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Research on Structural Relationship between the Relational
Benefits Provided by Casual Dining Restaurants and Customer
Satisfaction and Long—term Relationship Orientation
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Dept. of Food Science & Culinary, International University of Korea"

Abstract

This study is to set up a hypothesis and a research model based on how much the relational benefits
can affect customer satisfaction and long-term relationship with the theoretical and practical results of
established precedent researches, to analyze the structural equation model on casual dining restaurant
diners, to evaluate the research model and subsequently to provide marketing implications. First of all,
social and psychological factors prove to be influential among relational benefits felt by diners-out.
Secondly, customer satisfaction has influence on long-term commitment for a restaurant. In other words,
the higher customer satisfaction level for a restaurant is, the stronger willingness a customer has to
recommend or revisit the restaurant, as several precedent studies support. As demonstrated in indirect
advantages, these social and psychological benefits felt by diners-out have mighty effects on long-term
relationship orientation, and satisfaction levels prove to be an important medium which can make these
influences. As a result, restaurant employees' attitude toward customers is the most important factor
rather than economic benefits such as reduced price, free gifts and coupons are, since customers put
social and psychological benefits forward like intimate terms with restaurant workers, a sense of stability,
and a relief from uneasiness. Therefore, constant service education should be done from the start to
cope with customers' demands fast and flexibly and increase customer satisfaction.

Key words: relational benefit, social benefit, psychological benefit, satisfaction, long-term relationship
orientation, word of mouth, revisit.
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<Fig. 1> Measurement model.
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gEoA o] &sIEE AR Aoy, ‘=& HE {Table 1> General characteristics of the subjects
A= TR Aoty 5o H3 A B Variabl Frequency Percent
ariables

g o % o] £AHG o8 Holry, 2 269 (%
o B GAT M O SARRT o gy M o s

5 s = = Femal 1 1.

SARE o188 Holcke YRo AT cmale ¥ oL
Marital Married 153 57.5

status Single 113 425

5. Al

20°s 69 25.8

QAo SPSS 1155 o]g3l3lon, g8 A 10 o s
A, 28] AL, e FANERe) AF 50's 29 109
a3} P EE Hr)slr) 91814 LISREL 8.30 Student 6 23
£ o] &35ttt Housewife 36 13.6
Occupation Employee 124 47.0

V. EM AHn} Professional 79 29.9

Self-employed 19 7.2

Under %#1,000,000 12 4.6

1. ZAICHAER}S] 2kl £4
ZAHdAke] IRkl EAd2 (Table 1) 2
o AES oJA(51.5%)°] HAI(48.5%) KTt B3k

o, AE AR 7]E(57.5%)°] 1E(42.5%) K.

¥1,000,000~%2,000,000 74 284
Income  ¥2,000,000~%/3,000000 72 276
(monthly) 3,000,000~ #4,000,000 43 16.5

/4,000,000 ~5,000,000 32 12.3

oF Bokth Q%S 30tH(40.4%)7F 7P WAL, 20 Over 5,000,000 28 107
(25.8%), 40tH(22.8%), S0tH ©]73(10.9%)2] =< High school 25 93
2 ZAEATE e AFEE(47.0%)°] 7 2 Education College 101 37.7
gfor thgo 7 HEZ(29.9%), F5(13.6%), A Bachelor 93 34.7
°§‘§(7,2%), Q—Ag(z_:;%)g,] T/,_:o] S{j\g_tq’ %ﬁgfﬂh A Master 49 18.3
52 100~200%H1 v]EH28.4%)0] M Bk, Total 268 1000
200~3009+1(27.6%), 300~4007+(16.5%), 400~

5007+91(12.3%), 5007+ ©](10.7%) 9] =02 = 2. Tl Elgdgnt A=Y

AR AT oHE& HEANAN(E)(37.7%)°] 71 Bk AR 7} gkl tigh B e AlE S =
a1, TREo] hakl(E)(34.7%), SN E)(183%),  ARB17] 91314 BAI T 7] 2] SPSS 11.55 o] &35}

IZE 0]3H9.3%)Y o2 YElyTh EF21 Q Q1 8-X(Exploratory Factor Analysis)= A

{Table 2> Analysis result of validity and reliability

Exploratory factor analysis

Variables
Initial value Final value Figen-value Variance Cronbach «@
Social benefit 4 3 2.04 67.8 0.76
Psychological benefit 4 3 1.96 65.2 0.72
Satisfaction 5 5 291 58.2 0.82
Word of mouth 3 3 2.08 69.4 0.77
Revisit 2 2 1.49 74.4 0.66




350 =z 8ks| x| Al 153 A 33(2009)

3tk (Table 2)&= A QQ1E-2410] AxlS Qof
s 52 Aolth, AL ARAL wEl 7} 2gle
3}t Cronbach a7} AWES A2st & HS
7407 olke molw glo WA Aol S

Ao vepg.

