The Korean Journal of Culinary Research 224
Vol. 20, No. 4, pp. 224~238 (2014)

QIMMHIAYV IS =eIA éf &0 J_DHO| le@ NBIAZE, D32,

RS TR
Feltetn A9 - elvheta 94209338

A Study on the Effects of Physical Environment on the Perceived

Service Quality, Menu Quality and Customer Satisfaction

Seon-Mi Jungl) * Young-Hun Kim'
Dept. of Food Service Management, DongFEui Unl'versitj;H

Abstract

This study aimed to identify that the physical environment of a food service company has influenced on
the perceived service quality, menu quality and customer satisfaction. To achieve the purpose of this study,
it reviewed the theoretical background about the physical environment, the perceived service quality, the
perceived menu quality and customer satisfaction. Moreover, this study conducted a comresponding empirical
analysis. For the empirical analysis, a questionnaire was given to a total of 275 regular restaurant customers
at Busan area. The results of the empirical analysis were shown as follows. 1) The components of physical
environment of a service company are the attractiveness, cleanliness, space & convenience and the ambient

factor

of physical environment. 2) For the attractiveness of the physical environment, cleanliness and the

ambience factors of the physical environment have influenced on the perceived service quality and menu
quality. 3) The perceived service quality has influence on the perceived the menu quality. 4) The perceived
service quality and the menu quality have influence on the customer satisfaction.

Key words: foodservice business, physical environment, perceived service quality, perceived menu quality,

customer satisfaction
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<Fig. 1> Research Model
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212 o] &3te] F2MH A R8(structural equa-
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QAU ~7]] o] -] Az ek =Y
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HAHD AEAb et HAbe] AFEA
A ABE EAS A9= <Table >3 2t} A
o mebr] 3ol 54.9%, HAol 45.1% e,
A= 2000 79.3%, 30tH 17.1%, 40T 3.3%%
yebgt) A9 el 50.5%, 1A 21.1%,
ARTA 8.7% o & UEHTE Y92 2007
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| SHRTO| EITO ARITEA

i
A317] $l8l F44 Q14 (explanatory factor

analysis)= 233ttt 891 F2HE QR1E 1

<Table 1> Demographic characteristics of the respondents

Variable Level n %
Male 124 45.1

Gender Female 151 54.9

20 - Under 30 218 79.3

Age 30 - Under 40 47 17.1

40 - Under 50 10 3.6

University Student 139 50.5

Housewife 5 1.8

Public official 2 0.7

Tob Self-employed 58 21.1
Freelancer 15 55

Specialized job 15 55

Office job 24 8.7

etc. 17 6.2

Under 200 195 70.9

201 ~ 300 46 16.7

. Average monthly 301 ~ 400 17 )
income (10,000won) 201 = 500 7 26
Over 500 10 3.6
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{Table 2> Result of reliability and validity analyses

. Propor  Cronb
X Factor Commun  Eigen .
Factor Variable Joadi i | tion ach's
oadin; ali value
& v (%)  alpha
The beauty of interior colors .829 758
;l;lhe tfla.rlr;ony of the inside and the outside of 702 714
. e building
Attract 3265 20407  .854
ractiveness The attractiveness of interior decoration 746 .659
The attractiveness of exterior 739 .589
The harmony of interior decoration 718 .576
The spaciousness between a table and a chair .833 122
The spaciousness of a passage 829 734
N & Th iety of the si f a table and
pace © propricty of fhe sizes of a fble and a 736 703 3207 20046 864
convenience chair
The spaciousness between the tables .699 .586
Feeling comfortable on a chair .693 .605
The cleanliness of the appliances .839 .810
The cleanli f the fl th d
Cleanliness © cleantiness of the Toof, The passage, a 794 736 2337 14608 832
the glass door
The cleanliness of overall interior 770 .691
Pleasant air 792 708
Ambience The right lighting 181 .664 2072 12953 745
The right temperature and humidity 725 .629
Kaiser-Meyer-Olkin:.860 Bartlett test of Sphercity : X2: 2128.590 Sig:.000 DF:120
The employees give a good attention 825 .684
Thy 1 keep thei i i
: e employees keep their promised service 208 703
. . ime
Service quality The employees do the best to resolve 2833 21796 845
772 .684
problems
The employees always keep their word 7132 .639
Appropriate food temperature 799 152
. Appetizing food colors 7164 .636
Menu quality Good taste 760 01 2.638  20.289 798
Well worth the cost .622 478
Overall satisfaction 918 .843
Good experience 902 .814
Customer : -
isfaction Having a good feeling .891 .793 3.841  29.547 934
sa Pleased with the company 872 .760
Enjoyable for visiting the company .867 752
Kaiser-Meyer-Olkin:.907 Bartlett test of Sphercity : X2: : 2229425 Sig:.000 DF:78
{Table 3> Result of correlation analysis
Factor 1 2 3 4 5 7
1. Attractiveness 1
2. Ambience .304%* 1
3. Cleanliness .399%* A31** 1
4. Space & convenience 432%* A416%* A455%* 1
5. Service quality .306%* 319%* 357** 319%* 1
6. Menu quality 391 %+ 385%* A95%* .348** A89**
7. Customer satisfaction .390%** .303** A38** 311** AT72%* 579%* 1

** p<.01
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{Table 4> Parameter analysis of the constructs
- " -
Model Unstaerardlzed S an@rdlzed SE. CR b
estimate estimate
Attractiveness—service quality .163 137 .074 2.199 .028%*
Ambience—service quality .160 150 .067 2.390 .017*
Cleanliness—service quality 172 .186 .060 2.847 .004**
Space & convenience—service quality .102 113 .060 1.710 .087
Attractiveness—menu quality .160 .148 .059 2.716 .007**
Ambience—menu quality 118 121 054 2.197 .028*
Cleanliness—menu quality 225 .268 .048 4.651 .000%3*
Space & convenience—menu quality .012 .014 .048 247 .805
Service quality—menu quality 271 304 .048 5.798 .000***
Service quality—customer satisfaction 281 248 .062 4.562 .000%**
Menu quality—customer satisfaction .569 458 .068 8.412 .000***
Chi-square=15.555, d.f=4, GFI=.984, AGFI=.891, NFI=.972, RMR=.025
*p<.05 **p<.01 *** p<.001
15.555, d.f=4, GFI=0.984, AGFI=0.891, NFI= 8212 vj&=, FHeA HA% A0
0.972, RMR=.025% YElyit) FEo 37171200 A|ZE Au]|AZZA0 ojudl ks v 2 =71=
oY 7% GFI7F 0.9 odeld B EAl7F  &RIZE B2 3= <Table 4>} 2t #4237
gtk & 24& FFAIL Qo] AR felFE 0.015FdA HAAx=acle] CRF|
ATEFe] Afre Wwolsodd = e Aow 2847, BEAFHO] 0186 2% YRt A 74 A
AU, 7 WS 7o) AN JPUALY W AFDe] fel@ 9FS vIAE Ao
AI}= <Table 4>} <Figure 2>0ll 4 AAIsksATE. Atk E3F g el 94 9%10] fFoloE
0.05 <ol Al CR.gke] 2.1999} 2.390 72 =A<
1) S2IA 0| X2 MEIAZZ0 Ol %ol 0.137% 0.1502-2 Ve A zhd Au] 23
= esatm Ao feldt 4B MAE Ao HHgc)
Mu|2g o]gudo] X ztehs Beld 37 wWEpA AMu2r]de] EE1F e 8]l 99

248

Customer
satisfaction
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<Fig. 2> Research model for AMOS analysis
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