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The Effects of the Food Service Event Users’ Perceived Risk
on Attitude and Behavior

Yeon Sung, Yeon—Jung Leel

Dept. of Food Service & Culinary, Kyongju University'

Abstract

This study aims to clear the relation between perceived risk and user's attitude and behavior toward a food
service event. To accomplish this, theoretical reviews and empirical analysis were jointly carried out. For the
empirical analysis, a survey was conducted from April 3 to April 6, and total 291 copies of the questionnaire
were used for the statistical analysis, SPSS 15.0 and LISREL 8.30. The results of the test of the hypotheses
can be summarized as follows: First, the analysis shows that there is significant difference between the
perceived risk and attitude of a food service event user. The perceived risk of food service event users causes
effect that is contradictory in attitude. As users’ perceived risk is less, attitude improved. Second, the analysis
of the relationship between user‘s attitude and behavior intention showed that user‘s attitude affected behavior
intention. Therefore, under these circumstances, there should be more concem in solving perceived risk among
food service event users and a special program for promoting satisfaction with an event. And food service
event director should make more efforts in nutritive value, organic food, time saving, etc.

Key words: perceived risk, attitude, behavior.

A PRz AAE S EsHA HJATHLim YH -
Na MI 2008; Lim BY 1996). L&j1} =€) 3+73
o] wisle}l 9J2kqle] B de] #Al T slAs)
of & HA|E0] Al Ao R W=l )

2

q : o]AA, 018-202-0681, yeonjung@kju.ac.kr, HE HFA

upba] @ 4hkde] ofef gk Wiel ] 27 Wl
2 Ho 2E2AQ1 FA4 si2S g oA A
I AR 1S fg A7 FeAdo] A|HL
Atk (AhEF=A AT ol w= 2 20083
59 AR A= 23 HJ e 497070= 2005
59 71F 4,55770 BT} 9.1%7} S71Ech b
215 PaE= 20053 5€ 5991700114 200813 5Y
5594702 6.6%7t 7HAash Ao = UEldth
wEbA A FgAlE vHAE Mg o= A
vl a2 B3 t3] 5 Tt oHIES A

Sta glom AHIAR|A A A o]T wo xukat

JUn=?

~

| 5E% 420A s 94 xe)



2 =z 8ks|A] Al 163 A 33(2010)

ADA S EE A FAE oA AY A
ofoldlo g Aelstar glo] AgARA] AA] o] %
Z}=E o[WIETL 4009 7ol o]2& 5 FAl SOt
Tk o]2igh o[HlE &3} A= oln] WF 9 ©
g A LoRR v ot oA Rljlel M E ghis]
Rgsle] @1 glom o]e} gt A7 (Park JH -
Jin YH 2004; Yoon SY 2002; Woo KS - Lee CH
2001; Kim JK 2001; Kang YG 2000; Koo KW
2000; Kim HJ 1999; Kim SH - Ko HS 1999; Park
WY 1998) gt ghibs] o] Fojx]aL gt o]t
7hed H2 AAA DA S FAHSE A9 9
2ls FAZ 3 hFS ol ETL st A|aL 9}

3 912 oPiES] AFE s Fel nAFe &

o=
T TS AAE F de oHE F2 tig ¢
Aol ot gopx|A oj23itt. Jydl = E-sfar
] A Al WAL v 2315 F
Z1Eohs o] SRt A =Fo] 8ol3 43
7 olES} Farel] AFstal e Zo] dAol

THON SJ - Lee JH 2007; Lee SK - Han JH 2005).
5 2] 914 o[HlE J7h Aol Fa3
TP A 4L 94 oES o] 5w
A2} 717 Aol the sl s S48 5
A3 o8 Fo A2 i3] Hlws} Yo B
AL 7 4ZAHQ oE Ul Fad

=
98¢ su Ak

I AA 7HA 7ke] zpolof Azt TRA|= A v
ol Ajol§ ool F FIFS vAE A
Helo|gh= A S 413 -5 (Chandrashekaran
R 2001; Morritt R 1999; Chang TZ & Wildt AR
1994; Dodds W & Monroe K 1985)9] 232 5
3 2 & o] o]H 3 Y& B Aol A&
& B3z} s},

el B AF e 224 oHIE o] 8x52]
A2te 919 2 H=e} FF 7He] J3F wAE W
& 174 AFAQ 92 oWIE wiAR Y] Mt &
E 9 a4 71A] AnE g8 4
[e]

