T A A B OO X| 22(6): 742 - 747, 2007
KOREAN J. FOOD CULTURE  22(6): 742 - 747, 2007

ZLz]

- a

742

o ] Alke] vl k7}A R o]al|7} X7kl Bl

Fhx|o] oA gk B}
A - ey

et 22|, chyte el sdlzelew A

Measuring the Effects of Menu Price and Image on Perceived Sacrifice and Value of Tourist
Restaurant in Jeonnam Tourist Area
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Abstract

The purpose of this study was to measure the effects of menu price and image on perceived sacrifice and value of tourist
restaurant, the mediating effects of perceived sacrifice on the relationships between menu price and value, and between image
and value. A total of 273 questionnaires were completed. ANCOVA was used to measure the mediating effects of perceived
sacrifice on the relationships among menu price, image, and value. When the menu price and perceived sacrifice were regressed
on the value, the menu price and perceived sacrifice were statistically significant. Moreover, when the image and perceived
sacrifice were regressed on the value, the image and perceived sacrifice had a statistically significant effects on value. The results
demonstrated that perceived sacrifice played a mediating role in the relationship between menu price and value.

Key Words : menu price, image, perceived sacrifice, value, ANCOVA, mediating effect
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<Table 1> Respondent’s general characteristics

Female 132 484

Age Less or 29 yrs 100 36.6
30-39 yrs 120 44.0

40-49 yrs 45 16.5

50 yrs or more 8 29

Occupation Employed 150 21.2
Student 58 54.9

Unemployed 56 20.5

Other 9 33

Previsit First time 167 612
Been before 106 38.8

Total 273 100.0
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<Table 2> Respondent’s percelved menu pnce and image

. Frequency
Low 60 220
Price Medium 139 50.9
High 74 271
Low 167 61.2
Image High 106 38.8
Total 273 100.0
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dfo use. ) . ] ‘.854

The price charge to use. 3.000 1095 845 .106
‘The effort required to use. 2919 1071 749 013

Overall, the value of service to me.  3.066 868 067 830
Overall ability to satisfy my wants. 3304  1.060 .108 816

Eigenvalue 1391 2022
% of variance(68.257) 27826 40431
KMO 606

Bartlett’s test of sphericity 280.247%+

Cronbach’s alpha 759 530

*# p<0.001. Y 5-point scale, 1=Strongly disagree, 5= Strongly agree.
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<Table 4> The effects of sacrifice, menu price and image on value

acrifice

Menu price 1915
Image 955
Menu price*Image 4.151*
Mean square explained 3.800
Mean square residual 570

F 6.666**

* p<0.05, ** p<0.01, *** p<0.001.
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Menu price
----------- Low
~-——- Medium
— High

3.60

3.40

3.20

Value

3.00

2.80

2.60~

L:I)w Hilgh
Image
<Figure 1> Differences of value by price and image
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<Tabie 5> Parameter estimates of price, image, and sacrifice on
value

Sacrifice 165 053 3.118 .002**

Low price -850 286  -2970 003+
Medium price -402 155 -2.589 010*

Low image 613 213 2875 004
Low price*Low image 1022 358 2.859 005*

Medium price*Low image 441 256 1.722 086

R =0.131, F = 6.666, p = .000
* p<0.03, ** p<0.01, ** p<0.001.
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