3. EYEo| HIt

(Table 3)2 E& SAXE] 53 FA
1Hg SR Aie|rt. o] HHA F
A4 (modification index)”} 402 578l 2 =3}
2. A ASIT (Table 3)ol4 B 5= o],
Ardle gfa4, Chi-Square=95.57(p=0.00), RMR=0.02,
GFI=0.95, AGFI=0.91, CFI=0.95% °}5~ 9-4-3 %
= MY e 3oz Hrhd 5 ok

Cronbach ¢ ZWHA ARTE AL 470 &
T 5= FY% AFEE AU Y= He=
UERE 0 1(0.73~0.78), 2= AHAFAX|7} BA
Ao g sttt

2y ABAG2] 95% T A (two standard-
error interval estimate)”} T-470@7te] A &A 4
18 XFsteEA] AFE sobsiith 1 A,
oA gt Al g FAFAAE 15 £3
317 = Ao UERTh weka S8H = 3
HEAY L EAske Aoz Add 4 itk

4. iTDHe| Ty} o el AE
1) tpoEe] Yt

{Table 3> Measurement model result

29 Word of

mouth
N

Psychological
benefit

Social
benefit

.75

Revisit

.35

<Fig. 2> Proposed model.

Fig. 2= & ATl A Ak /M= 744
AJFEAZA FRYGA] mdo] N FPE
HojZFq gt} (Table 4)= LISRELS &3
zRd o] 342 Aoltt ARIEH-L MRk o
2 A Ao JeEPTH 1 ’=67.35(p=0.00), df
=23, RMR=0.03, GFI=0.95, AGFI=0.90, CFI=0.94).
3 ARG 98l 74%, 32%, 44%E 242t A
HEe Aoz Yehgdth 18]al (Table 4)2] 2
HaFoA & F o], & AgtellA] AAIgH 7Y
7Hd 7| 95% A FIA B 7ol
ARoZ Fogt Aoz Yeth

v

2) 7tdel #E

Zy 713 AT S9E ] A
I+= (Table 4>} 2t}

AA), HI-> ARS)Z] go]o] 11 wiso] 3k ¢
AL vtetalr] gk Ao, A13]4 Fojo] 1Y

b s
A%

i

ih3

Inter-construct correlations

Variables Mean S.D
1 2 3 4 5

Social benefit 3.81 0.70 1.00
Psychological benefit 3.91 0.67 0.69 1.00
Satisfaction 3.55 0.58 0.32 0.53 1.00
Word of mouth 3.62 0.65 0.31 0.35 0.65 1.00
Revisit 3.63 0.66 0.50 0.50 0.81 0.89 1.00
Cronbach « 0.75 0.71 0.78 0.73 0.66
Fit index 27°=95.57(p=0.00), d.f=44, RMR=0.02, GFI=0.95, AGFI=0.91, CFI=0.95

* p<0.01.
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{Table 4> Expected LISREL result of the proposed model