S ek ANS A Bk B A7

fr mo g
o oy f

oo

4 o MIES Pgshe FAL A Bage 2E
94 olWlET} Ae] Q142 whgste] 7 2
S Qe B A Fed B2 T 9
SME FAs} Aol w9 AAE A7aal
HO} Ee APFEES o Fo] ted] AU £
AL ATY 5 9o B

1. X2 =1 g n &%

A Z}E 93 (Perceived risk) A8} ool A
oo MdoZ AHRTL oAt A A
of sl FdetA St & o 9lom, o]y
Sk o 2] g Ay Foll A uhAEkA] ek A
= Hgolgtar sta, oju A 7d 93-S AuH
oAU &Sl AFH FHEE Ao F, 4H|
AR FHE R Azbekal e 1ol thsiARt
3okl ®Wokth A7 AP AkE Ak &
83 FofEA Tl AR thek ool e g
T BEFES FAHOE AT gtk A7HE 9
AL 7o AA T Bl =o| ik 1172 179
R 250 =rle HFEE ek, o 2
Aol oA 149 A= 5] A7tE AF
of oJsle B2 TS A Hh(Pires G et al
2004; Dowling GR & Staelin RA 1994).

Stone RN & Gornhaug K(1993)9} Laroche M
51(2004)2 31749 FYFo] el thF A< ]
7 Xeted olefdt Aule SAA8s A

1 =
F gt T2, ol F BuES WS Wk
I 3

ZIth(Pires G et al 2004). T3t Assael H(2004)2}
Zeithaml VA 5(2006)2 AH] 9] £33} o]
A, BAY, 7 59 EAHoE Qlste] Azte



94 oHlE o] §AEe] A4 HEF HE - FF 3t IF WA A+

9@o] waBTT S,

2. Bi= JHgnt =8

T AT F dEAA A T = e
85-0] E(theory of reasoned action)2 &
ge]4 PFol&e HA 212 A w5 ¢
g ZojojA ALlo] o] & Thsg RS A|AA L
2 o]&dtt= A Y A13H Fs2 A
219] o)A FA| st k= HolthSeo SY -
Lee YJ 2008). o123t 7} slollA F ==
&5 thek =9 F82 HY o), H

= 6§EX4 /\]Ld_g] t;ﬂ-/* 7‘:’,}-7(4 :H'Hﬁ]‘% lﬂ—%-l@l

X0,
T

—

A G Y o A A, B, 7
Fjol HYY 5 Uee AFHOT nof

HE 5
i Utk

ol2fgt Bjol| thafjA] g EoflM e A8-H
A7t EEstA o] FoJA| AL QIt}. Lankford SV &
Howard DR(1994) #Hg2] J ol gt gl= &
TE A3 Uysal M & Jurowski C(1994)=
P B4 B HE SHS AASHATh

Akis S 5(1996)2 #F 7ol lojA] F=H1]

TE dATsid=t, 714 BEE AAAR]
Oé]f%’ ALz A ) Oﬂtﬂ: I AHA gk =How L
slo] 2215199tk Kwon YHS} Sohn DH (2004)
=ujol] digk 778 W 9 HI=E F4loE &
BEAA] o]u|2] Aol tigt ATE 313, Yang
1Y(2000)2 #3372 =7} 71 #33 a5 7]
A Gl A3 AFE AL

Ir A

3 ds /gt 5F

Holbrook MB & Batra R(1987), Gardner MP
(1985)= 742 “affect’ (Y F A= FHAF o] &
&3 394 mE FY, 244 =7o] 4
e Ak e
19 A Qe ol A7k Uwe] FAEE O
A 22kl Fo(Machleit K et al 2000). Lee
TH(2003)& 1t} AR A s A-sh= shat
52 AZ t2 FF(behaviors)ol tsl] Z7] tf

6o
o
o °
-
i
o
Ko
o
o
rlo
|

(98]

