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Analysis of Customer Expectation and Satisfaction for
New Menus in Multi-Chain Family Restaurants
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Department of Food and Nutrition,” Yonsei University, Seoul, Korea

ABSTRACT

The purposes of this study were 1) to understand customers’ expectations and satisfaction on menus in family restau-
rants, 2) to compare customer satisfaction and brand image for positioning new menus, and 3) to analyze customer sa-
tisfaction and loyalty to each menu. From May 8th to 28th, 2004, a total of 3,594 membership customers responded to
the email survey. Statistical analyses such as t-test, ANOVA and Pearson Correlation were performed using SPSS 12.0.
The results of this study consist of four major parts: general findings, customer expectation analysis, new menu positio-
ning and customer satisfaction analysis. The customer expectation analysis discovered that taste was the most expected
attribute in menus of family restaurants, followed by quantity, appearance and price. Statistically different expectations
existed among different customer groups categorized by their general characteristics including demographics. Also, high
correlations existed among the expectations over all the attributes: food quality, shape, quantity and price of food. Over
all the attributes, customer expectation was higher than customer satisfaction. Thus, a discrepancy existed between ex-
pectation and satisfaction. Positioning of new menus was determined by brand image and customer satisfaction. Lastly,
the customer satisfaction analysis revealed that customers in different gender and age have different satisfaction. In addi-
tion, high correlation existed between satisfaction and loyalty on new menus of a family restaurant. In consequence, the
research findings suggest managers should understand customer expectation and satisfaction and reposition their menus
regularly by menu engineering. (Korean J Community Nutrition 9(6) : 734 ~741, 2004)

KEY WORDS : family restaurant - customer satisfaction - expectation * brand image
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Qo 7 AF FES v|nF @E Exk opl, AlES] &
BFE7e A4 EdE5H ok o2 23EQ AAIE Tl
Wt 7 AFS BRI S LnlRke] Qe 2 7He
T Y& A" o] e sich(Park 1999).
AFel i3] vt g3ks BHE oju|A]&
& ZZAINA HH, E§ Au)Aae] Fart AAsh=
29& Haslsl] 8 A9d BASE v kA
gko] g17] W&ol (Thiele & Bennett 2001), B3
#3tEn Qs o 24 (Knutson 2000), 274 &
9} REE A 7P 235 2910] Yth(Kristensen
2000). olejgt BAE oln|X|& 7|7t HA FA =
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FADAL grsly, Uolrt ol&e] FUE 7HAE F ot
(Yoo 1990).

AL AFE TuiE w AFol e 49 FaE
olg} MulA ]y HAT st dgEE zx =
g, AL 71thER) A, Zldlel] dAE RERE
A HE B2F 3R AEY g FPF s 58 A
2 3713bA S (Oliver 1996). 121 2E M)A F49
& 179 7|xe UEES AxE Bk AL F
19, 012 Za] 3249 Jdike] W= o 7R U 2
AT & 5 YL, 01T T3 HIT YT =8 ¥

XKD

o 4 JthKim 1996). HAT FAHES A4F Zd

(0 to &

e

T74e] FHjES & 7Vsa| SHEE (Limehouse 1999),

gog oS FAo] H3 Aadelr] A BIE
o FoXo] Hxzl ZZH1 lod, AL AFdA B
=g 2] ARl 34 TR o)Fsta tHAe
ker 1996; Kapferer 1997).

H A QA IME BAo] AgEEAM HAE FHE
9] 244 d& A QY e, 3] Al Hx
EZe] ZA¢ BAC olux¥at ol A2 siE AlA|
Folu} Mujxe] s o2 YRWA v B H &
go] dojde) ma} APzt AEeof gk 2 7= 7t
&1 gtk (Yeom 2004). webA AlAFE 7 2 gelAl
AAo] 1 o= wyr} FostH, ol ApAH el 1A
o] BA4elE whgshs Ao] Basit

