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A Study on the Relationship between Perceived Value and
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Abstract

The purpose of this research was to examine the relationship between restaurant service and food
quality, perceived value and customer response at five-star hotels. In this study, the survey was conducted,
and the subject of that survey was visitors of five-star hotel restaurants in Seoul. From 16th of March
to 31st of March in 2008, 300 copies of questionnaire were distributed, and 273 were collected from
them. 202 copies, excluding insincere ones, were used for the analysis. The result of this study showed
that reliability and food quality had the highest effect on the perceived value, and to raise customers'
response, the assessment of reliability and assurance should be made before emphasizing the overall
service quality of restaurants, and it should be recognized that the food quality has a high effect on
the perceived value of customers, which seems to be the most effective strategy to improve customers'
response. The result of this research is useful in providing practical information on how to understand
the factors for the assessment of the restaurant service quality and how to approach customers.
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B Ao B8 AL (Table 1) Zth

gl_g:_%/ﬁloﬂ [q.‘_E_. 9_]?- %7;]]6]-;(4 EM_Q }\1-11;]
B ¥ I3} 60.9%(123), 2171 39.1%
(7978) = YEbstth AR = 30~394] 47.5%(96
), 20~2941] 23.3%(47%), 40~4941] 19.8%(40™),
504 o] 9.4%(19%) == ZAEE & o
= H|E0] 44.1%(899), 71E0] 55.9%(113)°]
AL, wE A== aAst - S4)7F 38.1%
(777), tHstA(AHSt - E)el 30.7%(6278), HE

<Table 1> General characteristics of the respondents

Classification N %
Gender Male 123 60.9
Female 79 39.1
20~29 47 233
Age 30~39 96 475
(yr) 40~49 40 19.8
50~ 19 9.4
Marital Single 89 44.1
status Married 113 559
Professional 104 515
Public servant 2 1.0
Office clerk 21 10.4
Housewife 8 4.0
Occupation  Undergraduate 10 5.0
Food/lodgin,
in(zi(:lds/tr(;dgemiloyee a 223
Self-employer 8 4.0
Others 4 2.0
<High School 4 2.0
Educational College 59 29.2
background  University 77 38.1
>Graduate school 62 30.7
Under 100 7 35
100~200 54 26.7
Monthly 550309 77 381
income
(10,000) 300~400 28 13.9
400~500 27 134
500 more 9 4.5
1 27 134
The number 2~3 72 35.6
of visits 4~5 41 20.3
6 more 62 30.7
Total 202 100.0
(AL - )7} 29.2%(59%), ALEC] 2.0%(4™8)

o7 ZARATE AP HEZ 0] 51.5%(10478)
2 7P gskon, 52 - Sk FAM 22.3%(45
), A 10.4%(2178), e 5.0%(109), =+
B 4%(8%), 7FIFH 4.0%(8™), 7IE} 2.0%(4
o) o2 et € A5 1007H m]vlo]
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t] o]= Fxolojof =7t tht FHE VT
Stk Gz o2 ALs|HskEoke] el A] 0.6 ©]
ol g3 FroE A-Y & Uem, 0.8
ool i S5 FEOE HriE T
weba 2 AT E HA HEX 0.65 7S
2 AZHE ATt

1) BlAES Mu|A -S4 ZEof tigt Elg

duf deld 24

{Table 2> Factor analysis of restaurant service quality

Items Factor loading Eigen value Cronbach's «
A correct reply to each question 0.763
Knowledge about food and sauces 0.753 46.912%
Assurance o 0.840
Ease individually a customer 0.733 (8.444)
Informal when you ask a favor, and faith goes 0.725
Appearance of food (forms and shapes) 0.841
Temperature of food 0.794
Food quali Taste of food 0.791 9.161% 0.886
ood quality aste of fool E (1.649) E
Nourishment of food 0.696
Match of food and a sauce 0.505
Visual charm of a restaurant 0.836
) ) 6.280%
Tangibles Cleanliness of a restaurant meal space 0.773 (1130) 0.872
Comfortable and easy space 0.742 .
Reliable, and constant 0.801
A . 5.770%
Reliability A food served on time 0.736 (1.039) 0.792
Providing right food as you ordered 0.520 .
When busy, helping each other and moving quickly 0.612
5.767%
Responsiveness Prompt service 0.557 a 038)0 0.814
Accepts a special demand of a customer well 0.412 .

Total cumulative :

73.890%
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{Table 3> Factor analysis of perceived value

shrx2] ek 2] A 157 Al 25(2009)
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B APAE o2 3] AniAE A
B7) Al gAF a9l BAg B £HE wF
& 7ML, SRFEC] o|EHFE AA|5taL
291 T27} ERALE B S 891 &
QB AN 28 ARE Bk F o0

df, pa%, RMR(Root Mean square Residual: ¥14~7F
B A FZH2E), GFI(Goodness of Fit Index: 7|32
A9, AGFI(adjusted GFI: Z7 &g, NFI
(Normed Fit Index: £52%A]4%), CFI(Compara-
tive Fit Index: B H PR T3S 4O Z 3}
AYP=E stk

1) BlAEZ MH|A - 34 ZF

g Auls - 34 FH HFE 14 2
Q1 Ao By A3l £4 Ay= (Table 5)
o} 2o 2°=127.934, df=106, p%t=0.072, RMR=
0.049, GFI=0.931, AGFI=0.900, NFI=0.940, CFI=
09892 ZAIES] kAo g vk g A

