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Relationships between Customer Value and Performance:
Focusing on Family Restaurant Websites*

Se Hun Lim™**

m Abstract =

Currently, improved quality of life has facilitated consumers’ indulgence in a diverse range of cultural cuisines.
Consequently, the evolvement of the food service industry has been developing itself according to the diversified needs
of the consumers. In particular, a great amount of interest has been expressed in a new form of food service known
as family restaurants. Family restaurant service providers have begun to provide information regarding family
restaurant usage, including various foods and services, through their websites in order to vield better service to
consumers. For family restaurant service providers, comprehending the consumers’ purpose of using the company's
websites is a crucial managerial issue and it plays an important role in the development of good marketing strategies.
There exists a distinction in websites usage purposes according to the different values of consumers; the hedonic
value and the utilitarian value. When consumers gain satisfaction through family restaurant websites usage, this
satisfaction extends to word of mouth communication effect. In order to develop good Internet marketing strategies,
this study is prepared to assist family restaurant service providers understand the relationships among customer value,
usage purpose, customer satisfaction, and word of mouth communication with regards to the family restaurant
websites. The results of this study provide useful implications to understand consumer behavior and to develop
marketing strategies in a family restaurant websites.
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1. Introduction

The employment of the Internet has strength—
ened the competitiveness of companies. Compa-—
nies provide information and convenient trans-
actions to consumers through the Internet while
attaining efficiency in their management. Nowa—
days, some companies employ the Internet to
provide adequate services, which is a prerequi—
site for the optimal shopping of their customers.
Especially as food service providers, family res—
taurants must also deliver services and informa-
tion, so the convenience of transactions for con—
sumers is enhanced by the establishment of on-
line websites [14, 19, 24, 26, 27].

Consumers pursue hedonic and utilitarian val—-
ues through online shopping. Utilitarian value fo-
cuses on the practical interest that consumers
gain by exploring information through the Inter-
net [1, 21, 30]. For example, when consumers ac—
cess the websites of family restaurants, they can
gain information such as the restaurant’s phone
number, its hours of operation, its atmosphere,
and placement [24]. On the other hand, the he-
donic value refers to the pleasure and attraction
that consumers experience by using the Internet
[1, 30]. For example, consumers feel pleasure and
attraction when accessing images and videos of
the delicious foods displayed on family restau-
rant websites. Therefore, website usage by con—
sumers eventually affects their actual intention
to purchase [17].

Generally speaking, consumers with a hedonic
value-those who put more weight on fun and
interest than consumers with a utilitarian value—
have weaker intentions to purchase products or
services [1]. However, consumers who pursue a

utilitarian value focus on enhancing shopping ef-

ficiency in various ways by utilizing information,
purchasing products, and making reservations
through the Internet [16, 30]. After purchasing
products or services, consumers perceive a sense
of satisfaction or dissatisfaction. There exists a
difference in satisfaction according to the value
of their shopping experience. As with the case
of family restaurant websites, consumers feel
satisfaction when their answers are adequately
answered by the information and services pro-
vided on the Internet. The consumer’s satisfac-
tion towards service usage significantly influen-
ces word-of-mouth communication offline [3],
and also creates online marketing outcomes thro-
ugh word-of-mouth communication [10, 11, 31].
Currently, applying information technology to
family restaurant businesses plays an important
role in the task of innovation and service provi—
sion [29]. Family restaurant websites are often
used as an important tool in supporting man-
agement and transaction [14, 19, 24]. Currently,
although many family restaurants operate their
own websites, the usage level of these websites
is weak, and there are minimal efforts to im-
prove consumer satisfaction by providing di-
verse information. There is also an absence of a
systematic approach to facilitate family restau-
rant websites. Therefore, studies on Systemati—
cally applying marketing strategies through web—
sites are in great need for family restaurants.
Therefore, this study intends to examine how
the consumer values that consumers adopt when
using family restaurant websites influence infor—
mational use, satisfaction, and word-of-mouth
communication. This study conducted a survey
on a group of individuals who frequently wvisit
family restaurants. Through the partial least sq—
uares (PLS) approach (which is a structural eq—



uation model), I analyzed mutual cause and ef-
fect relationships to provide strategic indications
for family restaurant service providers to estab-

lish marketing strategies.