JEY AA Ay HAEFT #3sie] g2 A7t ol
20}2) 31 QIA|gk, Mei&A (Lee 2002; Nam & Park 2002),
ARET ol AHE-(Jin & Yoo 2002), Avla E43 v
= AR E(Lee $ 2003) Fo AH gloH,
HAYC o|ulx|¢} vl B A7 AAZOE o|FojA 1
QA rH(Lee & Kim 2003). E3] vlwol digt A7+
A7yl gt el% (Kim 2002; Lee & Um 2004), =l
¥ A9 3% (Song 2003) % ©EFE(Kang 2000), #hiw
hbAE(Na 2004) 52 At AFE 02 o] Foix]
ket

et B dpodE A2 FEEE ARSI B4
o] 7i&3tE 1 Qi e HAEHS] IS difoE
W YAEF vyl st 7uEs) U5EE ¥4, Al
o] R v ASHEE FA, Avlw A49 B
T oluR|9}Y] ol gElE AEE BT mt A ¥
ZA3E AXSnA st w8 o5 B8 H2 Mg
Ql A7 B 1 = de] dAEFY ol &S 9
T AL UEES AT ¥4 2 T ©E Ay b
A2kE AAS] Bz} sigich
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1. ZA Oy R

B a3 g9 BATaA o] TRA0)= FHE &
xlo] 29 F< YUz d2EF AAR S ZAL Y
Aoz ARt AYa] AAEF AAR] Mg, 7], o
T, 3t Qe uioll ) ZAF 71z Bkl A2 EAIE A
72 Fofstel AN golB Wy 3As dfer o
& WGAEYsl] RS FE31510H, 20049 5€ 8Y
BE] 52 289717 ¥ 209 B¢ 2RI AR ZAE A
A&ttt o] 717t Bt Wld S dEs 10,000% F €%
3 A& 3594402 3egd o 36%E AT

2. TA Y

B AFE= gy AR AR Aol dist 1742
B71E BA5P| Y5l AR 2ALE AAEIe, dE9
3 7k 9jstod 49 25 VIP 4 30%S o=
IAA IF A B (Focus Group Interview) & A3k
Aslrol digt mA2) AAS A% WS T3 Helisith
EAA 252 gutF oz gyl 121 Alol7} AAs A
o2 gEA Y&, IAA 180 UF FL 59 $ERE
TAEE, gk A g B4 3 =, vF B gL
SRz AR, 9Bl U AkAA & FAlel o
3lo] AFH o7 B/t oA ERE £ ATelME Y
o], Al AAA ZdeM FA] JHog Al 1534
T 2822 ol AR 1S T3 At AL O
E QIR A} Aol thdk 3140 9 AE wEE & 3l
= PEL 2390, ol ¥5S EdE 4EAY 7%
& FAE] B AERE A AREoE TAESIh

A AR dde dAEZR ArLS] S0 digk HAae 7)
QAEE golry] g RRog F2o] Ao gt Hyt
A 7|ty AEe 2219 g s 7| AE, ‘EF 9
gt 7id Ax, a8y, FH T o dig Zld A%
2 BE= 533 0® FAHACH, T AAe Aviyw 74
Zo]| thsle] Al =) AT A%, FH g% F
oz guE F It FAL, /AU 9EFEE gehs]
23t 42380 g o|FojHt). 121 o)g g Aulwel A
Ao A e YArEHe HIT olvjx| g} o =R|E
= 149 3] xHIE 14e] 7k Avlye F
702X Zt vid Zpasr} o) Foi A%, Wi 12 §
) X719 7R uiFg o AEP @4 AlFEHE
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= 34

P23} Tavt zohd A% AL Ao vjold,

o 32 HAA 2EIAY) Aol S HE BT,

w5 4= FHZ ZRpl Alo]FE LAY AAE HEQ )
¥, Wi 5 H7 i 2371 ATHE 7 cigjElo]
A 2B, Wl 62 Bl olo| AT o] FE AFF
AYE AR, 7283 iy 72 olgegt FALE £ A
Bdg A 4 ok AEAY) vt 322 2} o
Abe] 4l AEHS B Relog o]_r_O.]ggnq ARl 7+
ool g HIMA T Likert J{E(5A) & 0| g3l &
AERI R AERE AviE g A4S e s
ojd|d Ao, 221E T =YY AFEE SPSS
12.0& |83} 71454, t—test, Pearson Correlation,
ANOVAR #43}3, #AREAF ARA8E scheffed] th
FHARE ol g3

