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Abstract

The purpose of this study is development of the quality assessment for interior space and foodservice
management in Italian restaurants. Also this study aims to evaluate them which are consisted of 30
items by Likert 5 point scale. As a result of the evaluation, 'food taste' and 'ingredients freshness' were
the most important factors in interior space and the foodservice in Italian restaurants. The IPA
technique proved that nine items including Q4, Q9, Q10, Q11, Q14, Q16, Q19, Q24, Q28 were in 'Doing
great, keep it up' and five items such as Q13, Q25, Q26, Q27, Q29 that got high expectation and low
perception needed to be focused for quality management strategies.
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{Table 1> Customers' demographic conditions

Conditions Frequency(%)
Male 69( 44.2)
Gender Female 87( 55.8)
Total 156(100.0)
20 years 88( 56.4)
30 years 41( 26.3)
Age 40 years 16( 10.3)
Over 50 years 11( 6.9)
Total 156(100.0)
High school 19( 12.2)
Education College 77( 494)
Over University 60( 38.5)
Total 156(100.0)
2,010,000 ~3,000,000 47( 30.1)
Monthly 3,010,000 ~4,000,000 48( 30.8)
salary Over 4,010,000 61( 39.1)
Total 156(100.0)
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{Table 2> The result of factor analysis

Eigen value

Variables Factor (% of Variance) Cronbach's @
Q20. Carpet design of the floor 0.525
Q21. Wallpaper shape 0.515
Q22. Restaurant interior color 0.524
Q23. Brightness condition in the restaurant 0.734
) Q24. Restaurant janitorial cleanliness 0.807
iitf;or Q25. Background music 0.715 (211(_)52;’) 0.795
Q26. Entrance space of the restaurant 0.745
Q27. Interior items and decorations 0.696
Q28. Overall appearance of the restaurant 0.775
Q29. The wall/ceiling decoration 0.709
Q30. Furniture and accessaries placement 0.718
Q1. Quality and appearance of napkins 0.650
Q2. Quality and appearance of tablecloths 0.524
Q3. Dishes and bowls 0.524
Q4. Appearance with dishes 0.727
:;l;ilzg Q5. Table centerpiece 0.740 (25223%) 0.664
Q6. Table cleanliness 0.880
Q7. Overall appearance of table setting 0.741
Q8. The design of menu book 0.496
QI12. Display of food 0.595
Q9. Food taste 0.641
Q10. Ingredients freshness 0.958
Food QI11. Variety of menu 0.719 6.19 0815
quality QI3. Food amount 0.524 (18.24%)
Q14. Food creativity 0.846
Q15. Food decoration 0.576
Q16. Staff's serving attitude 0.508
. Q17. Comfort of interior space 0.907 263
Convenience 0.805
Q18. Room temperature 0.848 (16.20%)

Q19. Room cleanliness 0.866
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{Table 3> Evaluation sheet for checking interior
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space and foodservice quality

Expectation Perception

Very

Items
low

Very
low

Very
high

ery

Low So-so High Xigh Low So-so High

1

2 3 4 5 1 2 3 4 5

Ql.
Q2.
Q3.
. Appearance with dishes
Qs.
Q6.
Q7.
Q8.
Q9.
Q10.
Ql11.
Q12.
Q13.
Ql14.
Ql5.
Qle.
Q17.
Ql18.
Q19.
Q20.
Q21.
Q22.
Q23.
Q24.
Q2s.
Q26.
Q27.
Q28.
Q29.
Q30.

Quality and appearance of napkins
Quality and appearance of tablecloths

Dishes and bowls

Table centerpiece
Table cleanliness
Overall appearance of table setting
The design of menu book
Food taste
Ingredients freshness
Variety of menu
Display of food
Food amount
Food creativity
Food decoration
Staffs' serving attitude
Comfort of interior space
Room temperature
Room cleanliness
Carpet design of the floor
Wallpaper shape
Restaurant interior color
Brightness condition in the restaurant
Restaurant janitorial cleanliness
Background music
Entrance space of the restaurant
Interior items and decorations
Overall appearance of the restaurant
The wall/ceiling decoration

Furniture and accessaries placement
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{Table 4> Customer’s expectation, perception and satisfaction for interior space and foodservice quality

(Mean+S.D.)

