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A Study on Hotel Chef Subtropical Vegetable Purchase
Intention and Word of Mouth
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Abstract

This study examined the influence of perceived value, perceived quality, reasonable price of subtropical
vegetables on trust, purchase intention and word of mouth among hotel chefs. For this investigation, a survey
was caried out targeting hotel chefs in Korea with experience with subtropical vegetables. A total of 380
questionnaires were distributed to selected chefs over 20 days from October 1st to October 20th, 2014, of
which 353 valid questionnaires were used after the exclusion of responses missing values or too much weighted
tendency. A frequency analysis, factor analysis, comrelation analysis, and multiple regression analysis were
conducted with the use of the SPSS 18.0 package. The analysis results are as follows. First, perceived value,
perceived quality and reasonable price had a positive influence on trust. Second, trust had a positive effect
on purchase intention and word of mouth. Third, purchase intention positively influenced word of mouth.
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<Fig. 1> Research model.
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{Table 1> General characteristics of the subject

Characteristics Frequency Percentage
(N=353) (%)
Gender Male 258 73.0
Female 95 27.0
<29 120 33.8
Age 30~39 138 389
40~49 82 23.1
=50 13 3.7
Less than 2 year college 62 17.5
Education level University 238 674
Graduate school 53 15.0
< 1 year 48 13.5
1~3 yeat 95 27.1
3~5 year 75 214
Long-service training 5~10 year 65 17.9
10~15 year 40 114
15~20 year 17 4.8
>20 year 13 3.7
Chinese 91 26.6
Japanese 79 224
Restaurant Banquet 60 17.0
category Western 74 21.0
Korean 43 12.2
Other 6 1.7

120" 2.2 33.8%, 40t} ©]/F 50th] m|gte] 827 o
2 23.1%, 50t} o]ido] 13 o7 37%= A8}
Atk gt 15dtw ofste] ¥ ARt
ol3l o] 62O 17.5%, et} 2389 <
2 67.4%, et o]Fo] 53 o2 15.0%F 2]
At A= 1 1T 48T O 2 13.5%,
1~3do] 95 o7 27.1%, 3~5dL 75og
21.4%, 5~1032 65HOZ 17.9%, 10~153&
40O R 11.4%, 15~203 1722 4.8%, 20
d o] e 13 o R 3.7%S ARSI SEAt
9] & IS AT R F2o] 91 o2 266
%= 7P B9k, d2jo] 79 O & 22.4%, 3]
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{Table 2> Reliability and factor analysis of independent variable

Name of . Factor Eigen % Cronbach's
Variable name . .
factor loading value Variance a
Subtropical vegetable is fresh. 0.792
Subtropical vegetable is good for health. 0.732
Perceived
ercel‘_:e Subtropical vegetable is good quality, 0.689 4091  34.092 0.779
quality
Subtropical vegetable is delicious. 0.676
Subtropical vegetable is reliable. 0.669
Using the subtropical vegetable is valuable more then 0.784
common vegetable. ’
Perceived  Using the subtropical vegetable is generally valuable. 0.776
ereerve 192 16027 0.747
value Using the subtropical vegetable is valuable compared 0.754
with pay money. ’
Using the subtropical vegetable improve food quality.  0.629
Subtropical vegetable price is appropriate. 0.831
Perceived
CICEIVEC Subtropical vegetable price is important. 0792 1187  9.891 0.603
price
Subtropical vegetable price is resonable. 0.769

< Figen value 107322 3l 3719] Q91
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{Table 3> Reliability and factor analysis of dependent variable

Name of . Factor Eigen % Cronbach's
factor Variable name loading  value  Variance a
Subtropical vegetable is trustable. 0.793
Subtropical vegetable is believable. 0.787
Trust 2.215 55.377 0.727
Subtropical vegetable is trustable compared with cost. 0.732
Subtropical vegetable come up to my expectations. 0.657
If subtropical vegetable packaging is more portable and 0.843
easily, I will buy it more.
? urchfise I will purchase subtropical vegetable in the future. 0.830 2.404 60.106 0.772
ntention 1 will purchase subtropical vegetable go up the price. 0.721
If subtropical vegetable buy easily 1 will buy it more. 0.697
I will tell effect and merit of subtropical vegetable. 0.857
“r[r(l);it; f I will recommend other people of subtropical vegetable. 0.832 1.856 61.860 0.667
I will tell other people of subtropical vegetable. 0.655
sk7] $lste] A 4| F4, AzE 74, 7H, Al 7He ASE Sl A4E 7, A4 F4, 7
3, Polels, FAYE Alole] Tojae] Jue AL SPNFE 3, AT FHASZ Bl
A BAE ANt A Eoh ol ARAS  OFIARAES AAGAG BaZ, 29 o)
E9] gho] BT o] HAWAE Holx Slch £ & A AHHER)S 275%2 HER. =g, 37
Ao AF7HEI folgEe] Fhol BAAcR Al uig SAIAH el AHskE Fake 4448
S fold AYEL UehE gle] A7 W o], FelEE 000002 0058 Yol £
AT GATE & F ULk Table HE= HFE o] ASHJgS AS23 A€ 71, A€ &+
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{Table 4> Correlation analysis

4, VAL mE A ge] P Fe go=
Uehtth. (Table 5>E SPASFE} 22| 5
A Ao}, Ao 7M1, 2, 38 2
A= 9k,

2) NZIQF FOHCIERIC| JHdAS

Item 1 3 4 5 6
1. Perceived quality 1
2. Perceived value 0.414%*
3. Perceived price 0.409** 0.127* 1
4. Trust 0.462%* 0.321*%*%  0.369** 1
5. Purchase intention 0.397%* 0.191**  0.391%** 0.504%* 1
6. Word of mouth 0.282%* 0.208**  0.344%** 0.330%* 0.508%** 1
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{Table 5> Multiple regression analysis of perceived quality, value, price and trust

. . Standardized
Independent Dependent Unstandardized coefficients coefficient ) Sig
variable variable
B Std. Error B
Constants 1.321 0.190 6.962 .000

Perceived quality 0.262 0.047 0.300 5.529 .000%*

Perceived value trust 0.142 0.042 0.168 3.366 .001**

Perceived price 0.205 0.045 0.225 4.508 .000%**
R*=275, df=3, F-value=44.48, p=.000.

Az oh Fojelmele] M-S S8 sl ok FRb 43.099°] 1L, frol = 0.0000| 22 &
AT SPUSE, PR FEAFR o] Ao folio] 9% HIUTh (Table 62 4
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T Fak 119.884, olol] gt )=+ 0.0002-=
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{Table 6> Multiple regression analysis of trust and purchase intention

) Unstandardized Standardized
hyl.)othe.sm Indepfndent Depejndent coefficients coefficient ; Sig.
verification variable variable
B Std. error B
Constants purch 1.892 0.165 11.445 0.000 R?=254, df=1,
H4 Urenase F-value=119.884,
Trust ~ Intention (525 0.048 0.504 10.949  0.000** £=0.000
Constants 1.834 0.233 7.853  0.000 R*=.109. df=1
Word of > >
H5 F-value=43.099,
Trust mouth 0.445 0.068 0.330 6.565  0.000%* =0.000
Constants Word of 0.933 0.221 4226 0.000 R=258, df=1,
H6 Purchase o O F-value=122.512,
. . mouth 0.656 0.059 0.508 11.069  0.000** —0.000
intention p=Y.
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