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Abstract

Purpose — When it comes to first impressions of family res-
taurants, people basically think of the following factors: cozy, a
refreshing space, indoor lighting, atmospheric music, the
best-quality service through mutual interactions with employees,
birthday events, follow-up customer management, brand image,
and many others. Focusing on such family restaurants charac-
teristics, with consumption experience and customer satisfaction
determined as mediator variables, this study looks into the se-
lection factors that affect customer loyalty when choosing a fam-
ily restaurant. Subsequently, the study conducts an empirical
analysis of these selection factors with the greatest influence.

Research design, data, and methodology — This study ana-
lyzed 200 total surveys of family restaurant customers including
college students, workers, housewives, and others. The survey
was conducted over two weeks in May 2014. For statistical
processing, SPSS 21 was used for factor analysis and reliability
analysis as well as AMOS for structural equation analysis. In
terms of a variable that would influence either consumption ex-
perience or customer satisfaction at the restaurants, the study
introduced the concept of customer equity. The study designed
a model based on a hypothesis developed using the following
factors: customer encounter service value, customer convenience
value, brand equity, relationship equity, and other factors defined
as components of customer equity by Rust et al. (2000) de-
termined as independent variables as well as with customer ex-
perience and customer satisfaction set as mediator variables.
The hypothesis, after all, assumed that customer loyalty would
be positively (+) influenced.

Results — The analysis results from the study reported that
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brand value, customer encounter service value, and relationship
value have positive (+) effects on consumption experience and
customer satisfaction. However, as for customer convenience
value, this turned out not to have a statistically significant influ-
ence on consumption experience and customer satisfaction. In
regard to a relation between consumption experience and cus-
tomer satisfaction, the results showed that the former affects the
latter, and in terms of intervening variables, both of these ap-
peared to have a positive (+) effect on customer loyalty.

Conclusions — This study suggests that family restaurants
should look for strategies that focus on how to promote custom-
er relationships. For example, restaurants could try birthday
events or discount events to achieve this goal. Since the study
ended up realizing relatively low levels of suitability and stat-
istical significance, the path of the study changed. After all, in
order to increase suitability and statistical significance, the study
had to eliminate factors such as service quality and others and
for this reason the study was unable to conduct the analysis as
initially planned.

In addition, the data samples of the research were mainly
gathered from students, which made it hard to say that the
analysis was carried out on samples from every different group.
Future research should analyze the characteristics of each
group of customers for factors affecting customer satisfaction
and customer loyalty in the family restaurant chain.
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(1996)0] o8l X222 X|Ct|A1, Rust et al.(2000)0| O|E =t
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<Figure 1> Research Model
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A 16%, OF2H 151%0| M2 LIEFX|DF MS Eaic oiojA
L ofg 2|7} 37%, YA 26.9%, OF2HH 19.3%2 MBS Eo| 7+#
0] B EALL

30CH ool AR 7 0|82 BO| dt= EHMEE of&z
36.3%0|1, OFREH 27.5%, HIA 25%9| £02 LIE}tLL MSHE
HE BHOjM= 200H= ZT7 CEA| LBt B2t 35%,
OluHnt Of&E|7t 23.8%= ZA LIELGICE Ol2fgt ZutE sijd
of EM 0|8 3¢t Mz CHEA LIEtEES & += =0 &
MO 2 AH|XIE2 Cha MESH YUY AE0| Xt HEL
SHIX|EH & O 1gAd o|0X|e] EMEE Mzd= HO|H, A5
0| B2 300§ O|&2 X}7|7t Mzst= EWMEE ChA HIMEEIE
O|8dstA EICtn =3 & &= UCH

oz YAEY HEStE Sles= 190 3~53|7F 43.2%2
THA QT 1~23| 24%, 6~83| 22.5%= LIE(LICE SHH Him
Al X2 2oz 3019~5020| 32.5%, 50+~70HR0| 28% 2
ZME[ROLL SHE QIR0 et Ea2tX|l= AeE MZEEICt

T2 20| FHstE AFEES T MSH{TL 40.5%, 7HE
32.5%, G101 23% SO2 ZFAML|QICE THLZ|HAESF ZX A| 7}
SOl o= =T St AR CHoll 20l o= St
t= SHO| 70.5%2 LIE(GCn EQIE X2 ZTsA ol
|EH H|82 5%-100|0t0| 22.5%, 10~15%0|2+0| 20%= LEFL
C}. 15%~20% 0|0 SHO| SEHO| HISE 13%, 5% O[St 11%2
LIEHSCE DU AEZS FE HE SN2 T2 AMAI F5
XMORZ 445%, ‘X7 8l =2 20| 19.5%, 7= 9 XX Q!
0| 13.5%, ‘7|4 SHAFT} 12.5% 2 LIEFGICY.

