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The Influence of the Physical Environment of Food Court on Perceived Crowding,
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Abstract

The aim of this study was to identify relationships among the physical environments, perceived crowding of food courts,
the influences of the perceived crowding on customers emotion and behavior intentions to determine more desirable
services and physical environments for the customers in order for the food courts to be more competitiveness. This study
used a total 335 questionnaires out of 400 ones for dtatistical analyses. For the analyses in this study, the SPSS program
was used to analyze the Cronbach @ and factor analysis. In addition structural eguation modeling analysis was used to
analyze correlations and grade of effectiveness of variables proposed in the research hypothesis utilizing Window AMOS
5.0. This study found that design and people were affected by the perceived crowding among 3 physical factors, and the
people were most effect relatively affected by perceived crowding. Also, the perceived crowding had an effect on positive
and negative emotion, and then both of positive and negative emotion were affected to the customers behavior intentions.
As a result, this study demonstrates that as a customers perceived crowding in a food court increases, the centralization
of customers causes a further increase in the perceived crowding in a food court. Therefore this work provides an oppor-
tunity for managers in the foodservice industry. To accomplish this, appropriate crowding control will be necessary, and
they should make customers feel less crowded, which in turn, will make customers make a positive emotion towards food
courts. Based on the results of, if the appropriate measures are taken to control crowds, customers will have propose
positive behavior intentions such as, an intention to revisit, staying for more time, and positive recommendation.
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Table 1. Demographic profile of respondents (N=335)

Categories Frequency %
Male 135 44.1
Gender
Femde 171 55.9
Less than 20 14 46
21~30 151 49.3
31~40 78 255
Age
41~50 32 105
51~60 26 85
More than 60 5 16
Under high school 25 82
College student 37 121
Educeation
University 165 53.9
Graduate 79 258
Less than 100 81 26.5
Monthly 101~200 87 284
income 201~300 64 209
(unit=
10,000 won)  301~400 32 105
More than 400 42 13.7
Student 87 284
Fredancer 69 225
Sdes & services 26 85
Self-employed 5 16
Occupation General administration 80 26.1
Government employee 9 29
Production 3 10
Housawife 14 4.6
Others 13 42




19(5): 812~818 (2009)

aE olgsto] AlEA F4E stk BAH 2]l B4e A
AR daK(Table 2), 821 A gke] 06 ool A, 2.9
A grol o2l allell 23 #itHo] e BIES AA
sttt 71 A3, Aol 2709 W, S A, A
8, FAA AN 242 ] Tt Zﬂﬂﬂ k. 8219
2124 #4 A= Cronbach's dpha gto] Z5F 0.6 o]/d2
2 AFAe] slva ke = ok

A 9]l EAF A £45 e 94 al
4= AAlsigler, 1 dvk= Table 39 2t

7709] alel i 1 29l £ A3, oot o
AT 25 AP Agso] 1S B FAE YRl
LS R R

Table 2. The result of factor analysis & reliability analysis

FEIES E8F @] AdE T A 2 BF A= VA 9% 815

Al
B2 04?4 o|2 X&L 753 A7}, ?=437.156, p3k=0.000,
GFI=0.878, AGFI=0.842, RMR=0.075, NFI=0.885, CFI=0.928
2 HA RO garlde o VAR FE7t de-S
golstgt old HAAHQ Ry HAJITE YA T 7] ¢
oH FA A4 (M.1.:Modification Indices) S AH&-3}5AT} FEAF
9AL QA9 Abolof| TS A o2 REErt
EoldS ¢ 4 AUk Ry A=
245 A9 RE, x%=398.590, p7t=0.000, GFI=0.887, AGFI=
0.853, RMR=0.060, NFI=0.895, CFI=0.939% Z3% =47}
IS GHIE AGFI9] 73, 09 odd w o}5 #{gts
Tk 34| 08~09 o) 4ul Hojw Fo mulz Brhd &

=

ZRALS HAA3) 5=F

= =

Factor Vaiables Factor loading Cronbach's «

It is appropriate to move a pathway. 0.834
It is appropriate to be a distance between tables. 0.815

Layout It is appropriate to be a spatia layout. 0.815 0.846
It is appropriate to set in the tables and chairs. 0.802
It is appropriate to set in the counter and service movements. 0.671
They are appropriate sizes of tables and chairs. 0.846

Design It is comfortable to use tables and chairs. 0.765 0.687
They are appropriate numbers of sedts. 0.738
It is complex for people. 0.923
It is narrow for people. 0.905

People 0.893
There are s many people. 0.831
It is difficult to move for people. 0.827
It is crowded. 0.864
It is closed. 0.857

Crowding 0.874
It is full. 0.855
It is busy. 0.831
| felt comfortable. 0.869

Positive emotion | felt confident. 0.868 0.794
| felt pleasant. 0.788
| felt temper. 0.931

Negative emotion | felt unpleasant. 0.871 0.840
| felt confused. 0.817
| would like to visit this food court in the future. 0.900

Behavior intention | would like to recommend this food court to others. 0.897 0.834
| would like to stay this food court longer. 0.802




816

o
£
™
oY
re
oX
oy
fuj
to

SEORAI Ok kT it

Table 3. The result of confirmatory factor anaysis

Factor 22 P GFl AGFI RMR NFI
Spatid layout
Exogenous Design 71585 0.002 0958 0933 0043 0955
variable
People
Crowding
Positive emotion
Endogenous 127.139 0.000 0932 0.8%2 0043 0935
varigble Negative emoation

Behavior intention
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Table 4. The result of structural equation modeling analysis
72 P GFI AGH RMR NFI CH
Origind model 437.156 0.000 0.878 0.842 0.075 0.885 0.928
Adjustment model 398.590 0.000 0.887 0.853 0.060 0.895 0.939
Table 5. The result of examination of hypothesis
Hypothesis Egtimate SE. CR Hypothesis test
Hla Spatia layout — Perceived crowding —-0.187 0.108 -1.737 Rejected
H1b: Design — Perceived crowding -0.255 0.203 -1.256 Regjected
Hlc: People — Perceived crowding 0.705 0.072 9.815 Accepted
H2a: Perceived crowding — Podtive emotion -0.375 0.065 -5.820 Accepted
H2b: Perceived crowding — Negative emotion 0.705 0.066 10.668" Accented
H3a Positive emotion — Behavior intention 0.455 0.059 7.712 Accepted
H3b: Negative emotion — Behavior intention —-0.183 0.040 -4611 Accepted
Addition: Design — Positive emotion 0.788 0.152 5181 Accented

" p<0.05.
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