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Quality Evaluation of Take-out Services at Restaurants in Chungbuk Province

Young Eun Lee

Dept. of Food and Nutrition, Chungbuk National University, Cheongju 361-763, Korea

Abstract

The purpose of this research was to evaluate the quality of take—out services at restaurants in Chungbuk
Province. A questionnaire survey by 450 customers who had experience in take-out service at the restaurants
was conducted and 378 completed questionnaires were available for statistical evaluation. Statistical analyses
were made of raw data by SAS V8.2. The scale for analyzing the importance and performance of the service
quality was composed of 5-point Likert scales. The main results of this study are as follow: The quality
attributes of take-out service were rearranged into four factors in terms of food, sanitation, access and service.
The importance score was higher than performance score. IPA showed that 'freshness of food material’,

'cleanliness and hygiene in food’,

"sanitation of facilities’, ’

neatness of employees’ and 'price in food’ was

included in ’'focus here’ area. There was significantly positive correlation between factors such as food,
sanitation, access, service and overall customer satisfaction (p<.001); between factors and repurchasing
intentions (p<.001); and between customer satisfaction and repurchasing intentions (p<.001). According to
multiple regression analysis, 26.27% of the variance in respondents’ overall satisfaction score and 9.21% of
the variance in respondents’ repurchasing intention score could be explained by factors such as food, sanitation,

access and service.
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Table 1. General characteristics of subjects

Frequency
(%)
Gender Male 173 (45.8)
Female 205 (54.2)
18~20 65(17.2)
20~30 132 (34.9)
Age (years) 31~40 56 (14.8)
41~50 65(17.2)
Above 51 60 (15.9)
High school 169 (44.7)
Educational College 50 (13.2)
background University 138 (36.5)
Graduate School 21 (5.6)
Location Urban area 226 (59.8)
ocatio Rural area 152 (40.2)
Marri Single 205 (54.2)
artage Married 173 (45.8)
Couple and children 178 (47.1)
Parents and him(her)self 116 (30.8)

. Parents and couple and children 30 (7.9)
Family type

Single 30(7.9)
Couple 17 (4.5)
Parents and couple 7(1.9)

0~2 61 (16.1)

Size of family 3~5 260 (76.7)
More than 6 26 (6.9)

Student 155 (41.0)

Salaried man 106 (28.0)

Job Housewife 58 (15.3)
Self-employed 30 (7.9)
The rests 29 (7.7)

Total 378 (100.0)
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Table 2. The present state of using take—out services at the
restaurants

Frequency
(%)

Less than 1 time/month 111 (29.4)
The using 2~3 times/month 145 (38.4)
frequency of 1 time/week 61 (16.1)
take-out service 2~3 times/week 55 (14.5)

Everyday 6 (1.6)

The usage of For breakfast 20 (5.3)
food purchased For lgnch 69 (18.2)
in take-out service For dinner 43 (11.4)
For snack 246 (65.1)

The food type Beverage 118 (31.2)
purchased in Meal and snack 233 (61.6)

take—out service Side dish 27(7.2)
Less than 50,000 51 (13.5)

Average price paid 50,000~ 100,000 84 (22.2)
in dining-out per 100,000~ 150,000 98 (25.9)

month (won) 150,000 ~ 200,000 37 (9.8)
Above 200,000 108 (28.6)

Less than 10,000 12(3.2)

Average price paid 10,000~ 30,000 172 (45.5)
in take-out service 30,000 ~50,000 67 (17.7)
per month (won) 50,000~70,000 61 (16.1)
Above 70,000 66 (17.5)

Average price paid Less than 3000 139 (36.8)
in take-out service 3,000~5,000 83(220)
er purchase (won) 5,000~7,000 75 (19.8)
ber b Above 7,000 81 (21.4)
Moving 137 (36.2)

House 70 (18.5)

The place Restaurant 69 (18.3)

for eating School 36 (9.5)
Office 34 (9.00)

The rests 32 (8.5)

Convenience to carry out 153(29.9)

Convenient where and time 136 (26.6)

for dining

The reason
customers use

take-out service Lack of time to prepare 123 (24.0)

(duplicate response) Reasonable price 66 (12.9)
Delicious taste 34 (6.6)

Total 378 (100.0)
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Table 3. Factor analysis on the quality attributes of take-out services at restaurants

Attributes Factor loading Eigen value % of variance

Taste of food 498
Nutrition of food 586

Factor 1 Food Portion size of food B8l 6.48 38.10 (38.10)
Diversity of menu 460
Convenience to carry-out 501
Freshness of food material 677
N Cleanliness and hygiene in food 565

Factor 2 Sanitation Sanitation of facilities o5 1.62 9.54 (47.64)
Neatness of employees 550
Price in food 495
- Employees’ kindness 436