24 9 az

1. ZAYS] 1IN BY

W) AAEF ARl AelRE FPS DA dukat
Table 1. General characteristics of customers n = 3,594
Category Frequency Percent (%)
Male 633 17.6
Gender Female 2951 82.1
No response 10 0.3
Under 19 92 2.6
20-24 1217 339
Age 25-29 1376 383
30-34 582 16.2
Over 35 327 9.1
Student 1514 42.1
Employee 676 18.8
Occupation Housewife 225 6.3
Faculty 135 3.8
Medical doctor 80 22
Others 964 26.8
2 - 3/month 1278 35.6
1/month 1467 40.8
. 1/2—3 months 747 20.8
Frequency of visit
1/4 -5 months 80 22
1/6 months 19 0.5
First visit 3 0.1
Seoul 2474 68.8
) N Kyonggi 663 18.4
Region of visit
Busan 181 5.0

Daegu 275 7.7

g5 % B35 A3t Table 190 AAE vlsl o] YA
°] 63373 (17.6%), %34°] 2,951%(82.1%) & VeS| 7)
& A7elM Yepd gy gAEZe] 39 94 oA
H)-go] 3:7 AEQ £¥(Kim & Chang 2003; Kang &
Yang 2004) Rrh= o§A1 9] nlgo) o2t 28 AnE Ue)
Uidch A5 20007F 72.2% (2,593%) 2 AR|8kaL QLo
Hdy HAEF F A4S AFUE ¢ 5 Joen, A
3 dA] o] 1,5148(42.1%), 3IAMo] 6767 (18.8%)
°2 YeRith W T 3 ol $hHo] 1,467(40.8%)
o2 71 wWatow, g gl 2~3%(1,278%, 35.6%)°] 1
E}—_i veht gifRe] mado] Hojx 3 2ol $hie ut

2 312 e A& ¢ 5 UGk PEAGS AR )
%‘OI A o] 70%) BlE-E A8k o T g, o) v
#lale] Ag0] 2,474%(68.8%) 2.2 713 WK Table 1).

2. 2= JAEZ HRO) gt AW g B

1) Bl gt FHEQl QK

Az AAEZ ArLS] SA12) Aol gt uale] Aukz
A 7R ES) 249 7 £ JHAEE JESAE
ojgato] B & A, 2] Aol uigt Ankdel 7]
dE' & 4172 349 7jds ¢ 2 202 el
ok 22l dig 2 $98 J|YARE Blad @?4—‘5 5
3] ‘SA9 9o g J|gF=st 4152 AY 2
Z Jebgen, 11 tgeg ‘S49 9k3.79),
HF3.76)", ‘&) 714(3.68)' o o= Jehl}, #
42 HAERS Y28 o 1AL 71Fe) gk 7)) A%
7t AY e Aoz YeRdtH(Table 2).

2) 1M9 OIN £ WE MR 4t Q=

178 JHQAA EAo] W il dHAEY ALY &
2of gt 7IHHEE t—test} ANOVAE o] 43} v
A% Azt 400 s 1§82 FAFog f93%
zpoi7t e Aoz yeRdth(Table 3).

ArtA o7 YA A¢ YR 7der o 3=,
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‘o X o
j=2ea ]

Table 2. Customer expectations for menus in family restaurants

n = 3,594
Attribute” Mean + SD
I expect that food quality is high 417 =052
| expect that food tastes good 4.15 £ 0.56
| expect that food looks good 3.76 = 0.63
| expect that a quaontity of food is adequate 3.79 = 0.66
| expect that price of food is reasonable 3.68 = 0.67

1. Strongly disagree, 2. disagree, 3. neutral, 4. agree, 5. strongly
agree
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Table 3. Customer expectations for menus in family restaurants by general characteristics Mean * SD
Category” Food quality  Taste of food Shape of food Quantity of food Price of food

Male 421 = 0.55 4,17 £0.57 3.79 £0.64 3.81 £ 0.67 3.75 £ 0.71

Gender Female 416 £ 051 4.14 £ 0.55 3.76 + 0.62 3.79 = 0.66 3.66 £ 0.66
t-value 18.23* 2.74 0.04 0.02 1.22*"
Under 19 425 + 0.59° 4,16 + 0.56 3.85 £ 0.59 3.88 + 0.64 3.75 £ 0.66
20-24 420 £052% 420+ 057 3.78 £ 0.65 3.78 £ 0.68 3.66 = 0.66

