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Effects of Perceived Price and Servicescape on Employee Service Quality, Food and
Beverage Quality, and Customer Value in Daegu Korean Restaurants

Dong-Hyun Ha*

Department of Hotel - Convention Management, Dongguk University at Gyeongju

Abstract

The purpose of this study was to investigate the effects of perceived price and servicescape on employee service quality,
food and beverage quality, and customer value in Daegu Korean restaurants and to suggest methods for them to become
the food mecca of Korea and the world. The samples for this study were customers of nine Korean restaurants in Daegu.

A total of 368 questionnaires were analyzed with factor analysis, a reliability test, and a covariance structural analysis. The

results showed that perceived price was positively related to employee service quality and food and beverage quality and

that servicescape was positively related to employee service quality and food and beverage quality. However perceived

price, servicescape, employee service quality, and food and beverage quality were not related to customer value. The
reasons were that these factors did not influence perceived customer value in Daegu Korean restaurants. The Daegu
municipal office should require these restaurants to develop distinguished employee service and food and beverage quality

and conduct consistent marketing to Koreans and westerners, so that these restaurants can become the food mecca of Korea

and the world.
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AH|AEE Ss7E oyl oA|SH s T o] 7HA]
ek ARGk, A ATES AHRRE0] g AlEol
L BRHEO] 7o) Tl A Q1A (perceived) &= oA
of Thet Aol o) 7} Z7hkeR 2 Wl gleDodds
= 1991; Grewal & 1998ab). T3t 7[R9 7jd-L 7]
ol A7 A M o dsks Fa3t B 5
9] sh}el B+ (Parasuraman 1997; Slater 1997; Woodruff
1997), JAAA A IAES 7] Zidol| thsl AARE

oJsl7t Bashct,
7}A] (perceived value):= g AZe] ZAT} 7120 tff
3t vlAe] vjae Hold # &’lttﬂ Zeithaml(1988)L-
CAEEA) I 2= A

2H|2}e] B oA HE= (ol
(5 501, 718)ol tist, AlE2 ;o:%oﬂ ojgt A&njzke] A

wel ke ele ek, M MaaTel ol
7124 v]& 7§'d (performance—price ratio concept), =8
o &-87F4] (utility—per—dollar value), E-AF a8
I}4 (acquisition—transaction utility process) 51} 22
Moz A= ¢t (Hauser & Shugan 1983; Sawer &
Dickson 1984; Hauser & Urban 1986; Grewal &
1998a), w2tk 5’—7“7}7\]7P 7Rt A 48Rk 1

oA HH= Ao = AR 8y, difaoR | A
Fol thet Aol —457} S7RIt= As oudith 714

Z90] QoA AMZIR| 9] ZF7h} ujE&T} o]ole] ZvlR
AL U 5L oA 712 9| 8L 51 Hot,

Jgoe E-tstal P AES Ao el APA+s2 7t
A (perceived price)ol|A] LA7}IX] 2 O]Eh 7420 3l
ATE 7lo) HFIA 4 Tt 3, A3k AT

T

B3 ARlollA el az7ix] 9} oAl e A3 ke IAE

=
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Hastar =, 18 AtE 1A7HR| Y] AR
Al AT SA1EE (Park & 2009a), AEH
(Chen & Hu 2010) 5-& %4%6}1 AU, &2 F4, A
A W, B KA, A5 1A 9 WAl ol
TE= EFekaL ANk %011}9401]/\1 F=skal Sloh(Han
& Hyun 2008), Lefuf Au]2QofA o] 117742] 9] 438
2= 7}2A(0Oh & Jeong 2004; Petrick 2004; Han &
Hyun 2008), A8|2AA0]=Z, FALY AB|AZA (Brodie 5
2009; Park 5 2009a), 422 EZ (Feng & Morrison
2007; Brodie 5 2009; Park & 2009a) 5°| X3},
E|ESL=y /\}%‘Oﬂﬁ o|2fgt HpEo] A o2 AT
R[S vE = Utk "Ebd & AtolAs 7H, AHA
Aolz, BAE] EAAMI, A8RELC] LAZAo] A1t
Hom uAt AR ool BaAgel RN By
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oleid AL AR ARIeIN 2o BE

2 St avkE e, AEska gl AAE B
A7) 18l AH|2 AHle S| st 1 % s
QJAAAS AATHDo & Kwon 2007) tEAlof] 23t Al
el NS ATE 5 ek 2, AR AT S
Kol Tt 4 WS A ¢l BEA A grP oS W
e WA, GTAL e SAREHE Blgow v
7| S, A A WS, o RS A
F %4, SATR Ao BRI P AT AN, TS
B 0PI G 0, L WA 8 SR FEAY
2 319t (www,chosun.com 2010).