Total effects

Indirect effects

Path(hypothesis) - -
Path coefficient t-value Path coefficient t-value
Social benefit — Satisfaction(H1) 0.32 2.66
Psychological benefit — Satisfaction(H2) 0.47 3.34
Satisfaction > Word of mouth(H3) 0.83 4.95
Satisfaction — Revisit(H4) 0.75 7.30
Social benefit — Word of mouth(HS) 0.29 3.62
Psychological benefit — Word of mouth(H6) 0.38 3.01
Social benefit — Revisit(H7) 0.31 3.44
Psychological benefit — Revisit(H8) 0.35 3.36
(Satisfaction) 0.74
#(Word of mouth) 0.32
(Revisit) 0.44
Fit index 77=67.35(p=0.00), d.f=23, RMR=0.03, GFI=0.95, AGFI=0.90, CFI=0.94
o) X AEATE 032(22.66002 AHe md FA] o8t AIHE)E W= AL &
P& VA= Aew Yehd HI AAHAY. 5 AT(ARAG=0.38, =3.01).
=4, 22 Ael4] &eo] 17 wi5e] & o T ALS)E Eojo] APl F9J3 AIHHNE
AE detetr] A Aoz, g4 &ojo]l 34 WXE RS & F ANCH(BEAT=031, =3.44),
ol mAlE FEATE 0473302 (1 AEA 50 =3 ARl frolg AvHS)E
e PAE AeE YEhy HIZ AAET. vAE RS & F JAHEZAG=035, 3.36).
AR, H3-2 2]2] a7 ] giso] 7o) JaFe ool A= <3 AkslA aojt 4eH &
MR 9F BAE o] AT A=, o4 e WSS wWlE st 1A FH AP
Ao} wigo] o e A= FEATE (7, AR AR dFE vt &
0.83(=4.95% A(H] FFS vA= Aoz U} 5 Qo
Bl H3%= A A=A
UlA, HeL- 9]4) 17 o] wh=o] Aol J& V. Z48 & AAE
= VAE FF WAIE ety 93t Aew, 9
2] 8] vio] Al d&FS VA= 7§i B AT= A8 AgellA B #A Zejo] vt
Ag= 0757302 A2 FFe vA= A F3 A71HA BAlel A 4TS EWE 7}
o2 YEt H4 A AR FH A A A7RdS dYsia, gy e W
AL tpgos FRYARdS BNFos
3 e ET A ATEDE Briska 7pae PSS £7
APEAE B HAPZ olof, & ATl o] it
A A7) R ES % ME AES B AT Al Ui 2ok 3 Eolt thew)
o} (Table 4ol & 4= QU5%0], AFE]4 &cjo]  Zth
TR Fofst EIHHS)E A= e LET AN Ay, & Aol AAIG 4749 7}
S AAOP(AEAF029, 3.6, AYH £ H BFAL frolsie] 74EH mue S pEs



352 =z 8ks| x| Al 153 A 33(2009)

)
o
1>
[
Ry
X
X
[r
N
fr
i)
)
po[.
19
of

e

2 Yeptt o]
B B H e

AAA g3 2o #A &oo] AnA W=
A2 GES FTR= J0o(2005)9] ATt A
ke A7

T3 AP 5o o) IS F= He
2 et ol dZERY AMul=E
A 2oy Fhddll digh [REFQl 7= AL
314 g3 v AR o) TS ]2
Ues AT Qloh o] AL AEA 59
AA &ojolut AR EoRT viEo| T
3RS Frh= A2 IHKim & Lee 2004)S X A5}
= Ao Yehgth

A4, 22 &nzke] BEE u2o] #AERy
of 3t AVA&FH BAE FASH=u JFe
F= AoE Ueiwth o] Zebd glaEdgo|

Sk AH|RLe] o] =E&4E oY AT
=7t ZokAlE Ao Yeht ofe] A8 AT
9 235 AAFS HAFAUTH

AR, A7A7e] HHEHANNE YSHAS
o] &2 AHIA} =7)E o] gk ALEA &)

il

il

o Qe gl 94 aulA
£ HAERS o UM PAZYE W 71
Polol} AHeE, TEH 2 AAA olon

te FH9Ie] 193, AeA <
Fol sla Gof ARSA, AElA mele At
o2 stops o] FAlgel that uA g7t
HOE 323 ARRte s giFdn. wetby
AHe] Ao MFE AHHRD ARl w2t
A ES T3l 1] Q7o FZHH0)a g5
A 88kl a7 wiol AoF & Flojt.

B4, 92 ulte] w2 38 e
dlaEge] AFOR ojoAEZ uAF Y]
A BAS FAS] AsiMs g S0
Hol dad Flot.

dE 5ol AN A A7 FAA Wl
oA Bz nie} o] @A) e HAEY
< ol&shs aAEe] F2 2030 e Fo
BE o5& eR & vHde] 88 Ao
oz QAEUl Aol 7hvt