Age 25-29 415+ 052° 412+054 3.73 £ 0.61 3.73 £ 0.66 3.68 + 0.68
30-34 410 + 0.50° 4,09 = 0.54 3.74 £ 0.63 3.74 £ 0.63 3.63 £ 0.66
Over 35 417 £053* 417 £058 3.83 £ 0.60 3.83 £ 0.68 3.77 £0.72
F value 478" 5.29 279" 2.1 2.75"
Student 419 £0.52 4,17 £ 0.55% 3.77 £ 0.64 3.79 £ 0.66 3.65 £ 0.66
Salary man 4.17 = 0.5} 4.13 + 0.53* 3.74 £ 0.62 3.79 = 0.67 3.67 £ 0.8
Housewife 417 £ 0.52 4.09 + 0.60® 373 £ 044 3.79 £ 0.67 3.64 £ 0.66

Occupation Facuity 410 £ 057 418 £ 0.61° 3.81 £ 0.62 3.80 = 0.68 3.60 £ 0.69
Medical doctor  4.09 3 0.58 4.00 = 0.60° 3.81 £ 062 3.76 £ 0.72 3.58 £ 0.65
Others 414 £ 052 415 + 0.55% 3.77 £ 0.61 3.80 £ 0.66 3.75 £ 0.69
Fvalue 219 2.30" 0.55 0.10 3.48""
2—-3/month 424 = 054 420 £ 0.56 3.81 = 0.64 3.83 = 0.68 3.70 = 0.68
1/month 4,17 £ 051 4,15+ 0.55 3.75 £ 0.62 3.80 £ 0.65 3.67 £0.65
1/2 — 3 months 407 = 0.48 4,07 = 0.56 3.71 £0.62 3.74 = 0.67 3.65 £ 0.67

Frequency of visit  1/4 -5 months 3.98 = 0,53 4,03 +0.55 3.68 £ 0.55 3.58 + 0.59 3.58 £ 059
1/6 months 3.95 £ 0.62 3.95 £ 0.62 3.74 £ 0.65 3.84 +0.77 3.79 £0.77
First visit 4,00 = 0.00 4.33 = 0.58 433 £0.58 4,00 = 1.00 4,00 = 1.00
F value 13.50"" 6.51 3.25" 3.78" 1.20
Seoul 4.16 £ 0.51° 414 + 0.55% 3.75 £ 0.62 3.79 £ 0.66 3.68 £ 0.67
Kyonggi 418 £ 053® 417 £ 055 3.77 £ 0.63 3.80 £+ 0.67 3.68 £ 0.48

Region of visit Busan 428 + 0.54° 4,28 + 0.55° 3.88 £ 0.64 3.78 = 0.66 3.72 £ 0.67
Daegu 4,12 = 0.56° 4,05 + 0.59° 3.75 £ 0.63 3.78 = 0.69 3.65 + 0.69
F value 3.69" 6.75 2.39 0.12 0.33

1. Strongly disagree, 2. disagree, 3. neutral, 4. agree, 5. strongly agree

#: p<0.05, *x: p<0.01, *#+: p<0.001 by t-test or ANOVA

< Gignificant mean difference exists between different alphabet superscripts as a result of scheffe’s multiple comparison.

£3] ‘ZAntAd S A< .05)'HF 7H(p<.01)
gt 71d=r) o438t Rl w2 Aoz Jelkch
Fol M 7|uE AT AEQ S22 Ao djgt
IS (p <.01)", "SHp<.001)’, ‘B%(p<.05), 218
o 7 (P <.05)’ 9 47F £4M BF FAHOR &
o3t zpol7h Yot ZF aEE A Y A7t e & F
A3k F=2 30tk 2HEe] AFAA 7 S0 digt 7))

=7 Avdog 2y 10 249 A RS} 7
¥ 207 ot ARFARS AAIS AT, ARl &
Ao Aoff gfgt 71t) BE= 194 o187t 7 HkeH, 30~
34419 AFFol 7P wot F 259 Ajolrt A3 et
gon, Yoz xS E= 1 7 899 s sz
A R2E & F AATh

el wE B4 23, SHp <.05)", 7 <.01)’

o A% 2 280 FAHCE 49% WIS
o o e 7Y A9 AREA A, 3499 7)
g=rt 7FE B3, 98919 JlEst AP vl F a89
A2 e] zlel7t yepskon, A AdroaE 3 H9
9] e Jehiith WHE Bixe) ugalds 1A L
g Unx] ] 717] A0l BE 98k xjo|2 nglEd),
A& WESEE ke 7F SA40) g3t JUAEE =
oz epgod, e A e 149 A9
2 g gk o] 41,2_0 7|lule 23 b
& ¢ 5 AT YT A B4 A PR g
HET 1A e 71EH@J} 7l~7e} £ AoT Uepdo
o, ‘FH(p<.05), Rp<.00D) o U3 4 259 #
o3t zlo)7t AATE ARFAR S AAE Ad, 5219 A A
dlol] T3k 7|oj e} Shol) iR ThE Y} T BRee) Ho)

