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A Study on the Effects of Perception of Physical Environment
in Restaurants on Psychological Reaction and Consumers' Attitudes
— Focused on Tabletops by Design —

Sung—Hee Lee'
Dept. of Dining Atmosphere Display, Kyonggi University'”

Abstract

Well-set tabletops influence customers' purchase behavior or post-purchase behavior by making the
quality and image of a restaurant distinguished and customers impressed. This study aims to investigate
the relations between the perception of environment among physical environments of restaurants and
psychological responses to their tabletops and consumers' attitudes in order to suggest new guidelines
for table-setting. As a result, the direct relations between the perception of environment in the tabletops
of the restaurants and consumers' behavioral intention indicated that the perception factors of tabletops
affected consumer behavior and that these perception factors affected the formation of general attitudes
among consumers through emotional and cognitive responses. This result shows that tabletops can be
an important key in managing restaurants with changing customer needs. Therefore, it is expected that
positive customer attitude can be made by provoking their psychological responses with unique and
attractive tabletop settings.

Key words : physical environment, tabletops, cognitive reaction, emotional reaction, customer attitudes.
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{Table 1> General characteristics of the subjects

@74%) 0.2 Vg B, APe sl 1137

Classification N % (48.7%) 2.2 A9] Hute] 7PA YEster, $
Male 118 509 ol AEshe el4nldl] w3 Aol dis) 10~
Sex Female 114 49.1 209+ w|Eho] 86™H(37.1%) 2.2 7 EA ek
High school diploma 8 3.4 o}
University students 110 474
Education College degree 27 11.6 2. Yol AEM A EIEY AS
University degree 56 24.1
Graduated school or more 31 13.4 1) HIo|=SEof st 12 X|zto| Al=jd
20~29 134 577 Elgty 24
Age 30~39 57 246 8% BH0ZA golagdd gk A7
4049 B3 A BPYS PFF A, 749 89l
50 or more 8 34 FZrglon F BAF Auel 83.093%=E EH
Students 13 487 e} 57) 29000 T3k Cronbacks @ $hE BT 0.8
Technical work 37 15.9 oo g =X3E o] AN ElGAHL FrE
Occupation salesperson 7 3.0 Sra=y
Self-employed 9 39
Public service 7 3.0 2) Alz|A HIZ0]| CisH Al2|A 2l EfEtN BA
Others 11 4.7
Total 2321000 (1) QIX|=| B0l Chat AlzlA I EFEH EA

{Table 2> Factor analysis and reliability analysis on perception about tabletops

Factors Variable Fac.tor Eigen Explanatory Cronbachs' «
loadings value variable(%)
Beautiful 0.844
Aestheti
SHEUC Visually interesting 0.820 4192 34.932 0.948
elements
Attractive 0.802
Playing a role as central decoration 0.855
Symbol Symbolizing the restaurant 0.832
yimbo yibotize e T 3.013 2551 0.887
elements Playing a distinctive role of the restaurant 0.824
Playing a role as image of the restaurant 0.801
Creating an atmosphere 0.774
Impressed long in memo 0.750
Role P ¢ i 2.157 11.629 0.834
elements Appetizing 0.722
Producing high quality 0.704
Harmonizing with restaurant's atmosphere 0.757
Harmony .. .
Harmonizing with tableware 0.756 1.703 6.129 0.849
elements
Well-harmonized colors 0.743
Never uncomfortable during eatin, 0.756
Comfortable _ e i e 1203 5.152 0.801
elements Convenient for eating in proper situation 0.720
Cum pet : 83.093% Sig=0.000




dEee] Holag Al Aeld whg, 17 B 9%

Al 205

Y

{Table 3> Factor analysis and reliability analysis on cognitive reaction

Factors Constructs 1::;::1);5 5:’22 li:ﬁinl:t((")/g Cronbachs' @
Fashionable/unfashionable 0.738
High quality oo smallow 0.702 3.980 35.524 0.898
Fresh/dull 0.684
High-quality/low-quality 0.631
Fresh/dull 0.806
Distinctiveness  Original/stale 0.773 3.201 29.410 0.850
Interesting/uninteresting 0.752
Cum pct : 64.934% Sig=0.000
e wkg F AAF wRgo) ik ”il”ﬂr 3) 2 Ej=0f CHel AlZld ! EfEd EM
EES AES A7 2719 axle] FEHIA grEgo gk uA BES A7 g
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{Table 4> Factor analysis and reliability analysis on emotional reaction