O]v "41:% A Aol TelA thESA o2, A
= 20109 % AHH7] 5 ANl o Z2xAR At BE23] &
O AN, S0 gFEA oln AFEA LT So] AF
7158 #8380 (www . chosun.com 2010), §H]Ql & ZHH|
¢} w2 AHRe ARSI tHwww, kyongbuk. co. kr 2010).
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Al o]2Aom Zofdk 4= Qlar, Al A G Al Thsl 12
WE0] Q1R|3l= 71| (perceived value)o] #st AHE A
SO A AAFEZo g tHFAIY AA )l 7]oE
o 4 qdokar AbeETH

O

it

Ch BHA) QIAIiRo] HiRte

ZEx[of et A=t 579

ng+ g ¢ 44

1. ZAOY 2 TR

2 el 4 AP0 078 I 4 g
34 QAR AN $Jste] T .
S S Hholal sfelat ol zaog@wl A5
i e 5903 ol YA Uiy

—',J
O_L.
9'15
iR
_u
£
£

rlr xR
2 L

i 2 B fAIEkL e AN Eﬂdx} lx EAP
tjizo]Aret A AAIE A DL = i3
F=d], 20099 9¢¥ 15YEE 2009¢ 12gJ 5471A] J—ZH
SERATE. o] FdoflAl= 2008\ Sl Agte] oA stk
1007 ol4Fe] ehA|AA 160715 F=oke] 1Ak ez ti+t
FYAE kL Qe T 1 %21 10719 o3t ?H4
AR R FAE= F80719 A LA JAE Ak
o}, 22p 0= o] 807He FHA] ﬂ—j%ﬂ Al 5 d3oE &
alo] 407)¢] 3h4 ﬂ*‘%‘liﬂi =21 FH A A o]
G20 tfet 2AleiR g epxlstgict, el At 16749 3t
4 AR} S s, Hawk 2 /e BT 1
Me] g4 AR ERE S Sl ofF T
F/urh 34 9|47 ujmE wo] WElo] 9lof )
gslelolx 279 g4 ela S ERsIES Aaisich,
HEHoR g7t Aol aAfehs 97lel gl 2J4dAIE
WAsto] olF PRSL ol g NASS HEOZ Bhch
2 Aol o] 97he] gh4] AYAE ol gX|er mE
A A Foll A HiEFEHAA A9 20%(100% o))l
&3}, RARE Foto] vlad AAE0| o]g & Hkgo]
OW A7 =]l
AEAl= dHIRARE AsiA AR7E A3dE ZFarsto]
2Rt & 9 3s]oE Foto] o= sieitt. of A
wAIE ATl AR g A JA (R 300%)E ©l
8 = 50 ez AAste] ZAI7F I
B ARYES A% #@3@4 2 AR Fsk=s 5t
T, oH|Z=ARE 917 A 20099 109 19 A2}
s lon ouzARE Ed A7 20099 11 309081t
H B oA AERAL] BEZS ;Hl:l— 3] QA
A SR WY SolA T2 AR wsS e en H
AR Yehe 2579 7hsAde #4e) k=R sl A
FZAL 7|17FS 20099 12¢€ 104EE 12€ 31971A] 224
5t ollom, F 40078] HEAS HiaLsle] 3805 3
FIRIL(EE 95%), °] T ATEAl AsA = A
A 1275 A9t 36855 FF2A ol AR

=S|
rO
|o

l'ﬂJ
—Ll
_>|:

l'l“

oL

0

FUI

=

off

2. JHa4E

7k)0] Bet AYHSE F 7HAL o] 9l wpal o o



580 BWEREFELZETF Vol 25, No. 5(2010)

5714 9] 7= (magnitude)of] 0| A= AH|AHEY] 34

Ql TFo g A% (Oh & Jeong 2004), &2 (perceived
quality)> A& 22 AB|A0] 994 52 Ao w3t
/\H]X]-_,] Hoto 2 AolHrt(Zeithaml 1988), 71482 £4

o cjuistn), B3] vk AEd) dshd W4 o

< o 185l (Rao & Monroe 1989), 7+A0| 49| o
A 2A 25| wjZof 9ISkt (Dodds 5 1991), HE3H
AHIAEL BlaaeS 5ot 7HATE FA Aol Al A
(trade off)E 3F=d|(Levin & Johnson 1984), ©] v
ko] Ayl 71x)¢1A] (value perception)i O]ﬂq- Monroe
& Chapman 1987; Zeithaml 1988), 7VAL 71X Q1%
£ FAsk=tl o] FHUA (quahty perceptlon)oﬂ s
2 SttH(Grewal £ 1998ab).