2 2
2% 5¢ wEo] A0 ARzl AL A

PN
o At rr 2

N

o

o

T

—_—

Alstar 3 o WEY T2 RAH FF
AEE sto] B E] dF BA=olA e EA)7¢
< FleH =2 & A=EE f=dte Ao a7
A = o, I}A EAHI DM Tk TollA
Hoju} Hro} A&t CRMS 75, 1 93
uAE 7S e i Fo] iRy T2
stk sk B3 AR Ffolls YA A
Foll tigk Hrlell= &35k YA R i
AR S 2 o] 83ithd Pl 2aEde] AEE V1A
& B oole} 25Tk #3 FHE T3 A4
As Aotk

et gk
B AT APIAEES AeAY A

AiEFS olgete A ARSI, 4
JUE ERFENAY) B ATEAE A
shspd] ofelgol mE & ik

T AN A2ETS) 73 Yeliol
ol 2 Baol Yov, e 1749 71
e S 5 QE DU pasE 75

5.
[}
of A73) ¥ BaAol Y Aoz Angch

2

N

]
}

Of



B A= 7= A3
A= BEUE A
o vjxe TS
Aota, sy HaER H%ﬁg
Az EE = O]'O:]
ulAE AA S xﬂ**s}—tl
A, 914 2RIA7}E =7l 4741
Al 810 F ARSHE ARS|A
oﬂ Odtslz—.

Z B A T c]g H HA

o] A

s
[ BR S

A% BN 16—}—5— 1 dee *
A I
& 20lAe] WEo] 45T Tl A
w7} EobAle Ao veht ofe 4
TE9| e AT HoiFch A7
BREAAE QFH o] 24 imxm
= AR AE T 499 @

pu—

i3
o

1r£r&oié>}if‘.=
oM g

> 5o e m—Loﬂ
se} 3

o

ik
K
HO
ol

1. Anderson JC - Narus JA (1990). A model of dis-
tributer's perspective of distributer-manufacturer
working relationship. Journal of Marketing 54(1):
42-48.

2. Berry LL (1995). Relationship marketing of ser-

10.

11

vice growing internet, emerging perspective. Jour-
nal of Marketing Science 23(4):236-245.

. Bitner MJ (1995). Building service relationships:

it's all about promises. Journal of Marketing
Science 23(4):246-254.

. Bolton RN - Kannan PK ‘ Bramlett MD (2000).

Implication of loyalty program membership and
service experiences for customer retention and
value. Journal of Marketing Science 28(1):95-
108.

. Choeng YJ - Jang EY - Lee SJ (2007). The in-

fluence of service quality and relationship bene-
fit on customer voluntary performance in appa-
rel store. Journal of Fashion Business 11(2):1-13.

. Choi WK - Choi GB - Lee HJ (2008). A study

of the effect of hotel fitness clubs' relational
benefits on long-term orientation: Focused on
the mediating role of relational commitment. Jour-
nal of Korea Academic Society of Tourism Mana-
gement 23(2):39-61.

. Crosby LA - Kenneth RE - Deborah C (1990).

Relationship quality in services selling: An in-
terpersonal influence perspective. Journal of Mar-
keting 54(3):68-81.

. Dwyer RF - Schurr PH - Oh S (1987). Develop-

ing buyer-seller relationship. Jowrnal of Marketing
51(2):11-27.

. Ganesan S (1994). Determinant of long-term ori-

entation in buyer-seller relationship. Jouwrnal of
Marketing 58(2):1-10.

Gwinner KP + Gremler DD - Bitner MJ (1998).
Relational benefits in services industry: The cus-
tomer' perspective. Journal of Marketing Science
26(2):101-114.

Jeon JH - Rhee YS (2009). Effects of beauty
service benefits on consumer's long-term rela-
tionship orientation: Focused on effort of rela-

tionship continuity of service provider. Journal



354

12.

13.

14.

15.

16.

17.

18.

19.

Sz g3)x] Al 1538 Al 33(2009)

of Korean Society of Clothing and Textiles
33(4):543-553.

Joo SL (2005). The effects of perceived service
quality and relational benefits on relationship de-
velopment process between fashion retail stores
and customers. Journal of the Korean Society of
Clothing and Textiles 29(2):328-339.

Joo SL -+ Jung MS (2005). The effects of rela-
tional benefits between fashion retail stores and
customers on relationship quality and customer
satisfaction. Journal of Korean Society of Clothing
and Textiles 29(2):328-339.

Kim JY : Lee EY (2004). The influence of serv-
ice quality, product quality, price on store pa-
tronage for apparel stores. Journal of the Korean
Society of Clothing and Textiles. 28(1):12-21.
Kim SJ - Jeong KH - Cho YB (2008). A study
on the influencing factors of intention of revisit
in fast food restaurant visitors. Korean Journal
of Culinary Research 14(2):30-45.

