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Focused on Mediating Effects of the Value Awareness of Yaksun Food

Hye-Ja Bok'" and Kwang-Yeol Jeong®

'Dept. of Foodservice & Culinary Management, Kyonggi University, Suwon 443-760, Korea
Dept. of Faculty of Herbal Cuisine and Nutrition, Gyeongsan 712-715, Korea

ABSTRACT

The purpose of this study was to examine the influence of selection attributes of restaurants specialized in Yaksun food
on purchase intentions and satisfaction level of consumers as well as mediating effects of value awareness of Yaksun food
on relationships among the variables. The subjects in this study were 200 female adults in Seoul and Busan. The findings
of the study were as follows: First, purchase intentions for Yaksun food were positively influenced by food quality, human
service, and health effect among selection attributes for restaurants specialized in Yaksun food. Second, customer satisfaction
with Yaksun food was positively affected by food quality and human service among selection attributes. Third, purchase
intention for Yaksun food and customer satisfaction were positively influenced awareness of functional value, emotional value
and economic value of Yaksun food. Fourth, awareness of emotional and economic value of Yaksun food had mediating effects
on relationships between selection attributes for restaurants specialized in Yaksun food and purchase intentions, and awareness
of functional value of Yaksun food had mediating effects on relationships between the selection attributes of restaurants
specialized in Yaksun food and customer satisfaction. The findings of the study illustrate that selection attributes for restaurants
specialized in Yaksun food and value awareness have an impact on purchase intentions and customer satisfaction, and value
awareness of Yaksun foods has mediating effects on the relationship of selection attributes with purchase intentions and customer

satisfaction.
Key words : Yaksun food, selection attributes, purchase intention, customer satisfaction, the value of Yaksun food
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Table 1. General characteristics of the subjects

Classification Frequency Perine/zl;[age
Seoul 100 50.0
Region
Busan 100 50.0
20s 44 22.0
30s 37 18.5
Age 40s 44 22.0
50s 44 22.0
Over the 60s 31 15.5
Under high school graduate 62 31.0
Academic Junior college graduate 33 16.5
background University graduate 92 46.0
Over graduate school 13 6.5
Marita] ~ Unmarried 63 315
SE@WS  Married 137 68.5
Less than 1 million 50 25.0
1 million to less than 2 million 30 15.0
Averagely
of monthly 2 million to less than 3 million 47 235
income 3 million to less than 4 million 31 15.5
) 4 million to less than 5 million 20 10.0
5 million or more 22 11.0
Managerial/clerical work 19 9.5
Profession 20 10.0
Technical post 8 4.0
Sales/service position 16 8.0
Job
Self-employed 11 5.5
Housewife 73 36.5
Student 34 17.0
Others 19 9.5
Mass media 96 48.0
Route of Book or magazine 13 6.5
acquiring  Acquaintance 32 16.0
information
on Yaksun Internet 38 19.0
foods  Oriental medicine clinic 10 5.0
Others 11 55
Total 200 100.0
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Table 2. Validity and reliability on the selection attributes of restaurants specialized in Yaksun food
Factor 1 Factor 2 Factor 3 Factor 4 Factor 5

Factor

Tangibility of Human

Item . Accessibility Food quality Health effect
restaurant service

17 Surrounding environment of Yaksun restaurant 0.803 0.145 0.205 0.061 —0.010
15 Folksy interior atmosphere of Yaksun restaurant 0.778 0.118 0.171 —0.204 0.123
16 Interior structure of Yaksun restaurant 0.760 0.137 0.075 0.041 0.127
18 Landscaping facilities of Yaksun restaurant 0.733 0.043 0.181 0.047 0.131
19 Interior and kitchen of Yaksun restaurant 0.606 0.245 0.284 0.267 —0.023
11 Folksy design of bowls in Yaksun foods 0.569 0.314 0.099 0.052 0.131
14 Neat and hygienic serving table of Yaksun foods 0.449 0.089 0.235 0.294 0.407
8 Lenient generosity of Yaksun restaurant employees 0.124 0.802 0.180 —0.054 0.192
7 Employees' rich knowledge on Yaksun foods 0.266 0.774 0.102 —0.015 0.172
9 Smooth communication with Yaksun restaurant employees 0.275 0.729 0.255 0.139 —0.039
10 Yaksun restaurant employees' kindness 0.150 0.608 0.462 0.050 0.232
20 Convenient public transportation of Yaksun restaurant 0.068 0.244 0.809 0.016 —0.023
23 Location of Yaksun restaurant 0.206 0.170 0.784 0.223 0.011
21 iz;\;iﬁnce of using the parking facilities of Yaksun 0,446 —0.036 0708 0.088 0,069
” icr;:fr;iandling of customer complaints about Yaksun 0.349 0.245 0.548 0.177 0.196
1 Unique taste of Yaksun foods 0.063 0.134 0.200 0.665 0.148
2 Amount of Yaksun foods 0.137 0.490 —0.095 0.600 —0.022
5 Quality of Yaksun foods —0.204 0.051 0.319 0.539 0.133
6 Diverse menus of Yaksun foods 0.098 —0.221 0.055 0.534 —0.048
3 Price of Yaksun foods 0.018 0.453 0.092 0.457 0.194
4 Chewy feel(texture) about Yaksun foods 0.445 0.051 —0.125 0.451 —0.240
13 Health promotion effect of Yaksun foods 0.114 0.142 0.053 0.155 0.875
12 Anti-disease effect of Yaksun foods 0.134 0.220 —0.082 —0.030 0.853
Eigenvalue 4271 3.213 2.856 2.174 2.104
Variance (%) 17.795 13.387 11.900 9.058 8.768
Cumulative proportion (%) 17.795 31.182 43.082 52.140 60.908
Cronbach a 0.858 0.877 0.865 0.701 0.884
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Table 3. Validity and reliability on the awareness of Yaksun foods