£ le] EAskaL vkar Fggith 1] ste]
At AlElshE ool A BEAAELS HES F
Hog Ad 7 =
S o =3 i?,%%
o] 231 AtKLim YJ 5 2006; Song KS 2009).
EEIbts ﬁﬁ%oﬂﬁi—t— o 74A] A9 bijksS Hl
a g PrHE A APl e AE FEd v S0
71 wholl == igtell digh i lF o=

o]Ao] HHEL o

]o
2
ol
(R (B <
iy
it
o

=4 sg

(purchase intention)E 7}X|3L
A7ull o] =(repurchase intention)Z ©]o]X|=H|
ol gk Ajgtul SJEo] thito] Anl=Y wie A
olgox L YT oxg RIY 5 g 3}
At wEbA AERke] ) 3 dE-2 vkl o
g vl B G A AA AFY 7Y Al &
H|2} 24218 7te} A Esks o wet A4
2HA AlE Qo] gt 7|HE S1A Aot AlF
S st} ARESE & AH|RP) A 7Sk AlF
Akl AFA 7|eke] Jpols wiE To B
© 2 Yehal v v W] 3Ug oA A
Aol 3AA FaFs vH Wk opgl 7o 9
sto] BRI | AL A ® TAHA TS
H| XA kol ok

4. Mgk 017

ol ol B7 AT Hol A o) 3
Foll YL vlAE 250l i) B =7
o] o]}

A ek b o R AFS sk
BE

&5 (risk-taking activity)ol|x]2] o] P52 A7
2?1 8%, A= 44010]1/} AP B= 594 &
o SITHBarbara L et al 1993).

e
2
r&
—LI
kﬂ
l_‘

oA7|A A7t APe BEEAAE Feve o
221 AE)d @ g sl A4 it AF
o 93-S F1(Cheron EJ & Ritchie RB 1982),
B AFAEH AFES THLEY AUl
A3 HEe} BFS oAGA NAAE AU
of st 2HS 7 Utk 1 olfr= TP
o] 17 Rk ARl 220] A Ao
kS w| x| 7] wjFo]tHOReilly CI et al 1991



Schmit MJ & Allscheid SP 1995; Hallowell R et
al 1996; Lalopa J 1997; Testa M et al 1998).
A2t §13e] 3 B B A% Sl Pl o
ko]l T3 ATES AR, Bitner MJ(1992)=
19 AFtellA] AEZ A o)z g A 7o)
a4 ol FFS PIAA Foar A sk
At} 53], Aol F7F MRl F2 Hrke] &
23k @xqlo] JFHUL, FAvjde] L 211

Fol Fd ol TS v Bk ot &
& e AFel e F2 Bkl ﬁol,ﬂ_ﬁ‘r
= AL g thMazursky D & Jacoby J 1986;

l

1. o7 2Yo| A

B A7) 7 Q152 SollA] nEs 7 Ak
=9 i a9l Q0155 R e st 74
Holom, 7 31e) #Al= Y
o7 FAsAr A ATtelA
£ 71 IS ZAZE Fig. D3}
Fe st o5 454 4

o
Bzt g

2. 17 JhMel MET UZ Y
9 e BIFUYS FPekE B Hely

‘ money payment

‘ No connection food |

‘ bad realization

‘ contradictory

‘ time waste

|
|
|
‘ food are not |
|
|
|

‘ opportunity loss

=z 8ks|A] Al 163 A 33(2010)

Aoz JR1e Az} AL AR FEFs F
™(Cheron EJ & Ritchie RB 1982), ©|of| 2] A3}
oS3 2ol 7Md 18 ATk

Hl. £]2]) oJlES] 27} $9-&
A F&Fe vAA 2 Aotk

B34} Tl oAb AR A92A A7t
1ol 2] n YA AQuls FA) 5
421 840l o B4 27, Joka wus

=
et

=
1ol gk o= AL ,/]U]?ﬂ-lﬂ(Pﬂes
ATE IR St 7HE 28

E A7 98e AFH g

A o] 1A WE} Aul2 28] BG4
o &S w|x]7] wjEo]tO’Reilly CI et al 1991;
Schmit MJ & Allscheid SP 1995; Hallowell R et
al 1996; Lalopa J 1997; Testa M et al 1998)°] 2]
Aste] 74 35 AASHAT

| see various

s | recognize stream

| good judgment

h | reasonable price

| help in Food

| revisit

; | recommendation

Behavior

o | re-purchase

| story or news

<Fig. 1> Research model.



