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The Effects of Menu Price, Human Service, Amenity, Menu Quality on Menu Value and Revisit Intention

Young-Jin Yoo'*, Dong-Hyun Ha?
IDepartment of Food Service Industry, Catholic University of Daegu, *Department of Tourism management, Dongguk University

Abstract

The purpose of this study was to investigate how comparative menu price, human service, amenity, and menu quality affected
menu value, and how menu value influenced revisit intention. The model was tested in a family restaurant setting using a sample
of customers visiting and enjoying menu in Daegu metropolitan city. Empirical results confirmed that not only do human service,
amenity and menu quality increase menu value but that comparative menu price reduces menu value. Menu value was also found
to be a significant antecedent of revisit intention. The results obtained have major implications for family restaurant marketers as
well as for future research. First, family restaurant marketers should pay attention to menu pricing, as menu price decreased menu
value. Second, family restaurant marketers should try to increase menu value through training of human service. Third, family
restaurant marketers should try to add menu value by way of recruiting high-skilled cook. Fourth, family restaurant marketers
should make efforts to attract customers through interior design.

Key Words : comparative menu price, human/amenity service quality, menu quality, menu value
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<Table 1> General characteristics of the subjects

De::;zgg;;fuc Contems Frequency Pe({;;nt

Male 154 609

Gender Female 99 391

. Single 98 434

Marriage \ ried 128 566
Less than 20 5 2

20 - Under 30 110 437

Age 30 - Under 40 75 298
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Over 50 17 6.7
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Friends/comrades 9% 378

Lover/mistress 57 224

Company  Family/relatives 78 307

Alone 10 3.9

The rest 13 5.1

Internet 24 99

Information . 8 53

source Newspapers/megazines 31 128
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The rest 62 255

W20,000~W30,000 93 38.1

. W30,000~W40,000 72 295

Per capita 0000~ W50.000 40 164

price -

W50,000~W60,000 21 8.6

The rest 18 7.4

Affiliated with company 55 210

Self-employed 26 102

Professional/Technical 54 213

Occupation Civil servant 19 39

Student 35 13.8

Housewife 14 5.5

Sales/service 57 224

The rest 3 12
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<Table 2> Factor analysis for antecedents of menu value

Factor . Factor Eigen Cumulative Cronbach
. . Competency variables . -value . variance
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<Table 4> Regression analysis

. Menu value
Variables —
Standardized regression coefficient ~ T-value  Significance
Comparative menu price -319 -7.501 000
Human/amenity service quality 524 12.303 000 R%=.586, F=108.113, P=.000
Menu quality 405 10.935 000+

= 5<0,001
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<Table 5> Regression analysis

Revisit intention

. Standardized
Variable regression  T-value Significance
coefficient
Menu value 761 18.231 000 R?=.580,

Cronbach alpha F=332.368,
Menu value .892 P=.000

Revisit intention 911

**p<0.001

AZkshz w5717t wotd4E N A AR E FolAl
t= AE 9ujgta, AgPA2l Cronin & Taylor(1992) ¥ 7
AT 044E 5(2002)2 AT Ao} U x|ghe}

olfg A= oA AFGH tRrhx 2 Mau4=ol xztd
Blaw w7, AF 7] AElA W 9 o REA Qo) o
7RIS wole WeEo] Aok dide] dagd Agah= 43
A0 2 y2sfojof & Fojct

¢

=

V. 2o g 22

o}

e} YAERAE BAZ0] ALt tslAs) o
o Zejel BAHS Agpol7] whiof, ot Zo] o] He]
& 21 WG5S FHO2 HFEo| Sysolof 3 Hols, 1
Aol H vehd BAH 24 A3 e @Azl e
o} U2 A A slotol 8 0.2 sl

A, M50 AZike HEiTt AL B 2o
WO R TS ) 2o HESo|y nASo| i)
S WA AZetes AL Deteg so Sk oleja 24 2

=

£ 250l 4 Wl qasgel s umsiel g o
we e amee] 1AS Hokha qirke Aat 2Ao] Yol
710 e g ek, % A2 Armgol
1A B B Y02 REW AN AEE Elstol
Ao ARy

o, 7}go] TAGo|

=] slelg B Bt LA 7|20lob 2 Aokt
B, ARAIL 5 B9 ] e geren
WG 27] 2ol AU 1F A0} e} g Lmee

A chapelel et 201 sl elol wint =, s A o

AEPIINE ML 2H] g Y5 BYglol s



250 BEBLEEULEER Vol 21, No.3(2006)

Eof Fxafof siuf, 947l Ay Hardat
aulze] Aol efAsteior & Aojrt,

AR dlEEol dlwriAel] A+)e] WReR d¢E F]
mi2ol] w70 8k ol AR F£AE 71godor Tk F, wwt
A groll B z2)7|sol 2H9-57) A whebA Rkl
KA &of 7 2 82 ghEel 3 =y
4 o) o] HsERS & 5h ze)7)el et 243 T2