sobAlo} fukimsfrik

Factor Factor 1 Factor 2
Item Functional value  Emotional and economic value
1 Yaksun food prevents and cures a disease. 0.858 0.097
3 Yaksun food is the natural and non-processed food. 0.773 0.289
2 Yaksun food has high efficacy compared to general food. 0.745 0.413
S5 Yaksun food is the recipe of minimizing animal fat. 0.696 0.393
6  Yaksun food is one of the traditional foods in our country. 0.683 0.005
4  Yaksun food has diverse menus. 0.664 0.201
10 Yaksun food is helpful for preventing adult disease. 0.246 0.842
7  Yaksun food is conducive to promoting health. 0.408 0.824
8  Yaksun food is tasty compared to general food. —0.035 0.792
9  Yaksun food is gourmet meal. 0.317 0.791
Eigenvalue 3.610 3.099
Variance (%) 36.104 30.993
Cumulative proportion (%) 36.104 67.097
Cronbach a 0.682 0.707
Table 4. Customer satisfaction and purchasing intention in Yaksun foods
Factor Factor 1 Factor 2
Item Purchasing intention Customer satisfaction
8 I want to enjoy continuously eating Yaksun foods rather than other foods. 0.875 0.132
5 I will continue to purchase Yaksun foods even down the road. 0.858 0.149
7 1 will say positively about Yaksun foods to other people. 0.760 0.301
6 I'd like to highly recommend Yaksun food to others. 0.757 0.420
3 I am satisfied with the nutritional aspect of Yaksun foods. 0.054 0913
1 I am satisfied with a price of Yaksun foods. 0.293 0.827
I am mostly satisfied with the taste of Yaksun foods. 0.300 0.675
4 1 am satisfied with the efficacy of Yaksun foods. 0.547 0.582
Eigenvalue 3.131 2.618
Variance (%) 39.142 32.700
Cumulative proportion (%) 39.142 71.861
Cronbach a 0.820 0.664
3. 7HddE &t « 1E (1) AU A MS Azt MEifMo| Fofe| o
o|xl= &
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Table S. Influence of the selection attributes in restaurants specialized in Yaksun food upon purchasing intention and cus-

tomer satisfaction

Purchasing intention

Customer satisfaction

Classification
b B t P b B t P
Food quality 0.393 0.236 3.462" 0.001 0.435 0.304 4394™  0.000
Human service 0.291 0.268 3.485™ 0.001 0.155 0.167 2,138 0.034
Health effect 0.247 0.221 3.6877  0.000 0.065 0.068 1.107 0.270
Tangibility of restaurant 0.141 0.105 1.401 0.163 0.164 0.143 1.871 0.063
Accessibility 0.018 0.017 0.225 0.823 0.096 0.105 1.393 0.165
Constant 0.001 0.002 0.998 0.387 1.521 0.130
R 0.374 0.353
F (p) 23.156™" (0.000) 21.189™" (0.000)
Y p<05, 7 p<01, 7" p<.001.
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Table 6. Influence of the awareness on value of Yaksun foods upon purchasing intention and customer satisfaction

Purchasing intention Customer satisfaction
Classification
b B t p b B t p

Awareness of functional value 0.436 0.249 3.100™ 0.002 0.402 0.267 3.292" 0.001
Awareness of emotional and 0.444 0277 3.450"  0.001 0328 0238 2938 0.004
economical value

Constant 0.819 2.774" 0.006 1.033 4.033™  0.000

R 0.224 0.207
F (p) 28.495™ (0.000) 25.778"" (0.000)

" p<01, ™ p<.001.

oA 52 ZER]el gk Q12| miZfE e dhal AuE
A3}= Table 72 2tTh
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Table 7. Mediating effects on the relationship of selection attributes for restaurants specialized in Yaksun food to purchase

intention and customer satisfaction

Purchasing intention

Customer satisfaction

Classification variable) + parameter)

Model I (independent Model I (independent variable Model I (independent Model I (independent

variable) variable + parameter)

b B t p b B t

P b B t p b B t p

Food quality 0393 0263 3462° 0001 0278 0.167 2446
Human service 0291 0268 3485~ 0.001 0276 0254 3427
Health effect 0247 0221 3687 0000 0.179 0.161 2.674"

Tangibility of

0.141 0.105 1401 0.163 0.116 0.087 1.192
restaurant

Accessibility 0018 0017 0225 0823 0013 0012 0171

Awareness of

0015 0435 0304 439%4™ 0000 0332 0232 3356 0.001
0001 0155 0167 2.138° 0034 0142 0152 2012° 0.046
0008 0065 0068 1.107 0274 0005 0005 0085 0932

0235 0164 0143 1.871 0063 0.144 0125 1.698 0.091

0.864 009 0.105 1393 0165 0.094 0.102 1404 0.162

finetional value 0218 0.124 1715 0.088 0243 0162 2.194" 0.029
Awareness of
emotional and 0245 0152 2107 0.036 0167 0.121 1647 0.101
economical value
Constant 0001 0002 0998  —0530 —1.687 0093 0.387 1521 0130  —0.091 —0333 0740
R 0374 0421 0353 0.403
AR 0.374 0.047 0353 0.050
F () 23.156™" (0.000) 19.955™" (0.000) 21.189™ (0.000) 18.497™" (0.000)
AF (p) 23.156™ (0.000) 7.860" (0.001) 21.189™ (0.000) 7.965"" (0.000)

* p<05, " p<01, ™" p<00l.
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