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Effect of Menu Reliability on Consumer Satisfaction at Rice Cake Cafe
using Domestically Grown Agricultural Products
- Focus on Jeonju Hanok Village -

Su In Kim

Dept. of Korean Cuisine, Jeonju University, Jeonju 560-759, Korea

ABSTRACT

To investigate and analyze the influence of trust on consumer satisfaction in rice cake cafe menus using domestically grown
food ingredients, this study divided selection attributes of rice cake cafe menus into safety, nutrition, ethicality and
marketability through an exploratory factor analysis and analyzed reliability and correlation among these variables. As a result,
these four factors were adopted as selection factors, and the results of the cormrelation analysis among the variables showed that
the four factors were statistically comrelated with trust and customer satisfaction. The result of validity and reliability testing
on consumer trust showed that the menus were reliable and trustworthy as they had been made using domestically grown
agricultural products. Analysis of how cafe selection attributes affect trust showed that the these variables had a significantly
positive influence on trust in the order of safety, marketability, nutrition, and ethicality. The influence of the selection
attributes on customer satisfaction was statistically significant, and the independent variables had a significantly positive
influence on trust in the order of marketability, ethicality, safety, and nutrition. In verifying the mediation effect of trust on
customer satisfaction, the four factors of rice cake cafe selection attributes had statistically significant mediation effects.

Key words: Rice cake cafe, menu reliability, consumer satisfaction, Jeonju Hanok Village, agricultural products
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Measurement variables No. of items Scale
Safety Kim JE (2014a) 5
Selection ~ Nutrition Kim JE (2014b) 4
attributes Ethicality Kim SI (2014) 4
5-point
Marketability Jung HS, Yoon HY (2008) 4 Likert scale
Trust Trust Wilson (1995) 5
Customer . . Dony & Cannon (1997), Oliver (1997),
1 tisfact 4
satisfaction O omer satisfaction Hong et al (2010), Kim HJ (2012)
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Table 2. General characteristics of research participants
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Category Frequency Ratio (%) Category Frequency Ratio (%)
Male T 27.4 College (or graduate) student 107 38.1
Gender
Female 204 72.6 .
Public servant 14 5.0
20s 123 43.8
308 74 263 . Office worker 79 28.1
Age Occupation
40s 39 13.9 Self-employed 22 7.8
30s or above 45 16.0 Full-time housewife 29 10.3
College student 98 349 e orof
; Specialized profession 30 10.7
A p p
cademic ) oe graduate 159 56.6
background Famil 4 .
Graduate student or higher 24 8.5 amity 3 ’
TV, radio 38 13.5 Friends 165 58.7
Channel for Newspapers, magazines, books >0 178 Companion Colleagues 40 14.2
information Family, friends 44 15.7
isiti Seniors/juniors 9 32
ACQUISTHON - ermet, SNS 120 27
Own experience 29 10.3 Lover 33 117
1~2 times a year 116 41.3 Image of healthy menu 101 359
On th 83 29.5
e & mon Purpose Safe image of rice cake 34 12.1
No. of visits Twice a month 43 153 P
oL vis Cozy atmosphere 41 14.6
Once a week 24 8.5
At least twice a week 15 53 Taste 105 374
Total 281 100.0 Total 281 100.0
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Table 3. Validity and reliability testing for rice cake cafe menu selection attributes
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Component
Category
Safety ~ Nutrition Ethicality Marketability

- It is eco-friendly as it uses natural foods. 792

- It is reliable as it uses local agricultural products. 764

- It is safe as it does not use food additives. 753

- It is safe as it does not use GMO foods. 733

+ It is safer than ordinary cafe menus. .698

- It sells menus with higher nutrition than ordinary cafes. .790

+ It is better for health than ordinary cafe menus. 7188

+ It has higher nutrition as it uses domestically grown agricultural products. 721

- It is safe as it uses in-season food ingredients. .560

- This menu considers environmental issues. 816

+ This menu considers others. 761

- This menu is unethical. .709

+ This menu considers the next generation. .653

- This product inherited the traditional food culture. 766

+ This product has excellent quality and taste. 729

+ This product lives up to the expectations of people today in pursuit of well-being. 728

- It is a healthy local food. 517
Eigen value 3332 2.548 2.340 2214
Variance explanation (%) 19.602 14.990 13.768 13.023
Cumulative explanation (%) 19.602 34.592 48.359 61.382
F-test (p) 38.422™  4.019™  3.504” 5.602™"
Hotelling's 7-square test 97.240™ 113157 12.083™  18.241™
Reliability .838 .825 743 735

KMO test=.860, Bartlett's test of sphericity 3’=1,818.523, degree of freedom=136 (p=.000).

