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Abstract

This study was to examine the effect of the environmental characteristics on overall quality of employee and food service
in Korean foodservice firms. The four factors of the environmental characteristics of Korean foodservice firms consist of
service, atmosphere, food & beverage, and event. To analyze the data collected from 414 respondents, the several statistical
methods were used including frequency and descriptive analysis, factor analysis, reliability test, and multiple regression
analysis. The empirical results are as follows: First, the employee service factor has a significantly positive effect on overall
employee service quality. Second, the food & beverage factor has a significantly positive effect on overall employee service
quality. Third, the food & beverage factor has a significantly positive effect on overall food & beverage service quality. Fourth,
the event factor has a significantly positive effect oh overall food & beverage service quality Managerial implications can be
drawn from the present data. First, Korean restaurant managers can identify which factors of environmental characteristics
influence customers' attitudes and evaluations in service encounter. Second, Korean restaurant managers can use the
environmental characteristics as differentiation strategy, and allocate their resources into the activities of marketing strategy.
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<Table 1> Research Sample Parameters

Customers of Korean Food Service Firms
Sample Selection 10 Korean Food Service Firms within the
Method Daegu area
Sample Size 450
Effective Samples 414
Length of Study ~ 2005. 3. 7 - 2005. 3. 31 (25 Days)
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<Table 2> Questionaire Structure

Research Category Sub-Category Question Number Number of Questions Standards of Ranking
Service I.1-8 8 Ranked from 1to 7
Environmental General Atmosphere I.9-17 9 Ranked from 1to 7
Characteristics Food/ Beverage 1.18-25 8 Ranked from 1 to 7
Events 1. 26-27 2 Ranked from 1to 7
Quality of Service
- d f; 1t
General Service (Employees) 11.14 4 Ranked from 1to 7
Quality Quality of Service
(Food 1. 5-7 3 Ranked from 1 to 7
Repurchase Intentions - . 1-2 2 Ranked from 1 to 7
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<Table 3> General Characteristics of the subject

Vatiables Sub-catagory N
Male 195(47.1)

Gender Female 21952.9)
Married 316(76.3)

Marital Status ~ Single 92(22.2)
Divorced/separated 6( 1.9

Under 30 70(16.9)

30 to 39 110(26.6)

AgeGroup 4446 49 172(41.5)
Over 50 62(15.5)

High school or below 70(16.9)

) Technical College 129(31.2)
Education Undergraduate 173(41.8)
Graduate/post-graduate 42(10.1)

Less than two million won 137(33.1

Monthly Two million won to four million won 150(36.2)
h9usehold Four million won to six Four million won 76(18.4)
income Over six million won 51(12.3)
1-2 79(19.1)
3-4 81(19.6)

- 18.

Total Usage 3_2 ég&ig
9-10 54(13.0)
Over 11 60(14.5)

Family meals 101(24.49)

Business gatherings 91(22.0)
Reasons Personal meals 51(12.3)
for Use Meal between couples 37(8.9)
Meal between friends - 134(32.49)

Total 414(100.0)
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<Table 4> Descriptive Characteristic Analysis of Korean Food

Service Firms
: : Standard
o Cpn;ents Average piotion Rank
Addressing Complaints 5.55 1.15 1
Taste of Food/Beverages 5.50 1.20 2
Temperature of Food/Beverages  5.48 1.12 3
Cleanliness/Sanitary 5.46 1.15 4
Freshness of Food/Beverages 545 1.18 5
Friendly Employees 5.41 1.09 6
Comfortable Surroundings 5.41 1.14 7
Polite Employees 5.37 1.14 8
Comfort Level 533 - 116 9
Enthusiastic Employees 5.30 1.18 10
Aesthetic Appeal of Food/Beverages  5.28 1.17 11
Helpful Employees 5.27 1.14 12
Temperature of the Restaurant 5.27 1.12 13
High Quality of the Menu 5.27 1.18 14
Nutritious Food/Beverages 5.27 1.12 15
Cautious Employees 5.20 113 16
Employees’ Knowledge of the Food/Beverages  5.13 115 17
Employees’ Appearance 5.11 1.20 18
Variety of the Menu 5.01 1.23 19
Aesthetic Appeal of the Surrounding View  4.97 1.33 20
Size of the Restaurant 495 1.34 21
Restaurant’s Fragrance 4.94 1.28 22
Price of the Food/Beverages 491 1.18 23
Level of Offensive Street Noises ~ 4.82 1.48 24
Music 4.63 1.58 25
VIP Events 3.93 1.60 26
Variety of Special Periodic Events  3.90 1.58 27
Average 5.12
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<Table 5> Environmental Characteristic Analysis of certain Factors and the Reliability of Korean Food Services Firms

