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Abstract

This study suggested a theoretical research system on the effects of corporate socia responsibility in the foodservice
industry upon perceived service quality. Self-administered questionnaires were completed by 509 customers and the
data were anaysed by frequency, factor analysis, reliability anaysis, correlation analysis and multiple regression analysis.
The primary results are as follows - Three corporate socia responsibility (CSR) factors were obtained - economic
responsibility, lega-ethical responsibility and philanthropic responsibility. In addition, five factors were obtained from
the factor analysis of perceived service quality - tangibility, reliability, responsiveness, assurance and empathy. Correla-
tion analysis showed a significant correlation between the CSR factors and the customers' perceived service quality
factors. Multiple regression analysis, to verify the hypothesis, showed that CSR in the foodservice industry had asignifi-
cant influence upon customers' perceived service quality; therefore, the research hypothesis was adopted. CSR, which
had an effect on tangibility out of the minutely-perceived service quality factors, was indicated in the order of economic
responsibility, lega - ethical responsibility and philanthropic responsibility. Responsiveness, reliability, and assurance
were influenced by legal - ethical responsibility, economic responsibility and philanthropic responsibility, respectively,
in order. Also, empathy was surveyed to be influenced by legal - ethical responsibility, philanthropic responsibility and
economic responsibility in order. Consequently, customers evaluations of perceived service quality may be inferred to
have positive effects when the customer recognizes whether the foodservice company performs social responsibility.
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Table 1. Generd characteristics of subjects

N N

Variables % Variables %
(509) (509)

Mae | 229 |45.0 ~100 | 107 |21.0

Gender

Female | 280 | 55.0 101~150| 52 |10.2

20~29 | 203 |309| Monthly f451 " 500 82 161

Income
30~39 | 221 |434 201~300 118 |23.2

40~49 | 74 |145 301~400, 64 |126

50~ 1 |22 401~ | 86 [16.9
~College| 69 |135 N 1 147 289
EducationUniversity] 241 |473|. St [ 273 | 208 585
level | Graduate frequency
199 [39.1| (/month) | 4~ 64 |12.6
School
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Table 2. Exploratory factor analysis and reliability analysis of corporate socia responsibility

Factor loading
Corporate socia responsibility M+SD  |Communalities|] -€98 |Philanthropic Economic
Ethical res. res. res.
(FD) (F2) (F3)
1 |Try to obtain maximum long-term success 4.84+1.38 .607 .239 124 731
2 | Try to obtain maximum profit from its activity 5.31+1.40 .839 112 -.034 .909
3 |Always try to improve its economic performance 5.10£1.33 812 .169 .013 .885
4 | Control their production costs strictly 4.82+1.32 .692 163 .088 .881
5 f;gﬁztzri‘z/n;e: the principles defined by the 4.24+1.31 749 832 168 166
6 |Refrain from putting aside their contractual obligations 4.36x1.27 743 .820 .182 194
Ensure that their employees act within the
7 sandards defined bypth()al law 4.39+1.24 723 .829 140 124
8 | Be committed to well-defined ethics principles 4.34+1.34 .675 .715 .287 .285
9 Er)wlre that the respept of ethical principles has 4414192 669 297 366 084
priority over economic performance
10 | Behave ethically/honestly with its customers 4.07+1.33 .671 752 .262 192
There is necessity of contributing to socia development
u such as buildingtyand supportinggthe local public fFe:ciIities 380£1.29 159 344 800 024
12 | Participate in the management of public affairs 3.75+1.34 Tq77 317 821 .036
13 | Some of corporate profits need to be given back to society | 3.84+1.34 762 175 .849 104
14 | The events for culture & art group need to be supported | 3.96+1.45 .750 .069 .860 .076
15 | Thereis necessity of taking the lead in environmental protection | 3.84+1.41 .695 291 .781 -.002
M+SD 433+1.06 | 3.84+1.17 | 5.02+1.16
Eigen value 6.625 2721 1576
% of Variance 44.165 18.143 10.504
Cronbach's o 0.912 0.910 0.876
* Cumulative : 72.812%
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Table 3. Exploratory factor analysis and reliability analysis of perceived service quality