Factor 3 Accessibility Knowledge of employees on menu 616 1.16 6.81 (54.45)
Advertising activities 498
Rapidity to service .691
. Convenience of location D91

Factor 4 Service Convenience of the facilities and space 598 110 585 (60.30)
Operation hours 580




946 o]

&

KR
A

Table 4. The importance and performance for quality attributes of take-out services at restaurants Mean=+SD
Attributes Importance” Performance”
Taste of food 4.22+0.91 3.37+0.76
Nutrition of food 3.83+0.99 3.06+0.78
Factor 1 Food Portion size of food 3.90+0.94 3.23+0.88
Diversity of menu 3.78+1.05 3.38+0.87
Convenience to carry-out 4.09+0.92 3.58+0.90
Average 4.06+0.67 3.30%£0.57
Freshness of food material 4.28+0.96 3.27+0.92
Factor 2 Sanitation Cleanliness and hygiene in food 4.34+0.92 3.20+0.92
Sanitation of facilities 4.30+0.90 3.26+0.90
Neatness of employees 4.31+0.89 3.28+0.90
Average 4.12+0.67 3.35+0.72
Price in food 4.11+0.93 3.244+0.90
o Employees’ kindness 4.06+0.96 3.324+0.92
Factor 3 Accessibility Knowledge of employees on menu 3.79+£1.01 3.25+0.88
Advertising activities 3.41+£1.06 3.23+0.97
Average 3.99£0.70 3.27+=0.69
Rapidity to service 4.23+0.88 3.52+0.92
Factor 4 Service Convenience of location 3.99+0.94 3.38+0.93
Convenience of the facilities and space 3.94+0.94 3.33£0.88
Operation hours 3.80+0.92 3.41+0.90
Average 4.12+0.71 3.35+0.68
U5-point Likert type scale (1-very unimportant/ 5-very important).
P5-point Likert type scale (1-certainly no/ 5-certainly yes).
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Table 5. The importance and performance for the demographic characteristics and the using state Mean+SD

Factor 1 Factor 2 Factor 3 Factor 4

Food Sanitation Accessibility Service
Importance'? 4.05+0.64 4.12+0.65 3.99+0.66 4.15+0.66
Male Performance” 3.30£0.61 3.42+0.89 3.26£0.72 3.36+0.74
t-value 5.635"" 7.225™ 8.849™" 8.132™

Gender

Importance 4.07+0.69 4.12+0.68 3.99+0.72 4.09+0.75
Female Performance 3.30+0.54 3.30+£0.56 3.27+0.67 3.33£0.63
t-value 7.0117 8.010™" 9.225™" 9.435™"
Importance 4.15+0.67 4.27+0.61 4.08+0.70 4.23+0.66
Student Performance 3.30+0.66 3.42+0.69 3.10+0.79 3.38+0.78
t-value 5.458™" 6.591"" 9.832™" 8.861""
Importance 4.03+0.60 4.00+£0.66 3.94+0.60 4.08+0.65
Salaried man Performance 3.360.49 3.380.92 3.32£0.57 3.43+0.58
t-value 5.380"" 4758 5.948"™ 6.079™
Importance 4.09+0.71 4.16+0.77 4.03+0.74 4.05+0.66
Job Housewife Performance 3.29+0.53 3.29+£0.59 3.33+0.66 3.28+0.61
t-value 3.763™ 6.894™" 46917 4.460™"
Importance 391+0.72 3.94+0.58 3.93+0.74 4.12+0.67
Self-employed Performance 3.31£0.59 3.41+0.65 3.38%£0.65 3.23+0.71

t-value 1.851" 2.140 3167 3.942™
Importance 3.80+0.65 3.83+0.65 3.65+0.75 3.76+0.78
The rests Performance 3.12+0.43 3.11+0.38 3.21+0.59 3.15+£0.52

t-value 2.332" 3437 2.216" 2.281"
Importance 4.12+0.72 4.22+0.64 4.04+0.72 4.18+0.68
Single Performance 3.30+0.63 3.38+£0.64 3.22+0.75 3.39£0.75
. t-value 5.883"" 7.543™ 10.031" 9.072™
Marriage

Importance 3.99+0.66 3.40+0.67 3.93+0.66 4.03+0.74
Married Performance 3.30+0.50 3.33+£0.82 3.32+0.61 3.30£0.58
t-value 6.869™" 7.820™" 7964 8.469™"
The usage for food Importance 391+0.84 4.09+0.77 4.06+0.71 4.25+0.68
purchased in For breakfast Performance 3.22%+0.72 3.34+0.71 3.41+0.66 3.25+0.70

take-out service t-value 1.486 2.386" 1.878 3.156"
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Table 5. Continued Mean+SD