Variables Expectation Perception Satisfaction"” T-value
QI. Quality and appearance of napkins 3.84+0.45 3.40+0.84 —0.83+0.45 —23.46%**
Q2. Quality and appearance of tablecloths 3.99+0.55 3.63+0.70 —0.69+0.64 —13.37%**
Q3. Dishes and bowls 4.2240.50 3.73+0.65 —0.53+0.61 —10.65%**
Q4. Appearance with dishes 4.2840.67 4.164+0.83 —0.62+0.57 —13.58***
Q5. Table centerpiece 3.53+0.64 3.43+0.85 0.03+£0.95 0.42
Q6. Table cleanliness 4.1740.55 3.68+0.77 —0.31+0.77 —5.47***
Q7. Overall appearance of table setting 3.81£0.70 3.51+0.81 —0.66+0.65 —12.74%**
Q8. The design of menu book 3.87+0.57 3.46+1.03 —0.43+0.78 —6.88%**
Q9. Food taste 4.4640.65 4.36+0.76 —0.17+0.83 —2.52%
Q10. Ingredients freshness 4.44+0.70 4.35+0.74 0.25+1.01 2.92%%*
Q11. Variety of menu 4.4640.75 4.11+1.11 —0.48+0.74 — 8. 11HH*
Q12. Display of food 4.1140.77 3.63+0.82 —0.44+1.40 —3.94%%*
Q13. Food amount 3.85+0.78 3.92+0.94 —0.42+1.52 —3.43%*
Q14. Food creativity 4.2540.66 4.00+0.98 —0.42+0.83 —6.24%**
Q15. Food decoration 4.04+0.82 3.51£1.03 —0.67+0.86 —9.68***
Q16. Staffs' serving attitude 4.4840.63 3.79+0.99 —0.08+1.04 —0.93
Q17. Comfort of interior space 4.3840.69 3.48+1.00 —0.29+0.83 —4.32%%%
Q18. Room temperature 3.65+0.79 3.69+0.89 0.21+0.85 3.02%*
Q19. Room cleanliness 4.2140.58 4.044+0.72 0.21£1.01 2.53%
Q20. Carpet design of the floor 3.89+0.73 3.48+0.63 —0.69+0.96 —8.61%**
Q21. Wallpaper shape 3.85+0.78 3.74+0.70 —0.46+0.95 —6.05%**
Q22. Restaurant interior color 4.46+0.69 3.75+1.00 —0.87+0.86 —12.30%**
Q23. Brightness condition in the restaurant 4.4240.74 3.41+£1.18 —0.59+0.78 —9.47%%*
Q24. Restaurant janitorial cleanliness 4.18+0.61 3.91+0.79 —0.06+0.77 —1.04%**
Q25. Background music 3.94+0.73 3.84+1.30 —0.60+0.87 —8.55%**
Q26. Entrance space of the restaurant 3.89+1.12 4.03+0.93 —0.66+1.22 —6.79%**
Q27. Interior items and decorations 4.06+0.91 3.94+1.20 —0.62+1.12 —6.93%**
Q28. Overall appearance of the restaurant 4.4240.53 4.084+0.90 —1.03+0.76 —16.82%**
Q29. The wall/ceiling decoration 3.32+0.95 3.83+1.07 0.08+0.94 1.02
Q30. Furniture and accessaries placement 4.60+0.68 3.48+1.07 —0.23+0.93 —3.10%*

*p<0.05, **p<0.01, ***p<0.001.
V" Satisfaction=Perception-Expectation.
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<Table 5> Perception of foodservice quality variables (Mean+S.D)

Variables Expectation Perception Satisfaction T-value”

F1. Interior space 4.09+0.47 3.58+0.35 —0.51£0.54 —11.77%**

F2. Table styling 3.97+0.33 3.89+0.32 —0.51+0.32 —19.69%**

F3. Food quality 4.23+0.53 3.89+0.54 —0.36+0.72 —6.28%**

F4. Convenience 4.18+0.52 4.19+0.49 —0.18+0.50 —4.58%**

£p<0.05, **p<0.01, **%p<0.001.
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<Fig. 1> Quality management strategies for foodservice management.

Focus here(High expectation/low perception): Q13, Q25, Q26, Q27, Q29

Doing great(Keep it up): Q4, Q9, Q10, Q11, Q14, Q16, Q19, Q24, Q28

Overdone(Low expectation/high perception): Q3, Q6, Q12, Q17, Q23, Q30

Low priority(Low expectation/low perception): Q1, Q2, Q5, Q7, Q8, Q15, Q18, Q20, Q21
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{Table 6> Customers' expectation, perception and satisfaction for interior space and foodservice quality

by the condition of customers (Mean£S.D.)
Expectation Perception
Conditions FactO.r 1 Factor 2 Factor 3 Factor 4 Fact04r 1 Factor 2 Factor 3 Factor 4
Interior Table Meal . Interior Table Meal .
space styling quality Convenience space styling quality Convenience
Gender
Male 3714036 3.96+0.24 3.91+0.20 4.15+0.35 4.0140.42 3.64£0.13  3.93£0.65 4.20+0.55
Female 3474029 3.97+0.39 4.48+0.57 420+0.63 3.7540.33 3.32£0.28 3.87+0.44 4.18+0.45
T-value 4.60%** —0.22 —7.88%**  —0.62 4.39%%* 8.76 0.69 0.15
Age" —0.21** 0.177%  —0.40** 0.051 —0.25%* —0.03 —0.41** 0.19*
Academic background
High school 3.36+0.01 3.46+0.18 3.88+0.68 3.58+0.12  3.64+0.02 3.13£0.02 4.00+£0.00 4.25+0.03
College 3732029 3.9140.15 4.37+047 4204042 4.56+0.33 3.44+024 4.20+£0.31 4.09+0.12
Over University 3444039 4.1840.36 4.15+0.49 4.344+0.59 3.70£0.42 3.58+0.27 3.47+0.59 3.47+0.59
F-value 18.69%#* 53 28%** g 37HA* 18.95%#%  22.95%kk  DEAIREE 49 6] *¥** 3.14%*
Monthly salary
W 2,010,000~3,000,000 3.78+0.31 3.86+£0.32 3.76+0.22 4.20£0.45 4.12£0.34 3.44+0.27 4324042 4.02+0.26
W 3,010,000~4,000,000 3.50+0.44 4.16+0.38 4.30£0.55 4.32+0.61 3.77+0.49 3.65+044 3.61+0.58 4.22+0.70
Over W 4,010,000 3.4740.19 3.89+0.22 4.53+042 4.05+0.48 3.754023 3.324029 3.79+0.38  4.30+0.41
F-value 14.15%%% 14, 15%%% 45 40%** 3.88* 16.60%**  23.84%**  3(,68*** 4.60*
Total 3574035 3.96+0.33 4.23+0.53 4.18+0.52  3.8740.40 3.46+028 3.89+0.54 4.19+0.49
*p<0.05, **p<0.01, ***p<0.001.
D Correlation coefficient characteristics variable and quality factor.
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