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Abstract

This study focuses on testing the validity of dimensions of restaurants’ menu prices. In addition, the effect of demographic

variables on the perception of each price dimension was investigated. The subjects were people living in the capital region

who have, at least on occasion, gone to family restaurants. The data were collected by self-administered questionnaires and
analyzed by factor analysis, reliability analysis, confirmatory factor analysis, and the ANOVA t-test. The results were that
consumers’ perception of restaurant menu prices is not uni-dimensional, but has six dimensions: price-price schema, price-

quality schema, value consciousness, low price proneness, price mavenism, sales proneness. Demographic variables

partially affect the consumers’ perception of each menu price dimension. The result of the t-test examining dimensions of

price according to the demographic characteristic was that females have a higher sales proneness than males. The t-test

result according to marriage indicated that married people were higher in price-price schema and quality proneness than
unmarrieds. ANOVA according to age indicated that people between ages of 20 to 29 have a higher quality proneness than

those of other ages.
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<Table 1> Demographic characteristics of the subjects (n=189)

Characteristics N (%) Characteristics N (%)
Male 87 46.3 Hich school 38 20.5

Gender Female 101 53.7 87 5o
- Education College 41 22.2

) Single 58 30.7

Married Married 131 69.3 University 106 57.3
20-29 38 20.2 1,000,000 or less 38 20.2
A 30-39 61 32.4 I 2,000,000-~3,000,000 61 32.4
8¢ 40-49 62 33.0 neome 3,000,001 -4,000,000 62 33.0
50~ 27 14.4 4,000,001 or more 27 14.4

The proportion (%) is valid percentage.
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<Table 2> Exploratory factor analysis & reliability analysis

Cumulative
Factor Cronbach’s

Eigen o .
Himser loading value (%) desc(gl/op)tlon alpha
p> Buy a decent considering the expensive menu 0.803
Price pride p6  Buy an expensive awareness employees Menus 0.885
schema p7 Become the best're about to eat an expensive menu. 0.821 3.794 18.971 18.971 0.855
p8 Buy a cheap menu, the shame 0.836
pl  The price of quality indicators 0.654
Price-quality ~ p2 Ina good enough reason for the expensive price 0.815
schema p3  The more expensive high-quality 0.827 3.229 16.145 35.116 0.818
p4  The trust purchased an expensive menu 0.832
p9  Select Menu Price Comparison 0.630
Value pl0 Worth of the price 0.850
conscious pll The value of orders the menu 0.820 2.663 13.317 48.433 0.782
p12 Quality, reasonable price compared to selected 0.742
L ) p13  Select of low price 0.773
F;;Eé;: pl4 Found cheap place at selected restaurants 0.839 2.197 10.987 59.420 0.727
P pl7 Select 9900 than 10,000 0.679
Pri p18 In a regular restaurant you know the price 0.876
fice pl9 Know the restaurant's affordable menu available 0.892 1.424 7.121 66.542 0.878
mavenism : .
p20 Exactly the price of a variety of menu 0.907
Sale pl5 Discounts available for menu selection 0.879
proneness  pl6  Select a restaurant discount coupons or membership discounts 0.871 1.008 5.040 71.582 0.867
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<Table 3> Confirmatory factor analysis

Factor Variable Estimate S.E. Standard estimate t (C.R) cr AVE?
p5 1.000 0.753
Price-pride p6 1.031 0.095 0.846 10.895*
schema p7 1.003 0.104 0.733 9.625* 0856 0598
p8 0.957 0.096 0.756 9.920*
pl 1.000 0.513
Price-quality p2 1.513 0.208 0.717 7.270*
schema p3 1.578 0.247 0.804 6.379* 0-802 0510
p4 1.648 0.259 0.786 6.358*
p9 1.000 0.546
Value p10 1.187 0.184 0.714 6.460*
conscious pll 1.248 0.187 0.786 6.669* 0.770 0459
pl2 0.905 0.147 0.642 6.153*
Lowor pl3 1.000 0.811
rs;gég‘; pl4 1.088 0.124 0.799 8.796* 0.757 0.519
p p18 0.787 0.123 0512 6.384*
N p19 1.000 0.821
. “r"f . p20 1.023 0.080 0.878 12.850* 0.878 0.707
Avers p21 0.937 0.076 0.822 12.306*
Sale p16 1.000 0.883
proneness pl7 1.024 0.112 0.867 9.157* 0867 0766

x*=217.068, df=153, p=0.001, RMR=0.139, RMSEA=0.047
GFI=0.902, AGFI=0.865, NFI=0.873, CFI=0.958

*p<0.01
YConstruct reliability=(sum of the standard load)*/{(Sum of the standard load)*+Measurement error of the sum)}
JAVE=(sum of the square of the standard load)/{(sum of the square of the standard load)+Measurement error of the sum)}

<Table 4> ANOVA analysis based on demographic

Price-pride Price-quality Value Low price Price Sale
schema schema consciousness proneness mavenism proneness

average F/t average F/t average F/t average F/t average F/t average F/t

Male 227 3.83 5.08 331 2.86 428 -
Gender Female 216 0.54 3.97 -0.68 5.06 0.11 3.54 -1.15 314 -1.31 498 -2.64
. married 247 409 531 L 339 3.32 469
Marriage harried 208 1O 355 208 4og 2027 550 87 595 153 4gp 92
20-29 2.46 417 5.53b 3.66 3.50b 5.00
30-39 228 3.79 4.85a . 3.50 3.10b L 482
Age 40-49 195 190 397 089 gge 294 5ug 044 3gg0 3567 499 075
50- 221 404 497a 331 232 448
High school 1.94 4.27 5.00 3.69 2.92 4.86
Education College 241 146 376 204 514 014 356 080 318 002 485 034
University 2.21 3.93 5.07 3.41 3.12 4.80
1,000,000 or less 2,08 3.98 5.8 3.57 3.16 482
3,000,000 or less 2,40 400 493 351 2.97 490
Income 00000 orless 220 020 407 022 503 192 3y 015 g, 014 45y LIS
4,000,000 or more  2.15 3.85 4.77 3.42 3.14 5.01
*p<0.05, **p<0.01
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