7HA 3 AR AEA o] AeAE MR2oA Y |
A, 7FAo] AMuUAZA Melo)] Q3 TS u]xu}-
(Zeithaml 1988; Baker 1990), 7}A1} K7} ZAof
3 =22 oL 7l5Ao] Oloﬂﬂ(Peterson & Wilson
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Ha 2006). JAGAS] HlFAFEolA] 71 ata)a=2of
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(2009)2 7HAT o] 2o wheh FERJA[ A 2po]7}
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7HE aERke] YA AEShs A(GE B0, 2
A& 7t v ACE &1, T2 AlE F8)ol gt
Ao ojATLo] A|FO] T80l Wt 159 AREAQl B
7t2 o) th(Zeithaml 1988), o]2|3t 7kA]of gl AEg9]
7t Wsks $a3% FFYS et &, #2853 e
2 AEsA E71d 242 Bef AR 7HHes &4
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2000). AlH= HHd sy gagEgolxe 7H45K,
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SHH, AH]AA 0] Z(servicescape)= AJH|ATE FEE=
7193} An|R; Afolof| AT Algo] WA= dl9jFoR A
A =94 87 7hed 55 AdY B e e o
St} (Bitner 1992). Bitner(1992)= AjH|AHA| 0] o] 1A
[AaES 79 Y 2ARE, 3719 H, 25, 29,
F70), FHRA|L}E 7] (HRA], Au], 2 7, Al - A
- OP—*W AR, AAAA AFE, W Ao AEH)
O Al 7= 785kl Lo iAol wet thar th=r
1 5tk oS o], Ryu & Jang(2007)& g AES
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AR, 29, =9 G, 2%, 2 HA), #A O]
AlS, AR, “‘ 7R HiAD, Al EAR (GLEE Y] 24
715, BAIR, R 5, ddD] oAl 7R Y] e
A2, Newman(2007)& AJH|ABOES] Au|AFAo|Lg F
HEAE)9t 4 HHE (way—findings: 3%, Y, ¥
et} 22 Aol A TR} A 2 AW
Alo) AA)e] F 719 AR WHeal §lt), Kim &
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oAl 71 e aR UeaL Ql
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234 59 AN UJ%OMD%(Bltner 1992), E94
A= AlEolu Au|Ag] F4of digh AFtE2] Brtel o
tholl JFFe ulA WA 91| BESS o]Zoluirh(Kim &
Moon 2009), AYPATE AH|AFH| gk 9] 2l

Aol E2]3 891 T2 2o g3k uHotaL 2| &5t 9l
th(Bitner 1990, 1992; Wakefield & Blodgett 1999).
Rust & Oliver(1994)= Al&A 7+ Aju|AZZof tfgt ¢l
A7} YAl 22 =2 Au|AaQlo] gk a7t 9
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2 3 JAA7F A7 AH|AEA Q1] 1] ‘lh FFE A
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<Figure 1> The research model.
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<Table 1> The measurement and operationalization of variables Variables

Measurement type and

Variables :
number of item

Operationalization Reference

Likert-type 7-point

Perceived price .
p scale and 4 items

The degree of respondents’ perception of what the prices of
products or services of family restaurant represent

Oh (2003)

Likert-type 7-point

Servicescape .
p scale and 3 items

The degree of respondents’ perception of what tangibles of family Kim & Moon (2009),
restaurant represent

Bitner (1992)

Employee service Likert-type 7-point
quality scale and 4 items

The degree of respondents’ perception of how employee services Brady & Robertson
of family restaurant is evaluated (2001)

Food and beverage ~ Likert-type 7-point
quality scale and 3 items

The degree of respondents’ perception of how food & beverage
of family restaurant are evaluated

Raajpoot (2002)

Likert-type 7-point

Customer value .
scale and 3 items

service quality

The degree of respondents’ perception of how service quality of
family restaurant is, compared to their sacrifice to purchase the (2004)

