodservice sector has 

been researched by many scholars (add ref) (Boo & Mattila, 2002; Farzin et al., 2021; Hur & Adler, 2011; 

Yi et al., 2018). The high occurrence of the keywords "behavioral intention", "emotion", "authenticity", 

and "ethnic restaurant" suggests the increasing importance of promoting ethnic restaurants and 

delivering an authentic consumer experience. Generally, this cluster contains studies analyzing the 

antecedent variables like perceived quality, servicescape, customer perception, and restaurant 

experience that influence consumer behavior and improve consumer-brand relationships, including brand 

loyalty, brand equity, brand prestige, brand preference, and authenticity. Even though most concepts in 
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the cluster related to the marketing discipline, other fields such as supply chain management, 

sustainability, digital transformation, and strategic management can enrich the restaurant literature and 

expand this fantastic knowledge realm. 

The yellow cluster highlights the importance of corporate social responsibility (CSR) within the foodservice 

sector. As is the case with other sectors, researchers in this domain note that restaurants should not focus 

on maximizing their financial performance alone. Instead, they should overcome environmental and social 

issues since this would favorably influence their reputation and boost their financial performance (Jung, 

Kim, et al., 2018a; S. Lee et al., 2020; Yoon & Chung, 2018). Indeed, CSR could positively impact employee 

engagement, job satisfaction, and subsequently restaurant performance (M. Kim & Kim, 2014). Moreover, 

researchers have explored the moderating effects of CSR and its association with franchising, 

internationalization, restaurant type, and risk (Jung, Kim, et al., 2018a; B. Kim & Lee, 2020). The focus of 

the fifth cluster, colored in purple, is on electronic word-of-mouth (eWOM), social media, and online 

reviews, suggesting the vital role of social media channels in consumers’ communication and the impacts 

of online eWOM and online reviews on restaurants’ failure or success (R. B. DiPietro et al., 2012; 

Lepkowska-White & Parsons, 2019; Lima et al., 2019; Seo et al., 2015). Consumers are increasingly 

expressing their opinions and sharing their feedback on restaurant experiences and services. Related to 

these topics, several researchers explored how these shared views influence intentions and emotions 

(Oliveira & Casais, 2019; Popy & Bappy, 2020). Furthermore, studies attempted to clarify how restaurants 

could better take advantage of positive or negative reviews (e.g., to develop proper recovery strategies 

after failure of service delivery), enhance brand reputation, and improve social capital and performance 

(Jia, 2020; Le et al., 2022; Yan et al., 2015).  

The final cluster (colored in aqua) mainly focused on green restaurants and green practices in the 

foodservice industry (Atzori et al., 2018; Choi & Parsa, 2006; Ma & Ghiselli, 2016; Shapoval et al., 2018). 

Recently, green restaurants have been extensively widespread owing to environmental issues and 

consumers’ desires for local and organic foods (Hanks & Mattila, 2016; Holmes et al., 2018; Mikkelsen & 

Sylvest, 2012). Green restaurants are different from traditional restaurants in that they dedicate efforts 

to minimizing waste, optimizing waste efficiency, and utilizing sustainable building materials and 

furnishing. Overall, researchers in this cluster examined the topic of green restaurants from numerous 

angles, such as restaurant performance, customer intentions, and determinants of green practices 

(Perramon et al., 2014; Schubert et al., 2010). The high occurrence of TPB (Theory of Planned Behavior) 

underscores the prevalent use of this theory to explain consumers’ intentions, attitudes, and perceptions 
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of restaurants and the differences in food choices between ages, regions, and genders (Chan & Hon, 2020; 

Padgett et al., 2013; Raab et al., 2018; Roberts & Barrett, 2011; York et al., 2009). In addition, several 

research works have investigated the effects of green restaurant menus on consumer intentions, stressing 

menu labeling and design strategies (local food-related information) as a cornerstone to motivate 

consumers to purchase sustainable and green foods (Y. J. Jang et al., 2011; K. Lee et al., 2014; Lo et al., 

2017). 

 

 

Figure 17. Keyword co-occurrence network in restaurant research. 