Factor 1 Factor 2 Factor 3 Factor 4

Food Sanitation Accessibility Service
Importance 4.02£0.58 3.99£0.60 3.91+0.69 4.13£0.67
For lunch Performance 3.42+0.52 3.42+0.58 3.43+0.65 3.54£0.59
t-value 2518 3.310° 4.314™ 4507
The usage for food Importance 411£0.71 3.98+0.74 3.92+0.74 3.95+0.81
purchased in For dinner Performance 3.37£0.58 3.27%0.60 3.30£0.69 3.15+0.61
take-out service t-value 3.935° 4.419" 2.991° 4.459™
Importance 4.08+0.67 4.18+0.66 4.02+0.69 4.13+0.70
For snack Performance 3.27£0.57 3.35+0.79 3.21£0.70 3.33+0.71
t-value 7735 9.195" 11.857 10.205™
Importance” 3.94+0.66 4.02+0.66 3.94+0.65 4.11+0.69
Beverage Performance” 3.21%0.44 3.24+051 315058 3324054
t-value 45117 5607 7.852"" 8.120""
The food type Importance 4.12x0.67 4.17+0.66 4.01x0.72 4.15£0.70
purchased in Meal and snack Performance 3.56+0.63 3.42+0.82 3.32x0.73 3.39£0.74
take-out service t-value 7330 8.270™" 9.726™" 9427
Importance 4.10£0.57 4.09+0.72 4.00+0.69 3.77+£0.87
Side dish Performance 3.28+0.61 3.26+0.63 3.36£0.75 3.13£0.65

t-value 2.454° 4.891" 2.608" 1.937
Importance 4.02+0.67 4.10+0.65 3.96+0.70 4.08+0.67
Less than 3,000 Performance 3.53+0.93 3.52+£094 3.05+0.92 3.44+091
t-value 6.687"" 7.732"" 11191 8.556™"
Importance 4.04+0.66 4.07+0.65 3.88+0.67 4.07+0.75
—~ + + + +

Average price paid 3,000~5,000 Performance 3.64+ (1;86 345+ 048*7 342+ Of? 3.38+ O*8i3

in take-out service t-value 3.649° 5.487" 3.914 5.360™
per purchase Importance 4.20+0.69 4.23+0.79 4.18+0.61 4.48+0.61
(won) 5.000~7,000 Performance 3.70+0.82 3.80+1.14 350+1.80 3.30+0.82

t-value 1.604 1.259 1.802 3.399°
Importance 4.19+0.65 4.18+0.72 4.15+0.71 4.21+0.77
Above 7,000 Performance 3.64+0.91 3.56£0.88 3.45+1.00 3.38+£1.01
t-value 4460 4983 5363 6.668""
Importance 4.21+0.65 4.28+0.66 4.15+0.71 4.42+0.69
In the restaurant Performance 3.44+0.68 3.47+0.68 3.43+£0.78 3.53+0.70
t-value 53207 4,085 5636 7461
Importance 3.85+£0.62 3.81+0.63 3.95£0.59 3.96+0.73
Office Performance 3.23+0.56 3.35+0.61 3.18+0.55 3.19£0.66

t-value 2.364" 2.362" 4.280™ 2.212"
Importance 4.21+0.62 4.09+0.74 4.04+0.68 4.10%+0.72
House Performance 3.29+0.62 3.24+0.68 3.37x£0.77 3.31£0.74
The place for t-value 4.880™" 6.189" 5177 5839
eating Importance 4.29+0.74 4.41+0.57 4.22+0.67 4.28%+0.72
School Performance 3.13£0.53 3.43+0.58 3.89£0.55 3.21£0.70
t-value 4766 4.193" 7121 4832
Importance 3.93+0.65 4.06+0.62 3.89+0.71 4.01+0.67
Moving Performance 3.29+£0.53 3.35+0.86 3.24+0.64 3.31+0.63
t-value 3.032 5823 6.995" 7.207"
Importance 3.96£0.66 4.05+0.63 3.76+£0.65 3.93+0.67
The rests Performance 3.34+0.43 3.32£0.56 3.34+0.65 3.49£0.65

t-value 2.333 3.185° 2.103" 2.310"

‘I)S—point Likert type scale (1-very unimportant/ 5-very important).

J5-point Likert type scale (1-certainly no/ 5-certainly yes).