Oh & Jeong
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<Table 2> General characteristics of the subjects Classification

Classification Frequency % Classification Frequency %
Gender Male 175 47.6 5,000-under 10,000 22 6.0
Female 193 52.4 P ) 10,000-under 15,000 95 25.8
- er capita
Married 268 72.8 expenditure 15,000-under 20,000 61 16.6
Marital Single 81 220 | (unit: won) 20,000-under 25,000 48 13.0
status Separated 8 2.2 25,000-under 30,000 48 13.0
Divorced 11 3.0 Over 30,000 94 25.6
Monday 30 8.2 High school graduate 66 17.9
Tuesday 57 15.5 Academic Technical college graduate 111 30.2
Wednesday 64 17.4 career University graduate 153 41.6
Day of visit Thursday 53 14.4 Opver attending graduate school 38 10.3
Friday 69 18.8 Office worker 39 10.6
Saturday 66 17.9 Self-employed 88 23.9
Sunday 29 7.8 Civil servant 39 10.6
0 12 3.3 T ¢ Housewife 85 23.1
1-2 50 13.6 oc Cﬁ%z g on Professor/teacher 9 2.4
Number of 3-4 73 19.8 Student 7 1.9
visit within 5-6 67 18.2 Professional 50 13.6
1 year 7-8 57 15.5 Sales/service 49 13.3
9-10 49 13.3 Others 2 .6
Over 11 60 16.3 Breakfast 7 1.9
Family meeting 95 25.8 | Time to eat Lunch 148 40.2
Business 80 21.7 Supper 213 57.9
Purpose of Private 41 11.1 Under 1,000,000 45 12.2
visit Lover accompanied 33 9.0 1,000,000-under 2,000,000 74 20.1
Friends/comrades accompanied 111 30.2 2,000,000-under 3,000,000 78 21.2
Others 8 2 3,000,000-under 4,000,000 50 13.6
Under 20 4 1.1 Monthly 4,000,000-under 5,000,000 32 8.7
20-24 23 6.3 in.come 5,000,000-under 6,000,000 39 10.6
25-29 36 9.8 (unit: won) 6,000,000-under 7,000,000 21 5.7
30-34 43 11.7 7,000,000-under 8,000,000 2 5
35-39 46 12.5 8,000,000-under 9,000,000 5 1.4
Age 40-44 82 22.3 9,000,000-under 10,000,000 7 1.9
45-49 75 20.4 10,000,000 over 15 4.1
50-54 39 10.6
55-59 18 4.9
Over 60 2 4
SR 4 B3 A el A SR AMAEY A, e LSS A i) AASE )
of F(+)2] ¥ v|Xth= Baker(1990) 59 A4+21= 2o F(-)e] Fk2 vlA= g2 A o= YERT o]t
ARARI, &, it gHA] QAAA A S T -FAL A Ak ARE 7o) JIAE aATER] ol F(-)9] @
A Aol oJste] T150] o8-St AR AH|2e] o 3= "X th= Chandon 5(2000) 59 A+43E A x|s}
S shzjo] EUIT UATRE FAUES AaELl o A g Ao yepge,
o 7 QAAE Y AR Lehd, olelat Azkz olF 2 214 TAFo] AT 4|
A, AAZ0] AAsh= 7HAE 150 At AlaRm L a7tAo] =eaE 50| QX|FH= IR 7} Wobx] A
FAo A9 kS v|A= A= yEhth ol & A=t AL UEiY F=of &, olest Aik= &_a]x}—o]
A A A 0] A ARREAC] (S of A As Al JAun AuAEY 5 OE 2el5o
B2 P Kin(2009) 59| FRAE AU, £ B 0 U CTabe 2ol R s 2
oot gHA] QA YPA DAEL T -FE e A4 AlEol 9 o] tiqt T4 JAIYPA Hat A7h= 20,000 A
ot 00 Y eH AR AT A8 7 b 25,000 Al ARHES, SEX0S AELao

A= AgrEdo] dis) w4 AL Sle Ao 3,000,00094°14 4,000,00091 Atelef glaz(shdo] e
LrER T 79 6,000,0009914] 8,000,000¢ 0.2 24E), 34
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<Table 3> Factor and reliability analyses