914 oMIE o §AES] A2t AP BE - AF 19 FF WA AT 5

e

3. BlEE 5ol 2AA G vAA 2 = A
Ao}, B 2AelNE Waksla Aeke 242 98l o

— pul

H] ZARS AAIEITE o8] ZARE 2008 59
2 A7 T38FQ 1738 T3 =29 A 9YFE B9 59 1197HA] A EARE 2008 (7
AT 2 M-S ASS] fsl FA s7IA F ) 94 oMIEC A TR} dB] AR Z
SPSS Windows 15.02 AME3t] RIERA T 7|& AR AASHAAL 23} A% A B2 ‘Gyeongbuk
EAGENS B 7t FEEE SHAES] dul Food Expo 2008’ (AAEL A3F) Td 11¥€9)
2l X5 Hofstal AlF|Eet BfdAS st AAEiRen 2 HES 2009 XA A5
7] Y&l AFeRBA T QRS AAEIYETE = Al Ao E o] 9]2] oWEE 0|83t ke
3l FEAMZE M (covariance structure analysis) | © LSS OIFOR ST FALE AAEINH
€1 LISREL(liner structural relations)s 83t  HiZ® HEA= WAL 192~2Y 2t 25057
AES He] BS ASsh] A 1A & w2 HoeH 24557} S HA o SR E
AEAT 74 NS 11 HdsdAE glske AT 2655 A Qlgh 219571 40l ARRH S
S A AT =3
oAH] ZARE Fal ¢ A5E A% 29
3. AL A Fdo] gt 73 T FAHES 74 - Bebe}

B A7 2 SRR AR ZIdet a1 2ak AEA Aejste] E 2ALE AAlEth
= A1 7198 ARA S ol gSkdlth & 2AF 2APIREE 2009 49 3UHH
o] AEA AL AW AFE WO E Assael A 2009 WA FASADP
H (2004)9} Zeithaml VA 5(2006)-2 AMul2~e] B dlal o=
BT o] 2A, A, 7hAA To SHew 1 THRES Wder AEAE M

sle] A2 AFol WPk o Al T 2ALZ ANk

25 AR ShA] Zfol & A8, Muls o] TP FELE 1A} 729 FE] m} FE6}
LA ot whEskA] X9k A% Fdol vis) A glout, miwe] A SRE S8l hEA @
Hl& o] W, BaA AlEA] e 54 A A o] vlest AR 5 ]l A S4e 1
Bl FELS FAG A 4 BAE A EEilar ARMEE AAIeHAT

bl 7hs3e] e, B8R SR AE T

<)) oJWlE 27t 913 783, Akis S 5(1996)°] V. 718 A4S 2 Zuio| 54
=S BAZR] 9 AR 9%, 84

FF SRoE TRl 2149 vkl A 1. Xp=Ee| 2l SA 5 24

&go] 7ks, 9129 BFel T2 14, T2 9 B Al SEe 229 A7 $AH 54

=
& 9] 58 HADE 714 5 HE 553, Lee  AHEW (Table )3} 2t}
JH(2003)2] Z&H]#} YFolA o7 7} o A B E IR} 1249(55.9%), A7} 98
=S HW ¥ HIE A AMHE, 2, AT H(@4.1%)0E FAEeH, dHEgEEE 40~
7S %5 473G oz AP o, 7] 49A1E 12578(56.3%), AE oRE ATo] 1919
54 Heg 2ok 2Eal AF BAE  (86%), SFEEEE thEo] 1117(50.0%), J4E
doge AW, A, 89, 4% o, FY, € Ee FHIF6198(27.4%), € U2 300~4007F
5 5 6oz Ao F 217 g o] 949(14.0%) .2 7 Be EXE Eoh

o >



=z 8ks|A] Al 163 A 33(2010)

{Table 1> General characteristics of the subjects

(n=222)
Division Fre-  Percent
quency (%)
Gender Male 124 559
Female 98 44.1
Less than 20' 7 32
20~29's 26 11.7
Age 30~39's 11 5.0
40~49's 125 56.3
50 more than 53 239
Marital  Married 191 86
status Unmarried 31 14
Below hi school
graduation . 18 8.1
Junior college graduation 60 27.0
Education jpiversity students 14 6.3
University graduation 111 50.0
Graduate school graduation 19 8.6
Professional 33 14.8
Office worker 31 13.9
Management/executive 18 8.1
Tob Clerical/sales 49 22.0
Housewife 61 274
Graduate student 5 22
Self-employed/owner 22 9.9
Others 3 1.3
Less than W 1 million 59 26.6
1~W 2 million 18 8.1
Income 2~W 3 million 31 14.0
(monthly) 3~ 4 million 94 423
4~W 5 million 14 6.3
More than W 5 million 6 2.7
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EEEEOERE R RO ERE R
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{Table 2> Factor analysis and reliability analysis of perceived risk, attitude and behavior