2. Theoretical Background

2.1 Family Restaurant Research Outline

As the interest towards well-being has in-
creased, consumers have begun to seek pleasure
through their dietary choices. Consequently, the
food service business has grown to meet this
new need for a diverse food culture. Family res-
taurants are one of the new business areas that
are popular with consumers. While family res-
taurants can be defined in many ways, Nam-—
gung et al. [26] defined a family restaurants as
“a restaurant in which diverse menus and high

quality table services are provided in a comfort-
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able and bright atmosphere, especially intended
for family member and customers aged 20~30"
As the family restaurant business continues to
grow, service providers continue to compete in
providing even more satisfactory services to con—
sumers [29].

One of the marketing efforts aimed at con-
sumers is the operation of family restaurant web-
sites. The operation of family restaurant websites
acts as a consumer-oriented marketing tool for
family restaurant service providers, consequently
creating a competitive advantage [14, 19, 22, 24I.
Because of a perception about the importance of
strategies about websites, many studies showed
in the <Table 1> [15, 18, 23, 25, 26, 33].

A domestic example of the marketing perfor—
mance of implementing family restaurant web-
sites is the example of T. G. L. Friday’s. In April
1996, T. G. I Friday’s provided diverse usage in—

formation on their website while also advertising

{Table 1> Prior Research

Researchers Title Key Factors
Jung and The effects of nonverbal communication of employees in the family |° satisfaction
Yooi 18] restaurant upon customers’ emotional responses and customer o emotional responses
satisfaction ° communication
Lee and . . . o Internet marketi
Kim ?;3] A study of Internet marketing for family restaurant in Korea . \;lebsi tes 18,
Nam and A Study on the difference selection attributes in family restaurant |° family restaurant
Park [25] brands > brand
. . . o family restaurant
Namkung A grounded theory approach to understanding web-site experiences y
o websites
et al. [27] of restaurant customers
o customer value
o family restaurant
A Study on Internet advertisement effects of attitudes toward the |° websites
Park [33] . . .
website, brand, purchase intention o brand
o Internet advertisement
. . ° tal t
Structural effects of cognitive and affective responses to web res ur'an S
Hwang . . . o advertisements
advertisements, website and brand attitudes, and purchase .
et al. [15] ) o .. o websites
intentions : The case of casual-dining restaurants
° response
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the family restaurant [20]. Since then, family re-
staurants such as Sizzler, Outback Steak, and
Bennigan’'s have enhanced their advertisements
and services through their websites.

This study holds the conviction that website
operation is a crucial management strategy for
family restaurant service providers in terms of
creating a competitive advantage. Therefore, this
research will focus on consumer usage and sat—

isfaction while using family restaurant websites.

2.2 Research Hypothesis

As the Internet proliferates, an important issue
regarding the usage purposes of websites for
studies about e-commerce is the concept of he-
donic value and utilitarian value [32]. Ever since
the importance of these ideas was suggested in
prior research [6], diverse studies on the consum-
er value of shopping purposes were conducted
not only offline, but also online [1, 21, 30]. Con-
sumers act differently according to utilitarian
value or hedonic value of e-shopping websites.

In terms of utilitarian value, consumers explore
information to enhance satisfaction, thereby pur-
chasing goods and services of better quality and
lower price. Therefore, the utilitarian value of
the consumer is related to the exploration of in—
formation intended for purchase and the actual
purchase of services. Therefore, this study es—

tablishes the following hypotheses :

[H1] The perception of utilitarian value on fam-
ily restaurant websites will positively affect
the website’s usage for information ac-
quisition.

[H2] The perception of utilitarian value on fam-

ily restaurant websites will positively affect

the website’s usage for transactional pur-

poses.