Fact Ei Explanats
Factors Constructs ac' or 1een Xp, anatory Cronbachs' «
loadings value variable(%)
Confused 0.954
Angry 0.943
Negati
eganve Regretful 0.918 4192 35.722 0.948
reaction
Displeased 0.912
Annoyed 0.815
Pleased 0.796
Delighted 0.782
Positive
. Refreshed 0.775 3.698 28.814 0.847
reaction
Happy 0.774
Comfortable 0.614
Cum pct : 64.536% Sig=0.000
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{Table 5> Factor analysis and reliability analysis on customer attitude

Factors Variable l::;f;s }353: 5:2:32?;3 Cronbachs' @

This restaurant is worth using. 0.894
Customer . . .
attitude The use of this restaurant is generally satisfactory. 0.872 3.781 71.271 0.853

I intend to use this restaurant again. 0.854

Cum pet : 71.271% Sig=0.000
{Table 6> Regression results of the effect of tabletop perception on high quality
B S.E. s t-value p
Constant —0.021 0.005 - —0.354 0.000
Aesthetic elements 0.543 0.005 0.323 4.817 0.000%**
Symbol elements 0.316 0.005 0.302 2.347 0.000%**
Role elements 0.224 0.005 0414 4.639 0.008**
Harmony elements 0.153 0.005 0.153 3.975 0.020*
Comfortable elements 0.121 0.005 0.121 1.238 0.045%
R=0271 Adj R*=0.192 F=23.511 p=0.000

£p<0.05, **p<0.01, ***p<0.001.
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ARste g3 B4S AAs Agelth £ "SR, AXH wkee 55
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Hehs AEE 27.1%(Ad) R'=0.192)2 Yelgts,  AZd3 Egwsrt 2EmSd n)x|
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T AvA 87 7154 8Rlo] FoldSyE ¥ o] 2&4E ] 554 9

2EFS g2 A dASE ZoE Yeigth & ¥ 4 ok vbd, 2314

{Table 7> Regression results of the effect of tabletop perception on distinctiveness

B S.E. s t-value p
Constant 0.462 0.024 - 5.290 0.000
Symbol elements 0.423 0.024 0.423 4.817 0.000%**
Aesthetic elements 0.322 0.024 0.322 2.347 0.002%*
Role elements 0.236 0.024 0.236 4.639 0.042%*
Harmony elements 0.132 0.024 0.132 3.975 0.080
Comfortable elements 0.092 0.024 0.092 1.238 0.054
R=0269 Adj R*=0.193 F=21.142  p=0.000

£p<0.05, **p<0.01, ***p<0.001.
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& EA 8902 4R ajler vEikte HusE, A whee] 7 ukeS S5W
o, A, 71549 sos AR glrk T2 AAste 43T £4S AN Aol
o AT, SYHHETE SEHgd vAE

2 Bon, B HARYe BA40E fol@ 2

(Table §& Blolgte] #7472t 091¢ = 0= obuQIThF=24.021, p=0.000).
dusz 244 wee] 3AH WeS 4w HolRg ax F x4, V154, AN, 9
Sz AR UEaH BN ANG Axe]l A4, 4940 IHHAFS $HH 2 W
o BAA% SPNT SEUs MAE o & FPHoR MRS & 4 Ak 53] nAe

2 7td 29| AZE

=
2]
O
[€)

Aoz yeston, 179 (1) QXA 2tSm} 2 AESH0]| CHst 112 Ef
e}
H

T2t ZHA

{Table 8> Regression results of the effect of tabletop perception on positive reaction

B S.E. s t-value p
Constant 0.010 0.006 - 0.120 0.000
Aesthetic elements 0.392 0.006 0.392 6.125 0.000%**
Harmony elements 0.262 0.006 0.262 4.817 0.000%**
Role elements 0.231 0.006 0.231 3.790 0.000%**
Comfortable elements 0.323 0.006 0.323 3.062 0.001%**
Symbol elements 0.262 0.006 0.262 2.482 0.002**

R=0265 Adj R*=0220 F=23.511 p=0.000

£p<0.05, **p<0.01, ***p<0.001.

