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Perceived Risk, Perceived Quality, Multi-dimensional Menu Value, Satisfaction and Loyalty
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Young-Jin Yoo!, Dong-Hyun Ha?*

! Department of Food Service Industry, Catholic University of Daegu
2Department of Hotel - Convention Management, Dongguk University at Gyeongju

Abstract

The purpose of this study was to investigate how menu quality, human - amenity service quality, perceived risk affected
quality - price menu value, social - emotion menu value and how quality - price menu value and social - emotion menu value
influenced satisfaction. Also this study investigated how satisfaction affected loyalty. The model was tested in hotel restaurants
settings of five-star hotels using a sample of customers visiting and enjoying menus in Daegu metropolitan city and Gyeongju city.
Empirical results confirmed that not only do menu quality and human - amenity service quality increase quality - price menu
value and social - emotion menu value but that perceived risk reduces social - emotion menu value. It was also found that
significant antecedents of satisfaction were quality - price menu value and social - emotion menu value. Also, loyalty was also

found to be a significant consequences of satisfaction.
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<Table 1> General characteristics of the subjects

Demographic variable Contents Frequency Percentage
Male 156 69.9
Gender Female 68 30.1
Previsit Been before 172 76.8
First time 52 23.2
. Single 41 18.4
Marriage Married 183 816
18-24 11 5.0
25-34 42 18.8
Age 35-44 49 21.8
45-54 50 22.2
55-64 57 253
65 o|4 15 6.9
W1,000,000~Less than W2,000,000 21 94
W2,000,000~Less than W3,000,000 34 151
Income per family W3,000,000~Less than W4,000,000 80 35.9
W4,000,000~Less than W5,000,000 66 29.6
Over W5,000,000 23 10.0
Friends/comrades 85 37.8
Lover/mistress 28 12.7
Company Family/relatives 80 357
Alone 9 39
The rest 22 9.9
Internet 23 10.3
v 9 3.8
Information source Newspapers/megazines 31 13.8
Recommendations of friends or relatives 131 58.7
The rest 30 13.4
Affiliated with company 23 10.5
Self-employed 67 30.3
Professional/Technical 47 213
Occupation Civil servant 9 39
Student 8 35
Housewife 34 15.5
Sales/service 31 121
The rest 5 2.9
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<Table 2> Factor analysis for antecedents of menu value

: Cumulative
Variable Factor Competency variables Factor variance Cronbach
dimension loading . plained(%) alpha
There is a chance that there will be something wrong with
the menu of this hotel restaurant or that it will not work 863
propertly.
General There is a chance that I will stand to have financial loss either .
menu risk because the menu of this hotel restaurant won’t work at all 750 45.535 710
. . or costs more than it should to maintain it.
Perceived risk I am anxious about being disappointed because there will be
something wrong at the purchase of the menu of this 743
restaurant.
The menu of this hotel restaurant is extremely risky in terms
Mer.lu of cI;ality y risky 872
quaht.y/ The menu of this hotel restaurant is extremely risky in terms 68780 694
cost risk 855
of cost
Employees make customers comfortable and trustworthy. .804
Customers can be on intimate terms with employees easily. 768
Employees are thoughtful to customers and handle them 61
very well with accepting their various needs positively. '
Employees are ready to give customers individual attention. 757
Human/ Employees are well educated, professional and have a lot of 56
amenity experiences. ‘ 42.671 .900
service Employees provide customers trustworthy, consistent, and 18
quality dependable services. )
Employees provide prompt and exact services to customers 696
Perceived order. ’
quality The appearance of the physical facilities of this restaurant is s64
visually appealing. ’
Employees are well dressed and appear neat. 516
The menu of this hotel restaurant keeps standard quantity. 770
The menu of this hotel restaurant is delicious. 769
The appearance of the menu of this restaurant is visually
appealing. 739
The menu of this hotel restaurant keeps a proper 207
Menu temperature. ’ 53.262 837
quality The menu of this hotel restaurant use high-quality raw 679
material.
The menu of this hotel restaurant keeps a consistent quantity. 674
The menu of this hotel restaurant has a lot of width of choice. 471
The Skill of chefs of this hotel restaurant is superior to that of 340

chefs of other restaurants.
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<Table 3> Factor analysis for menu value
Cumulative Cronbach
Variable  Factor dimension Competency variables lgifitiir variance r;)ln hac
S explained(%) pha
The menu of this restaurant has good workmanship. 809
The menu of this restaurant offers value for money. 748
Quality - Price The menu of this restaurant is well made. 741 52,179 873
menu value The menu of this restaurant is a good product for the price. 730 ) ’
The menu of this restaurant has consistent quality. 668
The menu of this restaurant would be economical. 652
The menu of this restaurant would give customers pleasure. 75
Menu value The menu of this restaurant is one that customers would 54
enjoy.
The menu of this restaurant would make customers feel 738
Social - Emotion  good. )
menu value The menu of this restaurant would provide good emotion 676 61.163 864
for customers. ’
The menu of this restaurant is one that customers would 675
feel relaxed about using, '
It would make a good impression on others for me to buy
. 604
the menu of this hotel restaurant.
<Table 4> Questionnaire items of satisfaction and loyalty
Variable Items Cronbach alpha
The menu of this restaurant satisfies my needs and wants
Satisfaction I think I do the right thing when I purchase the menu of this hotel restaurant. 807
The menu of this restaurant is exactly what I needed.
I will buy the menu of this hotel restaurant once more.
I will recommend the menu of this hotel restaurant to others.
I will put the first consideration on the menu of this hotel restaurant
when using restaurants of this area.
Loyalty I will buy the menu of this hotel restaurant, even if price of the menu O11

increases somewhat.

I will visit this restaurant once more.

I will recommend this hotel restaurant to others.
I will put the first consideration on this hotel restaurant when using

restaurants of this area.
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<Figure 1> Statistical results of perceived risk and perceived
quality on menu value
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<Table 5> Correlation coefficients matrix
Quality - Social -
General Menu quality/ Humap/ Menu Price Emotion sFacti
menu risk cost risk amentty quality menu menu Satisfaction  Loyalty
service quality value value
Gener?l 1.00
menu risk
Menu qL'lahty/ 310" 100
cost risk
Human/
amenity service - 445 -342x 1.00
quality
Menu quality - 4220 - 481+ 618+ 1.00
Quality - Price 433" 414 7317 6707 1.00
menu value
Social - Emotion 475 -410" 594+ 508 713 1.00
menu value
Satisfaction - 487 - 476" 748 TJ420 733+ 692+ 1.00
Loyalty -.446 -465*** .700%* 654 7350 712 758 1.00

Aokk p<001
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<Table 6> The effects of perceived risk and perceived quality on menu value

Quality - Price menu value

343 #xx
(5.570)

Social *
Emotion menu value

R=.596, adjust R*=.592, F=158.401. P=.000""
#xx p<0,001
<Figure 2> Statistical results of menu value on satisfaction
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Dependent
Standardized .
T-val Signifi
Independent regression coefficient vaue gniticance
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Human/amenity 373 7 3004w 000 F=195.210, P=.000"**
service quality ’
General menu risk -.076 -1.683 094
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L758 #x
(17.308)
Satisfaction ———% Loyalty
R®=.574, adjust R¥=.572, F=299.576 , P=.000""

#x+ p<0.001
<Figure 3> Statistical results of menu value on satisfaction
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