Variance Cron-

Factor Ei
Factor Variable ac.or 1een explained bach’s
loading values
% a
Money paid for other unnecessary purposes 0.856
Dishes not served 0.834
Bad feelings which arose due to inconsistent services 0.785
Perceived ..
risk Low nutritional values and naturalness of food 0.776 4815 59.8  0.886
Uneasiness about results opposite to feeling of happiness or comfort 0.752
Fear of the possibility of time-wasting 0.721
Deprived opportunities of eating out due to unnecessary payment 0.674
I can see the various types of eating out. 0.890
I can see eating out trends. 0.678
Attitude It can be a good opportunity of predicting the change of eating out trends. 0.674 2.395 4790 0.716
I'm satisfied with reasonable prices. 0.667
It is judged as helpful to the growth of the foodservice industry. 0.604
Repurchase 0.751
Intimacy 0.733
Behavior 1.863 46.58  0.611
Recommendation 0.667
Revisit 0.564
{Table 3> Result of the confirmatory factor analysis
Cron-  Model
. Path t-
Factor Variable . bach’s  goodness
loading value
a -of-fit
Money paid for other unnecessary purposes 0.61 947
Dishes not served 0.64 10.20 2°=48.77
Bad feelings which arose due to inconsistent services 0.81 13.96 p=0.00
Perceived |\ nutritional values and naturalness of food 085 1517 0886 O 09
nutrition; nd naturaln . . .
risk ow nutritional values and naturalness of foo AGFI=0.88
Uneasiness about results opposite to feeling of happiness or comfort 0.68 10.86 NFI=0.94
Fear of the possibility of time-wasting 0.73 1198 RMR=0.044
Deprived opportunities of eating out due to unnecessary payment 0.73 1201
I can see the various types of eating out. 0.79 11.65
I can see eating out trends. 057  8.08
Attitude Tt can be a good opportunity of predicting the change of eating out trends. 0.56  7.87 0.716 7°=48.83
I'm satisfied with reasonable prices. 058 826 p=0.004
GFI=0.95
It is judged as helpful to the growth of the foodservice industry. 049  6.80
AGFI=0.92
Repurchase 039 4.82 NFI=0.86
Intimac 052 642 RMR=
Behavior 4 o6l 0.056
Recommendation 0.66 797
Revisit 0.60 737
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{Table 4> Conelation analysis between perceived risk, attitude and behavior

Factor Average SD Perceived risk Attitude Behavior
Perceived risk 2.383 0.967 1
Attitude 3.496 0.942 0.095 1
Behavior 3.529 0.780 0.085 0.285%* 1

**p<0.01 in level person correlations.

{Table 5> Result of the confirmatory factor analysis

Path Cron-  Model
Factor Variable . t  bach’s goodness
loading
@ -of-fit
Money paid for other unnecessary purposes 0.73 11.56
Dishes not served Exclusion 2°=7.90
Bad feelings which arose due to inconsistent services Exclusion p=0.019
Percelved | W nutritional values and naturalness of food 078 1252 088 O 098
risk ow nutritional values and naturalness of foo: . . . AGFI=0.91
Uneasiness about results opposite to feeling of happiness or comfort Exclusion NFI=0.98
Fear of the possibility of time-wasting 0.74 11.59 RMR=0.027
Deprived opportunities of eating out due to unnecessary payment 0.71 11.08

3. Q7 JHde| AZ 3 Z1e| aiA 2 AP Fhe) F27} §lom, RMSRE 0.041
B A7 w3o] LISRELY <3+ HHgt 2y = A ZdlS Yehf 3, NNFIE 1012 Y
A% A= Fig. 2>} 20| GFI 098, AGFI 096  El} 09Kt o, T3l GFI7} 0.9 oo =

o] See various lacl

Recognize stream - £2

Attitude
ni

Good judgment <-g3
& 1 = Money payment

Reasonable price $-g4

& 2-»| Food are not

Help in Food +-c5

8 3= Time waste Revisit 1-26

Recommendation4-g7

& 4—o Opportunity loss

Behavior
n2

Re-purchase +-£8

(5.14) Storyornews g9

77=25.61(df=32, P=0.78) GFI=0.98, AGFI=0.96, RMSR=0.041, PGFI=0.57,
NNFI=1.01, PNFI=0.68, CFI=1.00, IFI=1.01, RFI=0.93 CN=427.82

<Fig. 2> Estimation of study model.
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