On the other hand, hedonic value refers to the
interest, pleasure, and amusement that consum-
ers perceive online, appearing as the direct pur-
chase of goods or services or purchase-related
purposes. Therefore, the hedonic value of the
consumer is related to the website’s usage for
pursuing playfulness regarding the information
exploration of the goods or services provided by
the website. Thus, the offline users of family
restaurant will be able to visit these family res-
taurant websites offline. Therefore, this study

establishes the following hypotheses :

[H3] The perception of hedonic value on family
restaurant websites will positively affect
website usage for information purposes.

[H4] The perception of hedonic value on family
restaurant websites will positively affect

website usage for transactional purposes.

Both public organizations(such as government
organizations) and profit-oriented companies op—
erate websites for transactional purposes, in-
formational purposes, and operational efficiency
[22]. Consumers collect information looking for—
ward to successful offline shopping [34]. More—-
over, consumers explore information through
websites with the intention of making online
purchases as well as shopping offline. Based on
the information obtained through exploration,
consumers purchase desired goods and services
[30]. Therefore, companies provide diverse serv-
ices in order to realize satisfactory website us—
age [35]. Consumers who use family restaurant

websites adhere to their usage motivations. Some



use these websites to obtain information while
others anticipate transactional services. Therefore,

this study establishes the following hypotheses :

[H5] The informational use of family restaurant
websites will positively affect consumers’
satisfaction regarding the website’s usage.

[H6] The transactional use of family restaurant
websites will positively affect consumers’

satisfaction of the website's usage.

After using the services, consumers feel either
satisfied or dissatisfied according to the dis-
parity between anticipated performance and ac—
tual performance. Consumer satisfaction occurs
when the disparity between anticipated perform-
ance and actual performance is minimal, while
dissatisfaction occurs when this disparity is sig-
nificant. Many studies regarding consumer sat-
isfaction were conducted in terms of online and
offline perspectives in business areas [2, 3, 8]. In
general, the satisfaction of online consumers leads
to positive word-of-mouth communication [10].
Babin et al. [4] carried out research on the effect
that the satisfaction of restaurant services has
on word-of-mouth communication. Park and
Kim [31] asserted the importance of word-of—-
mouth communication in e-commerce [20]. More-
over, recognizing the importance of word—of-
mouth communication online, Fong and Buron
[11] analyzed the national differences between
China and the U.S. in their electronic word-of-
mouth communications. Therefore, this study

established the following hypothesis :

[H7] The usage satisfaction of family restaurant
websites will positively affect word—of-

mouth communication.
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3. Research Model

3.1 Research Model

Based on prior studies above, the researcher
established a research model. The research mod-

el is as [Figure 1].

[H1) I Informational I [Hs)
Use

Word of
Mouth
Communication

Utilitarian
Value

[H4] l Lee | [He]

[Figure 1] Research Model
3.2 Research Variables

The variables are composed of utilitarian val-
ue, hedonic value, informational use, transac-
tional use, satisfaction, and word of mouth com-
munication, based on prior studies. Th items of
this study previously validated prior studies.
And we received valuable feedback form some
experts. we carefully revised and modified for
content validity. The variables and items are in
the <Table 2>.

3.3 Survey process

This study composed survey items from prior
studies. The survey items are composed by a
seven point Likert type scale. To verify of the
measurement items in advance, diverse advises
from several specialists were collected. The final
survey was developed through procedure that
modified or deleted each survey item that lacked
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(Table 2) Research Variables and ltems

\% Items R

[FIV1] I visit the family restaurant websites merely for amusement.

[HV2] Visiting the family restaurant websites is fun and brings about pleasure.

[HV3] The experience of visiting the family restaurant websites is similar to actually [1, 3, 4,
experiencing the atmosphere and various foods of family restaurants in person. 17, 30]

[FIV4] T feel pleasure just exploring the family restaurant websites, although I don't actually go
to a family restaurant.

[UV1] I visit the family restaurant websites to gain diverse information while efficiently
spending my time.

[UV2] Visiting the family restaurant websites beforehand provides convenience when visiting | [1, 3, 16,
the family restaurant in person. 17, 30]

[UV3] I use information on the family restaurant websites to guarantee a well-planned and
systematic family restaurant experience.