7k 2 asithal s,

WA, w77k 7}

7] uel vf& S

[e) 1__
Gl erel g

s o

A= W,

Aol wol H(Ho] e FFe F
off AHrELT 7} 7]ojsts :‘1_}3 “ﬂvﬂll

sehz sy

B QoA HAE ATATHE thea 22 AGAr AN
Feth,

A, 8149 B A2 VA b
244,} H]-Q-X‘Ul-_,] _\,]—;H A]-o]a ZF 6‘}0:] 7314 o]-o:]o]: 6}—1:]— cxﬂ
= 5o e demse 2 A dAs as
diret AuAS A2e ) HES AP EAS AstEA 2
2 o) AE0] A wire} | AR Hof A1) FEE sof Tt
olzlat B niAlEEAel EEATL A2 Bzstel o
A E Fjof gich

o
>{\l

AR HYAEL wol Bole A9dY olde H3iA &
HA9k Aol glo] sRlglE k= 95 FF 2A dut oA
& TH =2 I%OHE BFohe A2 o] 3ad 71 ¢l
o}, ofgjst FeAle) sile] HlArg gl A71H0] Y
S|4 ‘”UM F EHRI7ME G A wdsof dtk HollA

= AggRel iy AL v Wy frbEte) Al BE
£ avRpE Q] oA MAstA AAelAl el wrgsior &
Zolth, dfstd, sde] HAEFE o] &ohe tiree o84
E2 159 v EEY Bk 259 7§ o Solu7] Wit
7] w2ol.

4, AR Zeet AAA FARE W vAE e
HAEF 71 BN 7P
A

K3
>
>
o2
o]
2
o]
o
ok
O
)
e

ShubsiLiol Sladl s &2
drch gue) e AAR
Sof g5g 4uR BEH SWL T FAY

slorstal Au|2 FHE Eol7] A =dsfor & A

e dasd AGAEL BT FAL FHA A=
94at vl ol W 4 G Eela GpAle] FAalof 5h1,
Wlirel FAE Fol7] sl Yok T Holeh. @A e whue
dlaEg AGRE0] Gelolele 7] YA westa ek 3
Ak A4 ofeled BAR Be Lo ASIRIBES
AR A e ALEL Bol 2A Bk ojie
Ao] vl § GO o] 2ofd 4 Lot 7|49 B HGH
Thobe 9 gkt

E3], Seluete) A¢ e
S22 e g]joleloltt 417
2 %o Azto] o3 AT, QS BeE sl AY P =
2309) Aol AEE ofd] A% 7 AU, HA %)
sl AL B S gint v &ATo g A9 AL o]fR
23lrhs AMALLS AAREL HhEA] QlAlgfo} 3Tt Uolr} An)
5ol Q4 sh= 742 At aulae FEE Apehs
shele) Blamakel opg Here] gujol of$ 5ot

Bolton RN, Drew JH. 1991. A multistage model of customers’
assessments of service quality and value. Journal of
Consumer Research, 17(4): 875-884

Chang TZ, Wildt AR. 1994. Price, product information and
purchase intention: An empirical study. Journal of
Academy of Marketing Science, 19(November): 550-561

Cronin JJ. Jr, Brady MK, Tomas G, Hult M. 2000. Assessing the
effects of quality, value, and customer satisfaction on
consumer behavioral intentions in service environments,
Journal of Retailing, 76(2): 193-218

Cronin JJ, Taylor SA. 1992. Measuring service quality: A
reexamination and extension. Journal of Marketing,
56(July): 55-68

Dodds WB, Monroe KB, Grewal D. 1991. Effect of price, brand,
store information on buyers product evaluations. J of
marketing Res, 28: 307-319

Garvin DA. 1984, Quality on the line, Harvard Business Review.
61(Sep-Oct); 65-73

Jin YH. 1997. The menu engineering of hotel & restaurant.
Doctorate thesis. Kyungki University. p 8

Kim SH, Oh SH. 2002. The determinants of repurchase
intentions in the service industry: Custom value,
customer satisfaction, switching costs and attractiveness
of alternatives. Korean Marketing Journal, 17(2): 25-55

Lee HS, Kim Y. 1999. Service quality and service value. Korean
Journal of Marketing, 1(2): 77-99

Lee MK, Ulgado MF. 1997. Consumer evaluation of fast-food

services: A cross-national comparison. The Journal of



7t

Services Marketing, 11(1): 39-52

Lundberg DE. 1994. The hotel and restaurant business. 6th
Ed(N.Y:VNR), pp 265

Na JK. 2004. Understanding Menu management. Baeksan
Publishing Co. Seoul. pp 21

Parasuraman A, Zeithamal VA, Berry LL. 1988. Servqual: A
multipe-item scale for measuring consumer perception
of service quality. Journal of Retailing, 4(Spring): 13

Park JJ. 1998. A study on effective factors of customer
evaluation on service quality in restaurants, Tae Han
Academic Society of Tirism Management. 10: 61-88

Sirohi N, McLaughlin EW, Wittink DR. 1998. A model of
consumer perceptions and store loyalty intentions for a

supermarket retailer. Journal of Retailing, 74(2): 223-245

L

il

IHMHIA, 27| twEE0| D29l

MLz ol=0l 0lklz o7 IR 253

Sweeney JC, Soutar GN, Johnson LW. 1999. The role of
perceived risk in the quality-value relationship: a study
in a retail environment. Journal of retailing, 75(1): 77-105

Sweeney JC, Soutar GN. 2001. Consumer perceived value: the
development of a multiple item scale. Journal of
Retailing, 77(2): 203-220

Woodruff 1. 1997. Unsuccessful executives in automotive
manufacturing. Business Horizons. 40(2): 2-6

Yoo YJ. 2000. A study on causal relationship between
relationship marketing activities and relationship quality/
performance in food service industry. Doctorate thesis.

Sejong University. pp 144-145

(200518 122 209 T+, 2006\ 58 242 xHEH)