Oﬂ_‘—_—_[-ﬂ
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Table 4. Correlation among the expectations over all the attributes

Attributes” Food quality Taste of food Shape of food  Quantity of food Price of food
Food quality 1 0.60"" 0.35™" 0.26™" 0.19™*"
Taste of food 1 0.35™" 0.27""" 0.20"*
Shape of food 1 0.31"" 0.16™
Quantity of food 1 0.29"**
Price of food 1
V1. Strongly disagree, 2. disagree, 3. neutral, 4. agree, 5. strongly agree
+++: 0 <0.,001 by Pearson’s corelation coefficient test
Table 5. Comparing customer expectation and satisfaction . e
Mean * SD A Possibie L 3.66 B Keatiup the
Attributes” Expectation Satisfaction tvalue & © Menu 3 9000 work
Food quality 417 +055 339079 4416 370 4 © Menu4
Taste of food 415+ 058 344+069 4477 560
Shape of food 376 067 3.46+062 1468 o
Quantity of food 379077 284+052 51577 :§ 3.50 |
Price of food 368089 306072 17.03™" g Menusé_
1. Strongly disagree, 2. disagree, 3. neutral, 4. agree, 5. strongly g 391 339
agree
<0, g 3.30 4
#xx. 0 <0.001 by t-test o Menu2 Menu 7
- 0 o1 ~ o 300 4 © Menul o
7} 2t 28 JERd 2 & 5 AT o Menu5
Chewsétmy 340 360 380 400 E sl
% 3 #4 3. X . . B
3) Awol qigt QT S4Y YR { } Image i

e BAEF AALS] S gt £ AP EE
Pearson Correlations ©|83l] J#AAAE £A5 A=,
S22 A ko] digk 7=l 2412 Sl gk 71
A7t 7 w8 ABAEE0.60) ZE A& 4 F Udsle
u, FARSE o ¥ Aoz vebdth(Table 4). 1
o g 220 Bokef tidt 7]dlE, 54 <k 71Fel o
& et 242 Q) S22 Aol did 7| T 9tk
ABAo] Q= Ao Jehyit}

4) Rl gt 444 HTY BT A BN

1A 71 SEAY, Zivhel EAE wEE A
HA BE GAPd Au o IYF o 8 AAg 3
7Vt ®Edl (Oliver 1996), Hde] HAAEF AALY] &
o] digh Z+ £ MEET) ZldERo Yol ] =9te]
EUXE BejF 1 tH(Table 5).

7} &JHE ASRY, 342 el gigh ANkERl Zdis
(4.17) > WFE(3.39), &4 o] gt 7| =(4.15) >
NEE(3.44), S49 2l dig 7d=(3.76) > ©EE
(3.46), 5212 <ol izt 7|H=(3.79) > 5 (2.84), &
219] 7170 thgt 7)PE(3.68) > WEE(3.06) 2 e}
TE 40N 7THES 22 AL ¢ F Ao, t AA
Ay N9} PEE Apoldl= FAHE Rt Ajol7t
A Aoz Jerh

Fig. 1. Positioning new menus.” 1. Strongly disagree, 2. disagree,
3. neutral, 4. agree, 5. strongly agree. Menu 1. fried chicken bre-
ast with spaghetti, menu 2: roast chicken leg with beans, menu
3: spicy seafood pilaf, menu 4: fiied potatoes with spicy sauce,
menu 5: fried jalapeno, menu é: salad with lemon sherbet, menu
7: ltalian seafood soup.