[IU1] T attain information such as the introduction, direction, menu, and contact information of
the family restaurant through its websites.

[IU2] T attain diverse visual images and video information through the family restaurant
websites.

U [22]

[TU1] T attain discount coupons of provided menus from the family restaurant websites.

[TU2] I participate in promotions (i.e.. marketing for food discount) provided in the family
restaurant websites to efficiently cope with a family restaurant visit.

[TU3] I participate in various events in the family restaurant websites.

[TU4] T attain economic benefits and diverse additional services by visiting the family
restaurant websites in terms of experiencing the family restaurant.

TU [22]

[SA1] I am satisfied with the information attained by using the family restaurant websites.

[SA2] Due to the satisfaction I experienced by visiting the family restaurant websites, I plan to
revisit the family restaurant websites.

[SA3] In general, using the family restaurant websites was satisfactory.

SA [2, 4, 8]

[WMCI] I have told the convenience of visiting the family restaurant websites to other people. | [4, 11,
[WMC2] I have told other people the additional service of using the family restaurant websites. 31]

% V = Variables, R = Related Studies

WMC

validity or reality. This survey investigation was of this study are as follows. First, looking into
conducted with university students and grad- the gender characteristics, the 123 people of the
uated students who frequently use family resta- participants were male composing 56%, while 98
urants. The survey was conducted from March people were female, thereby composing 44%. The
2st, 2011 to March 30th, 2011. 221 questionnaires Internet usage hours of the participants were;
were collected. The empirical analysis was con- under 1 hour; 14 participants, under 2 hour; 70

ducted using SMART PLS 2.0 software. participants, under 3 hour; 79 participants, under

4 hours; 38 participants, under 5 hours; 10 par-
4, Emplrlcal Test ticipants, under 6 hours; 5 participants, over 6
hours; 5 participants. 4 participants were teen-

4.1 Sample Information agers, 216 participants were in their twenties, 1

The characteristics of the survey participants were in their thirties. The amount of money
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used per usage appeared as; under 20,000 won; (Table 4> Factor Analysis Results
61 participants, under 40,000 won; 133 partic— vV HU| TU | SA | TU | UV | WMC
ipants, under 60,000 won; 24 participants, over HUL |0.87 ] 037|051 | 037 | 044 | 0.40
80,000 won; 1 participants. HU2 086|036 |047 | 032 | 044 | 046
HU3 0.72 1 023 | 042 | 024 | 031 0.28
4.2 Checking Reliability and Validity HU4 | 083|032 | 043 | 030 | 0.37 | 0.39
U1 023 1089|062 | 039 ] 070 | 035
This study conducted a reliability and val- o 047 | 0.85 | 052 | 043 | 060 | 038
idity analysis on the variables. Through PLS SAl | o051 | 06310951 058 | 03| 055
approach, reliability was analyzed through val- sA2 o048 | oss 094! 0581070 053
ue of composite scale reliability index. Typically sa3 1053 1 059 1092 057 1 069 | 052
if the composite scale reliability index value is TU1 | 023|043 | 052 | 0.80 | 049 | 044
above 0.7, there are reliability of the variables. TU2 033 | 041 | 049 | 0.86 | 041 | 057
Furthermore, validity is evaluated through Cron- TU3 | 033|028 | 043 082|032 | 054
bachs Alpha. The composite scale reliability in— TU4 | 038|044 | 058 |0.87| 049 | 053
dex value and Cronbachs alpha are above 0.7 in UVl | 044 | 066 | 068 | 047 | 0.90 | 043
the <Table 3>. Thus, the research variables of UV2 | 045 ] 068 | 069 | 047 | 0.90 | 045
the study has sufficient validity and reliability UV3 | 042 ] 072 ) 068 | 048 | 0.93 | 0.0
5, 7, 28], WMC1 | 041 | 038 | 052 | 056 | 043 | 0.94
WMC2 | 047 | 041 | 055 | 060 | 052 | 0.95
(Table 3) Reliability and AVE
v AVE Corppo.s'ite Cronbachs (Table 5> Correlation Analysis
Reliability Alpha vV HV | TU | SA | SA | UV | WMC
HV 0.68 0.89 0.84 HV |0.82
U 0.75 0.86 0.67 U 0.39 | 0.87°
SA 0.88 0.96 093 SA | 055 | 066 | 0.94°
U 070 090 0% TU | 038 | 048 | 061 | 0.83°
v 0.2 093 0,89 UV | 048 | 0.75 | 0.75 | 052 | 0.91°
WMC 0.9 094 087 WMC | 047 | 042 | 057 | 062 | 051 | 0.94°