Kim YC (2007). An analysis on brand aware-
ness of western-style family restaurants. Korean
Journal of Culinary Research 13(4):31-44.
Kim YK - Suh MS (2006). A Study on the rela-
tionship between the relational benefits and cus-
tomers’ behavioral intention in the service in-
dustry. Korean Journal of Consumer Society
17(1):141-175.

Ko EK - Lee SJ (2005). The effect of relation-
ship commitment on the customer's future be-
havioral intention related to the criteria of evalu-
ating cyber stores in internet shopping malls.
Journal of the Korean Home Economics Asso-
ciation 43(11):153-164.

Lee HB:Jang JY (2002). The influences of
on-line membership on customer loyalty: Fo-
cused on the moderating roles of commitment

and identification. Korean Jouwrnal of Manage-

20.

21.

22.

23.

24.

25.

26.

27.

28.

ment 31(3):787-815.

Lee JH : Kim MT - Seo MJ (2004). A study on
the corporate characteristics that influence con-
sumer's perceived fit and attitude toward ex-
tended brand. Daehan Journal of Business 17(1):
35-53.

Lee JH - Lee SH - Lim SJ (2003). A study on
e-CRM in fashion internet shopping mall:
Focusing on trust and commitment. Journal of
Korean Society of Clothing and Textiles 27(7):
809-818.

Lee KH - Ahn SH (2000). The study on the de-
veloping of long-term relationship between sales-
person and customer. Journal of Korean Society
of Clothing and Textiles 24(8):1230-1241.

Lee SH - Lee GR - Yang HJ (2001). Mediating
effect of trust and satisfaction on relationship
marketing in customer-salesperson. Journal of
Marketing Management 6(1):1-32.

Lee YK - Choi BH - Moon HN (2002). The ef-
fects of relational benefits on customer’s em-
ployee and restaurant satisfaction, and customer
loyalty. Korean Journal of Management 31(2):
373-404.

Morgan RM - Hunt SD (1994). The commitment-
trust theory of relationship marketing. Journal of
Marketing 58(3):20-38.

Noble SM - Phillips J (2004). "Relationship in-
drance: Why would consumers not want a rela-
tionship with a retailer?". Journal of Retailing
80(4):289-303.

Oh HH - Roh DY (2006). Influence of perceived
justices on relationship quality and consumers'
voluntary behaviors for sport center customers.
Korean Journal of Physical Education 45(1):
403-413.

Oliver RL (1999). Whence consumer loyalty?.
Journal of Marketing 63(special issue):33-44.



e HaEde] AFgshe A o] A

I‘

. Park JM : Lee SC - Oh SH (2002). The effects
of relational benefits on relationship commit-
ment and customer loyalty in the service organi-
zation. Journal of Business Research 17(2):1-29.

. Park KY - Park BG (2005). The relationship be-
tween customer attitudes, social benefits, and
customer loyalty in a membership restaurant.
Journal of Foodservice Management 8(2):85-
100.

. Park SW « Choi DC (2006). The relationship be-
tween relational benefits, customer relationship,
customer loyalty of internet shopping providers.
Journal of Korea Service Management Society
7(1):173-200.

. Peterson RA (1995). Relationship marketing and
the customer. Journal of Marketing Science
23(4):278-281.

. Ra YS - Ahn SS (2007). A study on positioning
of restaurants based on their competitive rela-
tionships and consumer preferences-Focused on
six family restaurants in the metropolitan area.
Korean Journal of Culinary Research 13(1):24-
40.

F71BAA AN vA]

fr

TE2A BA A7 355

34. Reynolds KE - Beatty SE (1999). Customer ben-

efits company consequences of salesperson rela-
tionship in retailing. Journal of Retailing 75(1):
11-31.

. Shin JC (2004). A study on the effect of service

provider, service and customer characteristics on
relationship benefits. Korean Journal of Consumer
Society 15(3):133-154.

. Smith JB - Barclay DW (1997). The effect of

organizational differences and trust on the effec-
tiveness of selling partner relationship. Journal
of Marketing 61(1):3-21.

. Webster FE (1992). Industrial Marketing Strate-

gy 3rd ed, 87-92, New York.

. Yoon SJ - Im SK - Choi DC (2004). A study of

the effects of relational benefits on customer
loyalty of internet shopping providers. Journal
of Korea Service Management Society 5(3):
107-136.

20099 79 31 H
2009 8¥ 31¥Y 1x} =25
20099 9€¥ 159 A A &

X ox Y