 

 

3.3. Intellectual structure maps and trend topics  
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3.3.1. Conceptual structure map 

To investigate the conceptual structure of restaurant research, we conducted a multiple correspondence 

analysis (MCA) in accordance with established best practices (Demiroz & Haase, 2019; Alnajem et al., 

2021; Mostafa, 2020). The result demonstrates three unique clusters, as shown in Figure 19. These diverse 

study areas demonstrate that the topic has benefited from the contributions of researchers from a variety 

of disciplines. The red cluster is a rich research focus encompassing various themes. On the one hand, it 

revolves around the relationship of social media, online reviews, and eWOM with sustainability-related 

practices and innovations. On the other hand, the focus covers the impact of these concepts on customer 

behavior. An increasing number of customers participate in social media debates and share their 

experiences regarding foodservice, food quality, the atmosphere of restaurants, etc. (H. Li et al., 2020). 

The researchers in this cluster are interested in how these various debates are going to impact customer 

behavior and provide guidance for restaurant management and revenue management (Tang et al., 2019). 

The impact of sustainability-related practices and innovations on customer behavior has also attracted 

researchers’ attention (Huifeng & Ha, 2021; M. J. Kim & Hall, 2020; Oliveira & Casais, 2019; Popy & Bappy, 

2020).  

The blue cluster pays an emphasis on customer satisfaction. There have been some studies done on the 

subject matter. For example, scholars looked at the relationship between customer satisfaction and 

loyalty to food and service quality at various types of restaurants, such as luxury, casual dining, and ethnic 

restaurants (DiPietro & Levitt, 2019; Anggraeni et al. , 2020b; Mursid & Wu, 2021; Tuncer et al., 2021). 

Finally, the green cluster mainly focuses on the restaurant industry’s corporate social responsibility (CSR). 

CSR has been proven beneficial in enhancing the reputation of restaurants and their financial performance 

(Yoon & Chung, 2018; Theodoulidis et al., 2017). Researchers argue that CSR acts as insurance by 

developing a good restaurant image, reputation among industry stakeholders, and brand awareness, 

which eventually leads to organizational sustainability (Jung, Kim, et al., 2018a; Youn et al., 2016). There 

was also research on the intersection of CSR, globalization, and franchising in the cluster (B. Kim & Lee, 

2020; Jung, Dalbor, et al., 2018; Jung, Kim, et al., 2018b).  
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Figure 18. Conceptual structure map. 

 

3.3.2. Thematic map 

The thematic/strategic map depicted in Figure 19 illustrates the concentration of restaurant -related 

themes (Cobo et al., 2011). The dotted lines split the map into four quadrants according to density and 

centrality. Additionally, the size of the bubbles is dependent on the number of articles that contain the 

keyword. The first quadrant is characterized by "motor themes," or themes with a high density and 

centrality. These fully-developed themes demonstrate a high level of internal and external links. The 

second quadrant contains what is referred to as "highly developed and isolated themes," or those with a 

high density but low centrality. They are defined by highly developed internal bonds and weak external 

links. The third quadrant consists of "emerging-or-declining themes." Their low density and centrality 

levels reveal their internal and external links' weaknesses. Finally, low density and strong centrality 
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characterize the last quadrant's themes. The so-called "fundamental-and-transversal themes" have strong 

external connections but weak internal connections. As illustrated, “Restaurant”, “Customer Behavior”, 

“Hospitality”, COVID-19”, and “Innovation” are the highly cited impactful themes. 

 

Figure 19. Thematic map in restaurant research 

 

3.3.3. Trend topics  

We conducted trend topics analysis to discover how restaurant research evolves over time (Abdollahi et 

al., 2021). As depicted in Figure 20, various significant insights could be drawn from the analysis. In the 

early years of restaurant research, we could observe the firm-oriented view as the dominant paradigm. 

The focus was on enhancing restaurant performance by improving human resource management (HRM), 

restaurant management, and service quality. “HRM”, “Customer Service Quality”, “Restaurant 

Management”, “Employee”, and “Financial Performance” all reinforce this view. Then, researchers have 

started to adopt a market-oriented view. For example, they have investigated customer behavior-related 

concepts and tried to relate restaurant performance to these concepts. “Perceived Quality”, "Customer 

Behavior”, Firm Performance”, “Satisfaction”, “Loyalty”, “Trust”, are among many others that illustrate 

this perspective. Recently, the focus has shifted to the increasing role of social media in shaping 

consumers’ behavior and the relationship between sustainability-related practices and restaurant 

performance. “Social Media”, “Online Reviews”, “Sustainability”, and “Green Restaurants” are indicative 
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of this burgeoning theme. “Covid-19” also has become a trending topic due to its significant impact on 

the hospitality industry and restaurant performance. 

 

 

Figure 20. Trend topics. 