: Factor .. Variance Cronbach
Factor Competency variable omlings Eigenvalue b o
The food & beverage price of this family restaurant is low-priced. .982
Perceived The food & beverage price of this family restaurant’s services is not expensive. 916
erc;fi:we The food & beverage price of this family restaurant is fair-priced. 720 8.921  49.563% 916
price The food & beverage price of this family restaurant is economical. 719
The food & beverage price of this family restaurant is reasonable. .674
Employees of this family restaurant are always willing to help me. 913
Employe§ Employees of thfs famfly restaurant give me p.ersonal attention. .880 2415 13.416 905
service quality  Employees of this family restaurant give me high-quality services. 758
Employees of this family restaurant give me prompt attention. .607
This family restaurant’s employees have a neat and well-dressed appearance. ~ .893
Servicescape ~ This family restaurant’s physical facilities are visually attractive. .885 1.208 6.711 .881
This family restaurant had up-to-date facilities. 788
The food & beverage products (services) of this family restaurant are made 918
with workmanship. ’
Food & b'everage The quality level of food & beverage products (services) of this family 880 1121 6.228 868
quality restaurant is what [ want.
The food & beverage products (services) of this family restaurant are high- 867
quality. ’
This family restaurant offers value for money. 912
Customer value This family restaurant provides a good service for the price. .831 1.008 5.600 .881
Using this family restaurant is economical. 568
<Table 4> Confirmatory factor analysis
Completely C i«
Factor Competency variable standardized  tvalue O PoC AVE
. reliability
solution
The food & beverage price of this family restaurant is fair-priced. .823 18.983
Perceived The food & beverage price of this family restaurant’s services is not expensive. 822 18.939
eri?ve The food & beverage price of this family restaurant is low-priced. .840 19.593 917 .689
price The food & beverage price of this family restaurant is economical. .802 18.249
The food & beverage price of this family restaurant is reasonable. .862 20.406
This family restaurant’s employees have a neat and well-dressed appearance. 789 17.540
Servicescape This family restaurant’s physical facilities are visually attractive. .895 21.240 .884 718
This family restaurant had up-to-date facilities. .855 19.804
I Employees of this family restaurant give me personal attention. 785 17.622
Employee Employees of this family restaurant are always willing to help me. .850 19.883
service  p £ this famil . hieh-quali . 366 204 905 704
wality mployees of this family restaurant give me high-quality services. . 477
1 Employees of this family restaurant give me prompt attention. .853 19.985
The food & beverage products (services) of this family restaurant are made
. ; 798 17.411
Food &  with workmanship.
beverage  The quality level of food & beverage products (services) of this family 789 17.125 .826 614
quality  restaurant is what I want. ‘ :
The food & beverage products (services) of this family restaurant are high-quality. 762 16.300
C This family restaurant provides a good service for the price. .822 18.024
us;)mer This family restaurant offers value for money. .894 20.197 .871 .692
vatue Using this family restaurant is economical. 776 16.728
x’=332.881,df=125, p=.0, GFI=.908, AGFI=.875, RMR=.084, RMSEA=.0673, NFI=.929, CFI= .952
SAIAE 120l Bt 19]-1.59] o] gsh= o= FA5} YA, 1Z450] QAsh= AR|&A 02 T150] IAIS
of & wj ARE 7o) 74| A AA A A] FRAIEA] © AR AHIAEL ] A (+)9] I AE AeE Y
e = o wEkA 2E0] IAskE AeR7H0l & Bl ol2fRt B4 Adke &4 SA7E AlEoly AfH|
oHICka, R4 o] Qs DA S S o] A S AR Bl ad A ol

s kg S Sk,

A HEg-S o] FoHith= Kim & Moon(2009) 52| A+
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<Table 5> Hypotheses testing

Path Hypo.
Hypo. et coefficient Qe testin}épresult
H1 Perceived price - Employee service quality 513 10.328*** Accept
H2 Perceived price F— ood & Beverage quality .564 9.664*** Accept
H3 Perceived price — Customer value -.120 -.647 Reject
H4 Servicescape — Employee service quality 424 8.023*** Accept
H5 Servicescape — Food & Beverage quality 223 3.781%** Accept
Ho6 Servicescape — Customer value .208 1.405 Reject
H7 Employee service quality — Customer value -.160 -.808 Reject
H8 Food & Beverage quality — Customer value .308 1.664 Reject
Indirect effect
Perceived price = Customer value .092 .597 None
Servicescape .308 1.664 None

%*=333.806, df=126, p=.0, GFI=.908, AGFI=.875, RMR=.0841, RMSEA=.0670, NFI=.929, CFI= .952

**p<.001
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