'p<0.05, “p<0.01, “p<0.001.
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Table 6. Overall customer satisfaction and repurchasing intentions through characteristics of the subjects and the using

state

Mean = SD

. . 1
Overall customer satisfaction”

. . . 2)
Repurchasing intentions

Average 3.08+0.90 3.33+0.64
Gender Male 3.08+0.88 3.31+0.65
Female 3.10+0.90 3.35+0.59
t-value -0.296 -0.536
Salaried man 3.15+091 3.27+0.63"
Self-employed 3.03£0.93 3.30+0.70"
Job Housewife 3.12+0.84 314048
Student 3.060.90 3.46+0.65"
The rests 3.03+091 3.24+0.65"
F-value 0.25 3.74"
Th age for food For breakfast 3.20+0.95" 3.25+0.72
b For lunch 3.38+0.91° 3.38+0.57
bure aszer\l]?cea erou For dinner 3.14+0.80" 3.28+0.50
For snack 2.99+0.89 3.33+0.64
F-value 3.58" 0.34
Beverage 2.8640.85 3.30+0.66
e food ype purchased Meal and snack 3.18+0.92" 337+0.58"
Side dish 3.36+0.70° 3.04+0.68"
F-value 4.36™ 217"
1)5*point Likert type scale (1-much unsatisfied/ 5-very satisfied).
?)Sfpoint Likert type scale (1-certainly no/ 5-certainly yes).
YDuncan’s multiple comparison.
"p<0.05, “p<0.01.
EolA o) Aol7h At Aoz vehton Hagow AEel BEE 9 A7) e FASH 1) 29E
T4 A ANEEQ WEE(HT 338 )7 M L o= T} ()] WEFo R & FoS FBBAT dReH
UERE d9HH A8 o2 79 Al HHrAQ] wET(H o HRAES] FTHA = 0.259901 A4 0486 Ato] = el ©]
299%)7F 7+ Stk = Ho|ZolxAn| 0] FAEA F ¢ /A FEFE T
T 529 FHe wet lugt A7 dEQl iEs 2 FAEAN B3 & AoE Aulx FAEATLY FE
oF ATl oEo A Fegt Aol ' Ao Z AU #AHAAG o] ASS e Aol AMHlZ= FAEA o gt 5
SRfol te ANAS HEE(PTE 3367 P e W AR BLES AW BEEs) AT st S
WSER e ANA NSE(FT 2868)E /P R ke AL vehd Rolth mhebd AuaE e BE 94 %
9k @ SRR A4 R AAFY AT AE@E b RARSE A4 FRW 890 nEA] NS
3309, 33787 & Ao Vet AgFoes nANEEE FFAL 5+ ACHIS).
AWHY AEE L AT 2] §FLS FE Hol=2 A WEE B A7) o) msh FRBAT} e Elo]
oAUl & FAEA: oAl A HI A FHEAS TE FopxAu| 2 EAEANS FES 4] 8910 MukHQl ks
S 47 a.9lo) tig A P9} Aol oo Jgk =9} A gz v xe JFES Fotstast 4719 a9l
S BX3517] 9131 A #E A (Pearson correlation)S 2! S SHHUSE, 359 Ho]ZolAH| 2ol Tk M REA
Asted 2 AFE Table 79 A3 QA TEx ot AT EE FTEHEHFE AHst b3 A
Table 7. The Pearson correlation among overall customer satisfaction, repurchasing intentions and factors
Factor 1 Factor 2 Factor 3 Factor 4 Overall customer  Repurchasing
Food Sanitation Accessibility Service satisfaction intentions
Factor 1 Food 1.000
Factor 2 Sanitation 0.358"" 1.000
Factor 3 Accessibility 0.347" 0.358" :
Factor 4 Service 0.486™" 0.347™ 358" 1.000
Overall customer satisfaction 0.277 0.486™" 0.347" 0.358™" 1.000
Repurchasing intentions 0.259" 0.277" 0.486" 0.347" 0.358" 1.000

“'p<0.001.
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Table 8. The factors affecting the overall customer satisfaction and repurchasing intentions

. T 1
Overall customer satisfaction”

P D
Repurchasing intentions

Para}meter Standard T (P) Parameter Standard T (P)
estimate error estimate error

Fifgzg 1 0.063 0.212 1.20 (0.2311) 0.106 0.040 2.61 (0.0094)™
Factor 2 0.095 0.047 2.02 (0.0442)" 0.114 0.036 3.15 (0.0018)™
Sanitation

Factor 3 0.403 0.044 9.13 (0.0001)"* 0.033 0.034 0.96 (0.3373)

Accessibility
Factor 4 0.053 0.051 1.04 (0.3009) 0.037 0.039 0.94 (0.3490)
Service

YF=3459 (0.0001), df (4, 373) R*=0.2706, Adjusted R?=0.2627.
PF=10.56 (0.0001), df (4, 373) R?*=0.1017, Adjusted R*=0.0921.

p<0.05, “'p<0.01, *p<0.001.
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