 

4. Research implications, future research directions, and limitations 

 

4.1. Research implications  

Scholars have recently begun to conduct several review studies to investigate restaurant research. For 

example, DiPietro (2017) critically reviewed the current literature regarding the foodservice and 

restaurant industries and found that restaurant operations, restaurant finance, service quality in 

foodservice, foodservice marketing, food healthiness and safety, and technology attract scholars’ 

attention. Applying bibliometrics, Rodríguez-López et al. (2020) analyzed the published scholarly research 

discussing restaurants in the hospitality, leisure, sport, and tourism sectors and concluded that customer 

satisfaction represents the motor theme with the largest influence and that the exploration of emotions 

is an under-studied theme. However, to our best knowledge, a comprehensive and up-to-date 

examination of restaurant research trends has not been considered. Rodríguez-López et al. (2020) declare 
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that the lack of bibliometric studies on scholarly research dealing with restaurants calls for additional 

quantitative studies that trace the evolution of academic output, expand the understanding of restaurant-

related topics, and fill the knowledge gaps. Our examination attempted to achieve this by analyzing 

restaurant research from a broader perspective. This bibliometric review focused on journal articles on 

restaurants from 1995 to 2021, and it revealed the influential authors, sources, and universities that  

contributed to the evolution of restaurant research and highlighted topical areas in the domain. This 

critical information can lay the foundation for setting out the agenda for future research and implications 

for management. This review provides theoretical and practical insights for practitioners, decision-

makers, and academicians to better understand the development of restaurant concepts and call their 

attention to emerging opportunities and trends for advancing restaurant research, particularly in nat ions 

that lag in restaurant research. 

Our research summarizes the essential areas of restaurant research that can be beneficial for various 

stakeholders, saving time and gaining the most related insights. For example, MCA identifies three major 

research paradigms in restaurant research. The first focus can lay the foundation for academicians and 

practitioners to deepen their insights into the increasing role of social media and sustainability-related 

practices concepts and their impact on consumer behavior.  The second focus can also contribute to the 

knowledge of academics, practitioners, and decision-makers about customer satisfaction, its antecedents, 

and drivers to develop better initiatives for their academic work or business. The third cluster 

concentrates on CSR and is a call for business practitioners to develop strategies for being socially 

responsible and economically efficient firms simultaneously.  

Furthermore, we demonstrated the evolution trend of scholarly research on the restaurant industry. We 

discussed how the focus of scholars has changed from a firm-oriented view to a market-oriented view of 

sustainability and communication technologies. It could not only contribute to academics’ understanding 

of restaurant research evolution, but it also helps business practitioners to be familiar with novel 

approaches to achieve competitive advantage and superior performance. Our study should also be 

valuable for doctoral students and scholars who can utilize these data to improve their grasp of what is 

being researched and published in regard to restaurants and to delve more profoundly into some specific 

restaurant topics.  

4.2. Future research directions  

Based on the findings of the bibliometric analysis, this review proposes several future research directions:  
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● Scholars need to combine numerous theories and understand the decision-making process 

consumers participate in when choosing restaurants that have suffered from the impacts of the 

COVID-19 pandemic. Consequently, the existing predictors of consumer behavior may not be 

adequate. Hence, future research may draw on different theories and investigate factors that 

determine consumer behavior by integrating additional constructs like restaurant type, culture, 

and target groups.  

● Future studies can concentrate on consumer perceptions, behaviors, and attitudes toward CSR 

plans in the restaurant industry. For instance, examining if perceived CSR increases consumer 

intentions toward minimizing food waste is insightful. Moreover, consumer response to waste 

reduction in restaurants should be assessed, especially for consumers with greater degrees of 

socially responsible and ethical consumption. Future investigations may focus on developing 

industry-specific measures for CSR, such as obesity and food safety. Future researchers can 

implement their studies based on novel CSR approaches (Latapí Agudelo et al., 2019).  

● This review stresses the importance of online reviews to support consumer purchase decision-

making in the foodservice industry (Le et al., 2022; Yan et al., 2015). For instance, Dixit et al. (2019) 

pointed out that the usefulness of online reviews in the foodservice industry is confirmed by the 

fact that over 75 percent of users of online reviews from a set of 2000 individuals in the US claimed 

that reviews substantially affected their purchasing choices. Furthermore, the volume of online 

reviews was favorably associated with the online popularity of restaurants. Therefore, more 

attention is needed to research the perceived effectiveness of customer-generated online reviews 

and their impact on consumer experience and revisit choices. A key research question is the role 

of online reviews in representing the quality of restaurant services and products. Online reviews 

are intended to increase consumer knowledge of restaurants and reduce the risk associated with 

information asymmetry. Thus, research on the approaches and strategies to verify the credibility 

and legitimacy of online reviews is required to assist foodservice managers in understanding 

customer needs and boosting restaurant performance. 