=

[n

gt o

Variables Division Frequency Percentage
Sex Man 92 46.0
Woman 108 54.0
Twenties 119 59.5
Age Thirties 27 13.5
Forties 35 17.5
More than 50 18 9.0
High School Graduate 10 5.0
Graduates of College 100 50.0
Level of Current Student of University 11 5.5
Education Graduates of University 43 215
Graduates of University 28 14.0
More than Graduate school 8 4.0
Student 103 51.5
office worker 50 25.0
Job Specialized job 17 8.5
Housewife 7 3.5
Self-employed 18 9.0
Etc. 5 25
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<Table 2> Factor Analysis(Independent variables)

- S -
Factors Divisions Varlmax_ Eigen value i @ variance Chronbach’s o A V
rotated loading explained
Birthday discount .796
Customer Birthday event 791
relationship value Mail information 772 4.354 33.489 0.682 576
Point service .655
Lighting atmosphere .836
Customer Music 832 1,610 12.381 0.860 67
convenience value s
Store interior 791
Reputation .837
Brand value Preferred Brands 782 1.487 11.436 0.713 .589
Hygiene .675
Service encounter Response for Complain .746
Quick menu service .745 .997 7.637 0.644 .50
value :
Menu guidance .582
KMO Test 0.796 (Sg. 0.000)
<Table 3> Factor Analysis(mediator variables, Dependent variable)
- 5 :
Factors Divisions Vanmax. Eigen value s @ variance Chronbach’s o A V
rotated loading explained
General satisfaction .861
Customer satisfaction Excellent choice .846 3.747 41.630 0.852 .74
Joyful benefits .824
Promoting to others .808
Customer loyalty Visiting mainly 784 1.378 15.313 0.756 .52
Recommendation .736
Consumption Not boring .808
mp Breaking daily .786 1.127 12.523 0.741 46
experience - ‘
Dining enjoyment .688
KMO Test 0.809 (Sg. 0.000)
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<Table 4> The correlation coefficient and Results of Discriminant validity Analysis

* (A. V. coefficient)

Customer Customer
. ) Convenience Brand service Consumption Customer Customer
Factors relationship ) . .
value value value encounter experience satisfaction loyalty
value
_Custo_mer 576"
relationship value
Convenience value .306 .67*
Brand value 234 .282 .589*
Service encounter 361 272 472 50
value
Consumption 253 230 330 349 46*
experience
Customer 279 407 452 448 313 74
satisfaction
Customer loyalty .130 .282 .339 184 .389 412 .50*
<Table 5> Hypotheses testing results
Hypotheses Path R C.R P Result
coefficient
H1-1 Customer relationship value — Consumption experience .198 1.979 0.048 accepted
H1-2 Convenience value — Consumption experience 125 1.541 0.123 not
accepted
H1-3 Brand value — Consumption experience .245 2.343 0.019 accepted
H1-4 Service encounter — Consumption experience .207 2.191 0.028 accepted
H2-1 Customer relationship value— Customer satisfaction .184 1.793 0.053 accepted
H2-2 Convenience value — Customer satisfaction .085 1.362 0.173 not accepted
H2-3 Brand value — Customer satisfaction .286 2.064 0.039 accepted
H2-4 Service encounter — Customer satisfaction .186 2.105 0.035 accepted
H3-1 Consumption experience — Customer satisfaction 497 3.324 b accepted
H3-2 Consumption experience — Customer loyalty .358 3.307 b accepted
H3-3 Customer satisfaction — Customer loyalty A75 5.204 e accepted

P***<0.001
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RMR Zf2 0.043, GFI 0.902, AGFI 0.865, IFI 0.955, NFI 0.859,
CFl 0.954 RMSEA 0.045, CMIN/DF 1.362 S22 =91H QOl
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