{Table 9> Regression results of the effect of tabletop perception on negative reaction

B S.E. B t-value )4
Constant —0.023 0.006 - —0.029 0.000
Harmony elements —0.363 0.006 —0.363 4817 0.000%**
Role elements —0.300 0.006 —0.300 2.347 0.000**
Aesthetic elements —0.217 0.006 —0.217 4.639 0.002%**
Comfortable elements —0.123 0.006 —0.123 3.975 0.020*
Symbol elements —0.302 0.006 —0.302 1.238 0.040*

R=0234 Adj R"=0220 F=24.021 p=0.000

£p<0.05, **p<0.01, ***p<0.001.
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{Table 10> Regression results of the effect of cognitive reaction on customer attitude

B S.E. B t-value p
Constant 0.000 0.005 - 0.00 0.000
High quality 0.322 0.005 0.322 4.28 0.000%**
Distinctiveness 0.384 0.005 0.384 5.72 0.000%**

R=0248 Adj R°=0242 F=29.514 p=0.000%**
#p<0.05, **p<0.01, ***p<0.001.

{Table 10> JAX|F H-&
2Eg i3 149 HEE TEAT

of D87 B2 AN Afold).

SHHSTE 14 HE FA0 vAe 4% A vXe ZAoE yehgth

ke AEE 24.8%(Adj R=0.242)F VEES

o, & 3|ARYPL FAHOE Fogt AoT ¥ 3) 7t 39| AZ

SHE ATHF=31.104, p=0.001). w=}A 1A Z Rt (Table 12)%= Elo|BEr 847 29le =

S Y2ER g 1 = Ao dFS SR, daE] U 1] s F45d

e o2 YEehdth T2 AAEY g3 H B24S AAIgE Aol
JANAA kg 99 T 554 A HE 3 ok @S A7 SHEST 550 mAE 9

el 71 & FEE vAE FoE YEth S AHelE AEE 25.0%(Adj R=0.230)= 1}

Eyton, B IARYLS EAFoR {3 A

(2 2™ gtST} 2|AERZt]| st T2 Ef
=ofo| A el e nae B=
(Table 11)& Ao} g4 Whos 50N 2
2, d2Egel e a9 HES FHEFE worn
st tEslH £4S A ARoltk &
Az, SPUGTE 12 D5 vAE TS
AWshs ATE 27.5%(Ad] R=0.230)= ekt
o, B IARYL FAHoE {Fo3 Aoz V.2 &

vlo}w] I THF=43.484, p=0.000).
A7 ko] 821 F 38 Wb
Ll

=0l (o] G v, FHH

{Table 11> Regression results of the effect of emotional reaction on customer attitude

B S.E. B t-value p
Constant 0.000 0.056 - 0.000 0.000
Positive reaction 0.478 0.056 0.478 8.502 0.000%**
Negative reaction —0.216 0.056 —0.216 —3.832 0.000%**

R=0275 Adj R’=0.230 F=43.484 p=0.000%**

£p<0.05, **p<0.01, **%p<0.001.
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{Table 12> Regression results of the effect of tabletop perception on customer attitude

t-value
—0.029

S.E.
0.058

0.000

—0.002

Constant

0.058 0.279 4.817 0.000%**

0.279

Aesthetic elements

0.058 0.268 4.639 0.000%#*

0.269

Role elements

0.230 3.975 0.000%#*
0.020*
0.217

0.058

0.230

Symbol elements

2.347
1.238

0.146
0.072

18.241

0.058

0.146
0.072
R2

Harmony elements

0.058

Comfortable elements

£=0.000

F=

=0.230

0250 Adj R

£p<0.05, **p<0.01, ***p<0.001.
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