● Future researchers should work on promoting strategies to better exploit social media (Chang & 

Cheng, 2021) and specifically the Metaverse considering the vast value-creating potential of 

blockchain technology (Abdollahi et al., 2022). Furthermore, future studies could investigate the 

barriers to the successful implementation of sustainability-related practices (M. J. Kim & Hall, 

2020), for example, by conducting interpretive structural modeling.  
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● Although green restaurants are rising, studies on such a kind of restaurants mostly remain sparse 

(Ma & Ghiselli, 2016; Schubert et al., 2010). As a result, recommended possible research pathways 

include examining the competitiveness of green restaurants, their affordability, and their overall 

performance relative to conventional restaurants.  

● Research on the link between consumer satisfaction and perceptions of restaurant authenticity is 

promising. Thus, assessing how perceptions of authenticity can influence consumer satisfaction is 

recommended since clients attribute a significant value to authentic restaurant foods and 

atmospherics (S. Lin & Jiang, 2021). Additionally, future works should evaluate the influence of 

key and peripheral elements of authenticity on restaurant performance and customer 

satisfaction.  

● Recently, the restaurant industry has been drastically impacted by the COVID-19 pandemic. This 

health crisis urges foodservice operators and managers to implement methods that alleviate the 

anxieties of frontline employees and relieve their emotional exhaustion and job insecurity feelings 

(Roe & Smith, 2021; Zanetta et al., 2021; Zapata-Cuervo et al., 2021). From the customer 

standpoint, the fear of disease has replaced restaurant experiences with at-home food 

consumption (Yang et al., 2020). Even though such situations provide a chance for restauranteurs 

to sustain their pick-up and delivery services, there is an opportunity to incorporate novel 

technologies such as service robots to preserve the traditional means of offering restaurant 

products and services and replace frontline personnel. Accordingly, future studies should focus 

on explaining the role of cutting-edge technologies, including blockchain technology, big data 

analytics, artificial intelligence, and drones, in boosting restaurant resilience and resistance 

against disruptions and catastrophic scenarios. Of extra relevance is determining how to engage 

customers in technology-enabled foodservice experiences. Empirical research is also crucial to 

better comprehend the elements that drive or hamper the adoption of cutting-edge technologies 

in emergencies induced by health crises and pandemics.  

 

4.3. Research limitations  

These study findings provide significant support for comprehending restaurant-related notions and 

trends, yet some shortcomings need to be urgently overcome in the future. For instance, this review 

selected only peer-reviewed journal articles. Therefore, other document types, such as books, chapters, 

and conference papers, should be considered in future studies. Another shortcoming was that we 

consulted only the Web of Science (WoS) database. Although WoS is one of the leading and largest online 
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academic databases (Rejeb, Treiblmaier, Rejeb, & Zailani, 2021), relying on a single source might have 

caused us to ignore relevant restaurant-related studies. Moreover, in this review, we solely analyzed 

quantitative aspects and did not assess qualitative indicators. These shortcomings should be considered 

to identify new possibilities for future studies.  

Despite effectively mapping and investigating global scholarly research on restaurants, our findings do not 

analyze the most influential publications in each decade and explain the motives behind the growing 

number of journal articles in this knowledge domain. This introduces a novel area of prospective research 

in qualitatively exploring the causes behind the influence of certain publications and the rapid evolution 

of restaurant research. Topics for future studies could consider consulting additional scientific databases 

such as Scopus, Google Scholar, and EBSCOhost to confirm or extend our findings. Even though our 

findings showed a group of leading universities publishing numerous studies on restaurants, it would be 

interesting to examine why some academic institutions are more prolific than others in the restaurant 

field. The analysis can be carried out quantitatively or qualitatively to identify the economic factors, the 

role of human capital, government policies, and environmental challenges that might have led to the 

increasing number of restaurant-related studies at those academic institutions. There is a need to 

comprehend the determining factors of consumer behavioral intentions to reduce restaurant food waste 

(Filimonau et al., 2020) and adopt new technologies (Jeon et al., 2020). Furthermore, future studies should 

analyze and compare the quantitative aspects to the qualitative ones to grasp consumers’ selection of 

restaurants and satisfaction. Publications and archives may be investigated to elucidate the work that has 

been made in restaurant research, and a systematic literature review may be undertaken to support or 

enhance this study’s findings. 
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