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A Study on The Relationship Among Service Quality,
Service Value and Customer Satisfaction
of Food Service Industries

Mi Ock LeeD

Abstract

The purpose of this study is to identify relationship among service
quality, service value and customer satisfaction of food service industries.
The respondents included 120 customers of K-restaurant in the survey.
Data were analyzed by confirmatory factor analysis and cause-effect
analysis among the constructs. After research model testing, the following
results was obtained : Service Value was influenced directly and
positively by the service quality. And customer satisfaction was influenced
directly and positively by the service value. But customer satisfaction was
not influenced directly and positively by the service quality.
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= 9 Aoz tegd.

< 3> g5 ade A

B
J

VARIABLE | FACTOR1 | FACTOR2 | FACTOR3 | FACTOR4 Cng&Rgiity
stimates
VAO1 0.31677 0.80278 0.25028 0.16804 | 0.83667325
VAO2 0.31371 0.71521 0.33795 0.24095 0.78220977
VAO3 0.36379 0.65315 0.43765 0.16501 0.77771655
SAO1 0.25237 0.38655 0.75729 0.06206 0.79045289
SA02 0.29703 0.21176 0.83118 0.21431 0.86986438
SAO3 0.27277 0.49437 0.60371 0.29071 0.76778691
LYO1 0.68021 0.26761 0.41537 0.18797 0.74216280
LY02 0.80562 0.25456 0.28756 0.29084 0.88109739
LYO3 0.76595 0.26289 0.27108 0.34241 0.84651718
BI01 0.40861 0.21557 0.17039 0.81296 0.90337550
B102 0.46560 0.20040 0.19763 0.75794 0.87047004
vai)ﬂ'aai”nceed 4.3957266 | 2.6213995 | 2.5466107 | 2.0830762

4.3 AFEY A3

<3 4> T2 ™ x(Covariance Matrix)
var | V1 V2 V3 S1 S2 S3 L1 L2 L3 B1 B2
V1| 1.589
V2 11.0087(2.1487
V3 10.9874]0.9007|1.4572
S110.995410.9241]0.9753|1.3258
S210.8379(0.9875(0.9265]0.9177|1.3815
S310.8484(0.6716(0.9863(0.8528|0.9154|1.4224
L1 |10.5836]0.7352|0.6217|0.6707| 0.769 |0.7765|1.1827
L2 | 0.54 ]0.6923|0.6072]0.6266|0.7343(0.6647| 1.021 | 1.367
L3 |0.5635]0.5668|0.7288]0.6464| 0.523 [0.6113|0.8106]0.9433|1.5522
B1 | 0.572]0.4254]0.7108]0.6891]0.5907|0.4516(0.8226|1.0082|1.2769|2.2517
B2 [0.4915|0.4069(0.6877|0.5859| 0.544 |0.6604|0.8506{0.9869(1.2171|1.4892(1.8044
V1 : S_ValueOl, V2 : S_Value0O2, V3 : S_Value03, S1 : SatisfactionO1,

S2 ¢ Satisfaction02, S3 : Satisfaction03, L1 : LoyaltyOl, L2 : LoyaltyO2
L3 : Loyalty03, Bl : B_Intention0O1, B2 : B_Intention02
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ATREAAS o AMR3 a5 E AdXE(raw data)S SASE o] &3] FEALE
HEE AAsAY. o] FEAYEF= AMOSEA S 93 JdH A= (input data)7} ¥
=

= E o] &3t FAMEE e JAAHAE A
28 AR E AA Ay X2=96.995, di=41, p=.000, GFI=.881,
R=.069% EHAAITLT 7|Fd = t}h nEsxw T1dg =2 83 7}

Chi-square o) d.f. GFI AGFI RMR NFI CFI
96.995 0.000| 41 .881 .808 .069 0.871 0.920

2) TANEE 2ke] AnpeA AR

<E 6> ATEY HAH

Path Es?(r;)ate Steér;?ierlrzglzeed StaErgr(?ﬁrd t—Value P

SV |[<-—] SQ 1.199 .828 197 6.075 *ok
ST |<-——=| SV 1.253 1.244 .246 5.090 *k
ST |<-——| SQ -.440 -.302 314 -1.408] .161
EM [<-—-] SQ 1.000 .649

AS [<---| SQ .937 .707 47 6.365 *ok
RS |<-——| SQ 1.106 719 A72 6.446 *ok
RL |<-—--] SQ 911 707 .143 6.366 *Hk
TA [<-—-] SQ .656 .668 .108 6.083 *k
V1 [<——=] SV 1.000 167

V2 [<——=] SV 1.025 .676 135 7.615 *okok
V3 |<——-=| SV 1.026 .822 107 9.581 *Hk
S1 | <=——| ST 1.000 .846

82 |<-——| ST .974 .808 .093 10.436 KA
S3 |<———| ST .931 .761 .097 9.552 *ok

AMOS-5& o]&3lo] AR 7 :
SQ-->ST =, Mu|~EA 3} IS 1] AAAo|Ant fosk Aol gle AL
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