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The Effect of the Service Quality of Family Restaurants on
Selection Attribute, Revisit Intention, and Customers Satisfaction

Yong—Bum Cho'
Dept. of Food Service & Restaurant Management, DongFEui Unz’versity‘H

Abstract

Although the external aspects of the family restaurant industry such as sales volume and the number
of restaurants are rapidly increasing, and the environmental changes of the restaurant industry give rise
to the importance of a more systematic and detailed study. The objective of this study is to examine
which factors and how they influence the intention of revisit, and present an effective restaurant
marketing strategy based on the analytical results by patrons and market segmentations. In order to
substantiate the proposed model of this study, the SPSS Win 12.0 program was used for the statistical
analysis. The results showed that service quality factors had a positive effect on satisfaction, word of
mouth, recommendation and intention of revisit. The study verifies how service quality which consists
of selection attribute, customer satisfaction and intention of revisit influences revisit.

Key words : food-service, service quality, customer satisfaction, family restaurant, revisit, word of mouth,
recommendation.
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<Fig. 1> A study model.

{Table 1> Estimation method about service quality which influences customers' revisit

Variable

Question count

Question number Estimation method

Frequency analysis

Selecting factor about the place of
a family restaurant

Customer satisfaction
Revisit and transmission
The reason why one doesn't revisit

Demographic statistics

7

14

al ~a7 Factor analysis, regression analysis
bl~bl4 Factor analysis, regression analysis
cl~c4 Factor analysis, regression analysis
dl~d2 Factor analysis, regression analysis
el~e5 Factor analysis, regression analysis
f1~f11 Frequency analysis
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Frequency Percentage
General status (;?;sons)y (%;;ag
Sex Man 199 66.3
Woman 101 33.7
Under 20 5 1.7
20~29 54 18.0
Age 30~39 112 373
40~49 100 333
Over 50 29 9.7
Married 221 73.7
Marriage  Not married 78 26.0
Others 1 0.3
Below high school 67 223
College graduates,
Education univel(r%sit}%r students %6 320
University graduates 114 38.0
Over graduate school 23 7.7
Student 13 43
Public servant 17 5.7
Office worker/engineer 151 50.3
Occupation Professional 52 17.3
Self-employed 12 4.0
Housewife 17 5.7
Farmer, forestry, fishery 1 0.3
Others 37 12.3
Under 80 53 53
80~100 3.7 3.7
Average 100~ 150 153 153
;’e‘:’nnfm 4 150200 163 163
(#=10,000) 200~250 203 203
250~300 18.0  18.0
Over 300 21.0 21.0
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{Table 3> The general status of eating out (Table )= F2EH o] &x}52] 157] AE)
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Under 2 » 73 om, AA 8lso] dHdte T i AnEe
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cating out  5~7 77 257 7HA, S49] &, QWL Al v, TP
per time  7~10 38 12.7 AH) 2, QY] S8 S0 MFER Box @
(#=10.000) over 10 19 63 ol W AIE R AuIzE wEith 89 19] 7
Total 300 1000 $- Cronbach's « 715 09112 7} & ALo]<]
Korean food 198 66.0 AAY = }\1__‘4_71"_"7]_ o) =i, egk 1.386,
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cgi?nglzcui of Western food 39 13.0 3;2;( Z})V_;?;]—;: ;ja] );;E;;:;O‘j ;‘di, :
Buffet 8 2.7 2, ° i
Others 8.7 8.7 A7 HFERE o] 80 WS g 2 A
Total 300 100.0 24 o]} S} TE Cronbach's ¢ AlG—= 0.941
Newspaper/magazine 5 1.7 2 7} g5 Afole] JAgo] a1, i3k 1.386,
TV/radio 8 2.7 Ba AmELe 60.131%2 YeERgTh
How to get Farpil}f/coworker, 176 587
information  TVIZHOE 4. BIAER MEt Mo T2 g
about Self experience 82 27.3
cating out  Internet 20 6.7
Others 9 30 1) Mb|A ZE2 MEl S4 200 et J&
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{Table 4> The effect of service quality on customer satisfaction with the restaurant

Common Interrelation Cronbach's

Factor Verification Factor 1 Factor 2 valie  of total item B

The reasonable price of food 0.844 0.784 0.833

The proper quantity of food 0.817 0.745 0.811

The high nutrition of food 0.805 0.728 0.797
Service The variety of the menu 0.795 0.738 0.810 0.041
quality The excellent service of employees 0.760 0.698 0.791

Offering quick service 0.731 0.726 0.804

The excellent taste of food 0.723 0.602 0.710

The good looks of employees 0.707 0.668 0.766

Prominent location 0.831 0.779 0.789

The convenience of transportation 0.823 0.763 0.773

Agreeable environment 0.759 0.700 0.764
Appearfance/ The closeness of the house(office) 0.716 0.544 0.607 0.911
convenience

Excellent interior 0.703 0.664 0.775

Clean and sanitary indoors 0.669 0.585 0.706

Good atmosphere 0.596 0.645 0.724

Eigen value 8.984 1.386
Variance(%) 59.893 9.238
Accumulate variance(%) 59.893 69.131

{Table 5> The analysis of the effect of service quality on selection attribute

Dependent variable  Independent variable B Standard deviation T value Significance level
Products and services 0.436 0.047 8.350 0.000
The service R=0.190  Amendment R°=0.187 F=69.785  p=0.000**

quality influencing - -
selection attribute Functionality 0.302 0.050 5.469 0.000

R’=0.091 Amendment R°=0.088 F=29.914  p=0.000%*

#p<0.01, *p<0.05.

{Table 6> The analysis of the effect of service quality on customer satisfaction

Dependent variable  Independent variable B Standard deviation T value Significance level
Products and services 0.158 0.047 3.389 0.001
Customer R’=0.037 Amendment R*=0.034 F=11.483 p=0.001**
satisfaction Functionality 0.153 0.047 3.266 0.001

R’=0.035 Amendment R°=0.031 F=10.664 p=0.001%*

#p<0.01, *p<0.05.
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{Table 7> The analysis of the effect of selection attribute of service quality on customers' revisit

Dependent variable  Independent variable B Standard deviation T value Significance level
Products and services 0.207 0.052 4.009 0.000
Satisfaction with R= 0051 Amendment R°=0.048 F=16.070 p=0.000%*
service quality Functionality 0.175 0.052 3.373 0.001
R’=0.037  Amendment R°=0.034 F=11.378  p=0.001**

#%,20.01, *p<0.05.

{Table 8> The analysis of the effect of satisfaction with service quality on the revisit factor

Dependent variable Independent variable B Standard deviation T value Significance level
Products and services 0.257 0.052 4.925 0.000
Revisit R=0.075 Amendment R°=0.072 F=24258  p=0.000**
Functionality 0.189 0.053 3.550 0.000
R=0.041  Amendment R=0.037 F=12.600  p=0.000%*

#%5<0.01, *p<0.05.
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