In addition, this study conducted a correlation
analysis to confirm a discriminant validity. Since
the squares of root AVE value of the variables
were more than other correlation values in the
<Table 5>, discriminant validity of the variables
was validated [12].

# " Squares of root AVE : diagonal values.

4.3 Empirical Results

This research conducted a PLS approach to
comprehend the relationships among usage mo-
tive, purpose, satisfaction and word of mouth

communication with regards to the family res-
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taurant websites. In this study, we adopted the
bootstrap re-sampling method for testing rese—

arch hypothesis.

(Table 6) Empirical Results

Hypothesis B T-statistics | Results
[Hypothesis 1] | 0.04 1.23 Reject
[Hypothesis 2] | 0.17 357" Accept

[Hypothesis 3] | 0.73 29.70™" Accept
[Hypothesis 4] | 0.45 11.05™ Accept
[Hypothesis 5] | 0.48 13.63™ Accept
[Hypothesis 6] | 0.38 960" Accept
[Hypothesis 7] | 0.57 1690 Accept

¥ R Squares : IU = 057, SA = 056, TU = 0.29,
WMC = 0.32.

¥ ™ pvalue < 0.001.

% Bootstrapping times : 500.

The empirical analysis result is as follows.
First, the influence of the hedonic value on fam-
ily restaurant websites usage for informational
purposes and transactional purposes were as
follows. The influence of the hedonic value on
informational usage was 8 = 0.04, T-statistics =
1.23. Thus, this hypothesis didn’t accept in this
study. The influence of the hedonic value on
transactional usage was 8 = 0.17, T-statistics =
3.57. Comparing these two results, the hedonic
value had influence on transactional usage.

Second, the influence of the utilitarian value in
informational usage of family restaurant web-
sites and transactional usage of them were as
follows. Above all, the influence of the utilitarian
value on informational usage was B = 0.73,
T-statistics = 29.70, while the influence of the
utilitarian value on transactional usage was B =
0.45, T-statistics = 11.05. Comparing these two
results, the utilitarian value had more influence

on informational usage.

Third, examining the effect family restaurant
websites usage has on satisfaction, information
usage indicated B = 048, T-statistics = 13.63,
which indicates significant influence on sat-
isfaction of family restaurant websites usage. On
the other hand, transactional usage indicated 3 =
0.38, T-statistics = 9.60, also significantly influ-
encing satisfaction of family restaurant usage. In
results, in terms of satisfaction, informational
usage provided stronger influence.

Forth, the hypothesis that satisfaction from
using family restaurant websites affects word of
mouth communication was upheld by B = 057,
T-statistics = 16.90. Therefore, it can be conclu—
ded that satisfaction from using family restau-
rant websites eventually has marketing effects,

by provoking word of mouth communication.

5. Implications and Future
Studies

5.1 Discussions and Implications

This study conducted an analysis of the pur-
pose of family restaurant website users. In e-
commerce research, hedonic value and utilitarian
value are important issues being studied by
several researchers [3, 30]. The results of this
study confirmed that utilitarian value had a sig-
nificant influence on informational and transac-
tional use of family restaurant websites. The re—
sults also confirmed that both transactional and
informational use influenced satisfaction. The
results supported all hypotheses suggested ex—
cept for [H1] in [Figure 2]. The implications and
significance of this research are as follows :

First, as for consumer use of websites, both

the usage value and usage purpose had a sig-



[H1] B = 0.04(1.23)