3. Nojw EXN'Y

Az HAEF AALS] Ay 24lo] HAE ofu]z|g}
2 olggeA, 28 Z dlyel tisl drh wEsheA
of thg ¥4 A3}, Avlwe o9 Fig. 15} & £¥8
UeRlSTE Tgelx 2z AREdel B3] e <A} 1%
B 7& dl¥ 158 Hi 774219 4AE duijsid.

el xHE 449 vzt BAE olv)R| g} o &
gt AEE guishd, yE2 Avilyel g 249 B5e
2t & o, ¥4 o]&€ Ay 7/E AYE D7HA AL

Hir

2 Roz veht HI3Q FHe} vt
QA& HAA L ZH o] § FE)
7Fed Zioz gk wlr 37 49 A9 A 7199 B
A= o)mx)g} Z o) T A NEE 3 2 o
R} BAREE fR)E15on, dAle] HEEE AR &
AEE 2&A0l FAA7L g Hlog Algdr) CA
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Table 6. Customer satisfaction on new menus in family restaurants by general characteristics Mean = SD
Category” Menu 1 Menu 2 Menu 3 Menu 4 Menu Menu 6 Menu 7
Male 331 +£089 332+089 369+084 372085 313+096 354+091 326098
Gender Female 320+ 085 324+0.78 379+086 371 +093 316+089 339+096 321092
t-value 4.30 10.90 0.06 4.40 2.08 0.87* 1.59
Under 19 3.18+094 351+070 390*+082 390*x102 327+111 355+1.12 322+085
20-24 324+086 324+080 380085 373+095 310085 344090 307093
Age 25-29 320+ 086 323+080 3.79+081 371*+091 319+090 343 +098 323 +£0.89
30-34 321 £082 324+079 372094 369+084 318090 334099 339+09
Over 35 325+088 333+090 368088 360x094 315102 339094 341101
F value 0.25 1.23 124 091 0.61 0.6 484"
Student 323 +087 324+080 377+084 376094 3.16+090 346091 314092
Salary man 3256+084 329+082 38 £084 372+087 316083 340+09 3.28+092
Housewife 3.13+086 311084 3.64+t086 368093 315+£087 332+099 334094
Occupation Faculty 320 +08Y 341 +076 364100 371 +094 298+089 333+1.04 343+ 106
Medical doctor 3.25+094 352059 387+073 376*+097 320+083 342+102 324+093
Others 318+ 085 324+083 376+086 362090 318+09 342+099 324+094
F value 0.76 141 1.63 1.37 0.38 0.66 1.46
2 —3/month 322+088 331+083 377+086 371095 3.16+090 348:+097 320+094
1/month 321 +£087 323+077 376087 375+088 309=089 343+094 322+092
Frequency of 1/2—3months 323 +082 3.18+083 380083 3.64*091 331x093 330+097 326+095
visit 1/4—5months  3.19 +0.78 329 £061 390072 366086 307073 348 +0.68 324066
1/6 months 325+050 300x1.00 400000 325+158 367+1.16 280+130 350 =*07
F value 0.40 1.22 041 1.16 217 1.55 0.30
Seoul 320+087 324+081 377+085 373+091 316+091 342*+097 321 *092
Kyonggi 324 +083 332+08! 379+088 374t09 321092 341099 329*+095
Region of visit  Busan 326087 332+077 385083 353+092 297080 360079 336=*1.05
Daegu 330079 311077 368082 361 +088 314+088 332080 307 *092
F value 0.76 1.74 074 1.81 1.17 1.12 1.47

1. Strongly disagree, 2. disagree, 3. neutral, 4. agree, 5. strongly agree
# p<0.05, #+: p<0.01 by t-test or ANOVA

#a ol 1, 2, 5t
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Table 7. Customer satisfaction and loyalty on new menus Mean + SD

Menu" Satisfaction Value Intention to repurchase  Intention to recommend
Menu 1 3.22 + 086 2.69 + 0.80 2.80 = 0.96 2.81 +0.87
Menu 2 3.25 £0.80 277 £0.83 290 £ 09 294 £0.84
Menu 3 3.77 £ 0.85 2.96 + 0.87 3.49 +0.92 3.48 + 0.89
Menu 4 3.71 £0.92 3.40 + 0.89 3.59 £0.92 3.56 + 0.89
Menu 5 3.16 = 0.90 3.53 £0.82 3.18 = 0.95 3.19 £ 0.90
Menu 6 3.42 £ 096 3.37 =090 3.30 =101 3.28 £ 0.96
Menu 7 3.22 £ 093 271 +£0.87 2.94 £ 0.97 295 +093

" 1. Strongly disagree, 2. disagree, 3. neutral, 4. agree, 5. strongly agree
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