b Factor Eigen Variance - Cronbach’s
Factors Variables loadings value explained (%) o
Helpful Employees 856
Polite Employees 826
Friendly Employees 770
Factor1 = ¢4 tious Empl 766 4937 19.747 906
Service autious Employees . . . .
Enthusiastic Employees 692
Employees’ Appearance 559
Employees’ Knowledge of the Food/Beverages 513
Music 752
Ambient Noises 625
Factor 2 Comfort Level 604
actor
Restaurant’s Fragrance 602
A Geneﬁll Temperature of restaurant 525 4052 16210 885
tmosphere Restaurant Size 524
Comfortable settings 518
Cleanliness/Sanitary 497
Taste of Food/Beverage 765
High Quality of the Menu 756
Factor 3 Nutritious Food/Beverages 747
Products Aesthetic Appeal of Food/Beverage 674
(Food/ Price 649 4986 19944 916
Beverage) Manu’s Variety 0644
Temperature of Food/Beverage .582
Freshness of Food/Beverage 575
Factor 4 VIP Event 859
Events Variety of Special Periodic Event 848 2510 10.039 893
Cumulative varfance explained(%) 65.940
<Table 6> Factor and Reliability Analysis of Service Quality and Repurchase Intentions
o i Factor Eigen Variance - Cronbach’s
Factors: | ‘ Variables loadings value eXplained(%)‘ o
Overall - Personal Attention to Customers 909
Service - Providing High Quality Service 898
Quality of - Providing Immediate Service 879 5142 78551 209
Employees - Treatment of Customers 859 ‘
Overall Service - Professional Effort in Food/Beverage Production a1
Quality of - Expected Level of Food/Beverages 900 2.432 81.058 882
Food/Beverage - High Quuality of Food/Beverages 890
Repurchase Primary Choice : 953
Intention Brand loyalty 953 1818 90.894 200

<Table 7> Investigation of the Influences that the Environmental
Characteristics of Korean Food Service Firms has on

<Table 8> Investigation of the Influences that the Environmental
Characteristics of Korean Food Service Firms has on

Employee Service Quality Product Quality

L CIass;ﬁcation s e B T-value Classification B T-value
Dependent Variable Dependent Variables

EmployeeService Quality Quality of Food/Beverage
Independent Variables Independent Variables

Service 477 9.634* Service 232 4.523%=

General Atmosphere -125 -1.886 General Atmosphere -.093 -1.347

Food/Beverage 226 45724 Food/Beverage 373 7.019"*

Events 063 1.466 Evenis 124 2.801*+

R? 418 R? 389
F-value 147.229*** F-value 86.802%*

) <.05,*p <.01,

wp < 001

*p < .01, **p < 001
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<Table 9> Investigation on the Influences that Service Quality
has on Future Repurchase Intentions

Classification B T-value

Dependent Variables

Repurchase Intentions
Independent Variables

Employee Service Quality .290 6.055%*

Food/Beverage Quality 522 10.910**

R? 582
F-value 286,178
5 <001

. 290***

Repurchase

Intentions

Beverage
373

@ | 1 24***

<Fig. 1> Results of the Research Model Analysis
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