2 ez 9l

2) X|ZtEl 7}

A2k FAAe] UE 1A 2Ql B4

Items Factor loading Eigen value Cronbach's «
1 Sauces are good 0.884
2 Time or effort is not valued 0.878

. o 75.365%
3 Food is satisfying 0.870 (3.768)0 0.918
4 It is worth using 0.864
5 Money is not precious 0.843
Total cumulative : 75.365%
{Table 4> Factor analysis of customer response
Items Factor loading Eigen value Cronbach's @
1 Having better feelings 0.922
. . . 83.009%

2 Do not express complaints/dissatisfaction 0912 (2.490) 0.898
3 Having intention of revisiting 0.899 '

Total cumulative : 83.009%
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{Table 5> Measurement model evaluation of restaurant service quality

Items S;Z:g?z::rzne: CR. P
Visual charm of a restaurant — 0.820
Cleanliness of a restaurant meal space < Tangibles 0.904 0.070  14.679  0.000
Comfortable and easy space — 0.783 0.072 12427  0.000
A food served on time — 0.765
Reliable, and constant. < Reliability 0.733 0.088  10.175  0.000
Providing right food as you ordered — 0.737 0.096  10.240  0.000
A correct reply to each question — 0.728
Informal when you ask a favor, and faith goes — 0.757 0.098  10.163  0.000
Knowledge about food and sauces — Assurance 0.743 0.100 9.971  0.000
Ease individually a customer — 0.785 0.101  10.523  0.000
When busy, helping each other and moving quickly <« ) 0.802
Prompt service — Responsivertess 0.784 0.078  11.399  0.000
Taste of food — 0.886
Appearance of food (forms and shapes) — 0.828 0.060 14.947  0.000
Temperature of food < Food quality 0.800 0.061 14.174  0.000
Nourishment of food — 0.709 0.063  11.748  0.000
Match of food and a sauce — 0.959 0.099 10421  0.000
{Table 6> Measurement model evaluation of perceived value
Items Estimate S.E. CR. p value
Excellence of sauce 1.000
Food was satisfying 0.902 0.060 15.086 0.000
Money is not precious 0.862 0.063 13.649 0.000
Time or effort is not valued 0.925 0.062 15.002 0.000
It is worth using 0.875 0.060 14.503 0.000
(Table 6)3} Z:0M, 7°=26.861, df=5, pRt=0.000,  7}3F= A5 1% Gol8E, I EA4GFI), =
RMR=0.038, GFI=0.947, AGFI=0.842, NFI=0.962, A% A3 X|9(AGFI), Y47t Hix}[o](RMR),
CFI-0.969% ZAPE|o] AN o2 el 2 PRAFRAAFHRMSR) So] S, ZRAF
S5 Yehfia Qo A= 7]ZE 8 (null model or independent mo-

4. AT JHd 4T

29| A= b= 7Bz AiHEA
“(absolute fit measures), S2] 3A]4¥(incremental
fit measures), 71™85-3FX|<(parsimonious fit mea-
sures) &< ©|-&gH}

ARAGASE 2] AWH APEE 3

del)®} A+ (proposed model)2] HIWE 53]
R R
A|(NFI), HI3EF2 A (NNFI), Delta 22 3
e, TP A AT AR Y Aot FELo
2 71 712 F A SHPGF), I EFH A5
(PNFI), H-0]& FX|(AIC) F°] °]-&5aL Utk
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™ 1 % Ak OﬂfrtoﬂHL

FARF Y AdE Agot AE2AGE (Table
7, (Fig. 2>} oW, 1’ 338911, df=322, p value=
0.000, RMR=0.050, GFI=0.903, AGFI=0.869, NFI=
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{Table 7> Path coefficients of the adjusted research model

Path Standardized SE. CR. P
coefficients

Tangibles — Perceived value 0.319 0.048 4.604 0.000%**
Reliability —  Perceived value 0.221 0.057 3.112 0.002%*
Assurance — Perceived value 0.350 0.064 4.702 0.000%**
Responsiveness — Perceived value 0.032 0.047 0.083 0.934
Food quality — Perceived value 0.437 0.042 6.146 0.000%**
Perceived value  — Customer response 0.336 0.160 2.542 0.011%**

£p<0.1, **p<0.05 ***p<0.01
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<Fig. 2> Results.
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{Table 8> Results of testing the hypotheses
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Hypothesized path Results

Restaurant service quality — Perceived value

Hla Tangibles — Perceived value (positive) Supported
- Hlb Reliability — Perceived value (positive) Supported

Hlc Assurance — Perceived value (positive) Supported

Hld Responsiveness — Perceived value (positive) Not supported

Hle Food quality — Perceived value (positive) Supported
H2 Perceived value — Customer response (positive) Supported
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{Table 9> The direct/indirect effects among standardized factors

Food Perceived
Tangibles  Reliability =~ Assurance Responsiveness 00, creeive
quality value
Perceived value 0.221 0.179 0.301 0.004 0.255 -
Total effect
Customer response 0.267 0.287 0.402 0.001 0.235 0.807
Perceived value 0.221 0.179 0.301 0.004 0.255 -
Direct effect
Customer response - - - - - 0.407
Perceived value - - - - - -
Indirect effect
Customer response 0.267 0.287 0.402 0.001 0.235 0.400
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