[H5] B = 0.48(13.63) ***

[H7] B = 0.57
(16.90) *** Word of
Satisfaction Mouth
‘Communication

[H6] B = 038(9.60) ***

[H3] B = 0.73
(29.70) ***

[H2] B = 017
(3.57) =

[H4] B = 045(11.05) *** e

* Beta (T-statistics)
# * p-value < 0001

[Figure 21 Empirical Results

nificant influence-at least in a statistical sense.
Regarding informational use, it is affected by
utilitarian value. However, hedonic value did not
affect informational use. The reasons are as fol-
lows : First, the users of family restaurant web-
sites use them for very simple information such
as food prices and location. Therefore, most of
this information can be easily obtained and users
can be satisfied with the information obtained
from websites. Future studies will need to con—
duct more detailed analyses of the character-
istics according to usage level of information in
family restaurants websites. Likewise, regarding
transactional use of family restaurant websites,
utilitarian value had a stronger statistic influence
than hedonic value. Therefore, when planning
website development and maintenance strategies
considering web surfers and future customers,
family restaurant service providers should focus
on providing content that improves the conveni-
ence of offline family restaurant usage and facil-
itates family restaurant usage targeting consum-
ers with utilitarian value, rather than focusing
on constructing visually attractive websites with
various images and videos of food.

Second, in examining the influence of website

usage purposes on consumer satisfaction, both
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informational use and transactional use had a
significant influence on satisfaction. In particular,
informational use had a stronger influence. The-
refore, when it comes to operating family res—
taurant websites, service providers should attach
significance to providing utilitarian services, al-
though transactional services are important as
well, and concentrate on enhancing strategies to
provide a variety of information.

Third, the satisfaction that comes from family
restaurant website usage significantly influences
word-of-mouth communication. In other words,
customers spread the word of the satisfaction
they experienced to other people. Therefore, a
strategic operation of family restaurant websites
brings effects. Family restaurant service provi-
ders should acknowledge this marketing effect
and develop diverse marketing strategies to im-
prove the profitability of family restaurant busi—

ness.

5.2 Limitations and Future Directions

This research has some limitations. The first
limitation lies in the sampling process. This sur-
vey was completed by a total of 221 university
students, but we did not take into account the
ages of these students. Therefore, the empirical
result has limitations. To overcome such limi-
tations, future studies should be conducted on a
wider consumer range with regard to family re-
staurant websites.

The second limitation of this research is the
exemption of the personal inclination variable.
The economic condition of consumers impacts
their behavioral intentions, and hedonic and util-
itarian value impact behavioral intention [1]. Thus,

there are relationships between shopping value
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and economic characteristics. In addition, the
price factor is a considerable factor in planning
a marketing strategy [13]. Likewise, in this
study, economic characteristics impacted hedonic
value and utilitarian value. Therefore, the eco-
nomic characteristics of consumer e-shopping
processes are the most important factor. There—
fore, according to economic conditions, we need
to perceive differences in informational use, sat—
isfaction, and word-of-mouth communication.
As a result, future studies should include an eco—
nomic factor as a personal propensity variable.
Third, the final goal of operating a family res—
taurant website is to increase the usage of the
family restaurant and create a positive economic
outcome. In analyzing business performance, this
study analyzed the relationships between family
restaurant usage satisfaction and word-of-
mouth communication. Therefore, this study has
limitations regarding the relation between suc-
cessful website operation and actual family res-
taurant business outcomes. Future studies on
family restaurant website operation should en-
hance marketing and operation strategies on be—
half of family restaurant service providers, fo—
cusing on the relation they have with creating
actual outcomes in the family restaurant business.
Fourth, the interaction of websites is a very
important factor in increasing user satisfaction
in e-commerce areas [9] since the interaction
has a direct impact on the restaurant’s Internet
business performance. However, in this study,
we did not consider the role of the interaction
between family restaurants users and their web—
sites. Therefore, our study had some limitations
in applying implication. Thus, future studies will
need to consider the role of interaction on family

restaurant websites.
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