) . ) Factor loading
Perceived service quality Communa R -
MSD [*7 i [Tengibility|Refiability| Empethy |Assurance ﬁo&z"e
(The Restaurant......) (F1) (F2) (F3) (F4) )
1 | hasvisudly attractive parking areas and building exteriors | 4.79+1.27| .739 775 .087 .076 334 115
2 |has a visudly attractive dining area 4.79+1.24| .840 .838 159 122 .286 125
3 | hes st members who are clean, nedt, and opropriaely | 5 .1 55| 7g5 | 735 | 360 | 088 | 286 | .161
dressed
4 |has a decor in keeping with its image and price range | 4.78+1.28| .669 677 .360 219 .043 176
5 | has a menu that is easily readable 468+1.37| .516 473 .398 219 -.051 .289
6 Prisage; visually attractive menu that reflects the restaurant's 4794128 567 404 489 166 146 189
7 has a d|.n|ng area that is comfortable and easy to move 475+124| 646 567 235 333 040 150
around in
8 |has rest rooms that are thoroughly clean 5.18+1.35| .687 .630 440 167 .203 167
9 | has dining areas that are thoroughly clean 511+1.29| .721 .646 421 .187 .250 .169
10 | has comfortable seats in the dining room 452+1.35| .608 527 .307 432 .081 .205
11 | serves you in the time promised 486+1.22| .703 .345 674 229 178 215
12 | quickly corrects anything that is wrong 493+1.34| .795 .249 737 213 277 .261
13 |is dependable and consistant 487+1.24| .782 312 .705 .258 .285 .201
14 | provides an accurate guest check 528+1.35| .771 322 T77 -.002 251 .043
15 | serves your food exactly as you ordered it 521+1.34| .821 311 .768 115 .305 A71
16 | during busy times has employees shift to help exch | 47,1 35| gg5 288 151 | 310 255 786
other maintain speed and quality of service
17 | provides prompt and quick service 462+1.33| .909 .255 313 281 .281 767
18 | gives extra effort to handle your specid requests 460+1.32| .889 244 315 375 .265 .750
19 | has employees who can answer your questions completely | 4.74+1.26| .760 273 469 .307 .533 295
20 _makes you feel comfortable and confident in your deal- 4704126 802 317 19 204 597 200
ings with them
has personnd who are both able and willing to give you
21 | information about menu items, their ingredients and me- | 4.36+1.35| .752 194 184 .398 .694 .202
thods of preparation
22 | makes you fed persondly safe 455+1.25| .864 .330 .266 .365 .709 220
o3 | es personnel who seem well-trained, competent, and |y o9 05| 704 | 254 | 322 | 397 | 663 170
perienced
24 | S5EMS 10 give employess spport o that they can do their| o711 o4 | g1 245 405 | 338 660 205
jobs well
hes employees who are sensitive to your individual needs
25 | and wants rather than aways relying on policies and pro- | 4.28+1.31| .776 224 123 .793 257 126
cedures
26 | makes you fedl specid 411+1.30| .850 199 .089 .861 .209 132
27 | anticipates your individual needs and wants 401+1.33| .828 119 .057 .868 182 155
2g | Nes employees who are sympethetic and resssining if Some- | 0 g 90| 754 | 112 | 320 | 760 | 188 | 236
thing is wrong
29 | seems to have the customers best interests at heart 428+1.32| .774 115 77 .743 .309 .229
M+SD 4.85+1.02|5.03+1.15|4.22+1.15| 4.59+1.13| 4.56+1.27
Eigen vaue 16.043 2.679 1.322 1.039 1.001
% of Variance 55.389 9.240 4.558 3.584 3.453
Cronbach's o 0.933 0.932 0.934 0.949 0.944

* Cumulative : 76.223%
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Table 4. Corrdation analysis between corporate socia responsibility and perceived service quality

Corporate Socia Responsibility Perceived Service Quality
Economic |Legal - Ethical |Philanthropic| Tangibility | Reliability |Responsiveness| Assurance | Empathy
Corporate Economic 1.000”
Social Lega - Ethical | .402*** 1.000
Responsibility | phjlanthropic | .163*** 536+ ** 1.000

Tangibility B578r** 533rx* .326%** 1.000
Perceived Reliability 526x** 503x** 175xx* T75x 1.000
Service Responsiveness | .398*** 518x** .329%** .B654* ** B35x** 1.000
Quality Assurance ABgr** B7gr** .356%** 723rx* 730x** 1D 1.000

Empathy 297x** 5g2xx* A42xx* 534xx* ABB*** B20*** .693* ** 1.000

3 Pearson correlation coefficient ***p<0.001
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Table 5. Multiple regression analysis of corporate social responsibility on perceived service quality

) - Standardized
Unstandardized Coefficients ..
Independent Depgndent Froetiteie tvalue s
Variables Variables
B Sd Beta
Constant 1.329 .180 7.375 0.000***
Economic Res. . .387 .032 440 12.142 0.000***
- Tangibility
Lega - Ethical Res. .295 .041 .308 7.269 0.000* **
Philanthropic Res. .078 .034 .090 2.294 0.022*
F=136.643***, R=0.669, R’=0.448, Adjust-R’=0.444
Congtant 1.634 214 7.630 0.000***
Economic Res. o 377 .038 .380 9.105 0.000* **
- Reliahility
Lega - Ethica Res. 439 .048 406 9.957 0.000***
Philanthropic Res. -.103 .041 -.105 -2.529 0.012*
F=105.879***, R=0.621, R’=0.386, Adjust-R*=0.382
Constant 976 249 3.921 0.000***
Economic Res. ) 255 .044 233 5779 0.000* **
- Responsiveness
Legal - Ethica Res. 447 .056 .376 7.985 0.000***
Philanthropic Res. .097 .047 .090 2.057 0.040*
F=78.053***, R=0563, R’=0.317, Adjust-R°=0.313
Constant .990 .208 4,764 0.000***
Economic Res. .268 .037 274 7.280 0.000* **
- Assurance
Lega - Ethical Res. 449 .047 424 9.614 0.000* **
Philanthropic Res. .082 .039 .085 2.076 0.038*
=112.902***, R=0.634, R°=0401, Adjust-R°=0.398
Congtant .983 .218 4511 0.000* **
Economic Res. .086 .039 .087 2.244 0.025*
- Empathy
Lega - Ethical Res. 484 .049 447 90.878 0.000* **
Philanthropic Res. .185 .041 .188 4.482 0.000***

F=98.478***, R=0.608, R?=0.369, Adjust-R*=0.365

*+%p<0,001, **p<0.01, *p<0.05
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