)

*op<05, ™ p<0l.
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Table 4. Validity and reliability testing for trust intention
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= .792, Bartlett®] 7384 A= 314.679(p=.000)Z 82!
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U5 Table 62 7t 4= 7t AAFAAE Lolry] £t
AHEA S A3 Ayjolt), XA} W Jlu] A& 2
QA kA, I, wEld, AEAE-L AlE| e ARk
FAACE fongt F+H)Y FTBA T FEFEI(p<.001),
AEe RS FAHCR gt H(+)o] FaTA
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Component
Category
Trust
+ It is trustable as it uses domestically grown agricultural products. .848
- It is reliable as it uses domestically grown agricultural products. 812
+ It is more reliable than ordinary cafe menus as it uses domestically grown agricultural products. 791
- The recipe can be trusted as it uses domestically grown agricultural products. 774
+ The quality and taste can be trusted as it uses domestically grown agricultural products. 754
Eigen value=3.171, Variance explanation(%)=63.426, Cumulative explanation(%0)=63.426,
KMO test=.824, Bartlett’s test of sphericity y’=595.934, degree of freedom=10 (p=.000).
F-test (p)=15.624 (.000), reliability=.854, Hotelling’s 7-square test=50.144 (.000).
Table S. Validity and reliability testing for customer satisfaction
Component

Category

Customer satisfaction

- I will choose a rice cake cafe if I have a chance.
- I think choosing a rice cake cafe was a good choice.
+ I am satisfied with my visit to the rice cake cafe.

- I will use a rice cafe rather than an ordinary cafe.

.834
.828
793
728

Eigen value=2.540, Variance explanation (%)=63.493, Cumulative explanation (%)=63.493.

KMO test=.792, Bartlett’s test of sphericity x’=314.679, degree of freedom=6(p=.000).
F-test (p)=32.915 (.000), reliability=-800, Hotelling’s 7-square test=72.839 (.000).
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Table 6. Verification of correlation among variables
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ETPB model

Customer
Category Trust . .
Safety Nutrition Ethicality Marketability satisfaction
Safety 1
Nutrition .000 1
Ethicality .000 .000 1
Marketability .000 .000 .000 1
Trust 429 3927 392 412 1
Customer satisfaction 289" 2827 282" 3427 617 1
o p<.01, two sided test.
Table 7. Influence of rice cake cafe menu selection attributes on trust
Unstandardized coefficient Standart?lzed Durbin-
Independent variable coefficient t F R Adj. R’
‘Watson
B SE Beta
(Constant) —2.643E-016 .037 .000
Rice cake Safety 429 429 11.470™
f skokok Hokok
cale ment -\ trition 392 392 10486 109.930 614 609 2.024
selection 037
attributes  Ethicality 328 328 8.767""
Marketability 412 412 11.016™

ko

p<.01, dependent variable : Trust, VIF=1.000.
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Table 8. Influence of rice cake cafe menu selection attributes on customer satisfaction
Unstandardized Standardized )
Independent variable coefficient coefficient t F R Adj. R Durbin-
Watson
B SE Beta
(Constant) —1.312E-016 .047 .000
. i 2 2 124"
Rice cake cafe Safety 89 89 6
menu selection Nutrition 282 282 5973 43.180™" 385 376 1.960
: .047
attributes g cality 324 324 6.861"
Marketability 342 342 7.243™
" p<.01, dependent variable : Customer satisfaction, VIF=1.000
Table 9. Influence of trust on customer satisfaction
Unstandardized coefficient Standardized )
Independent variable standard error coefficient beta / F R Adj. R Durbin-
’ Watson
B SE Beta
(Constant) 5.999E-017 .047 .000
171307 .380 378 2.101
Trust 617 .047 617 13.088
™" p<.01, dependent variable : Customer satisfaction, VIF=1.000
Table 10. The Mediating Effect of Trust
Rice cake cafe menu selection attributes
Classification Safety Nutrition Ethicality Marketability
B t B t B t B t
stepl Mediation 429 11.470™ 392 10.486™ 328 8.767"" 412 11.016™
step2 Dependency 289 6.124™" 282 5973 324 6.861" 342 7.243"
Independence 030 579 048 927 136 2.768" .106 2.061"
Mediation 604 11.562™" 598 11.675™ 572 11.605™ 573 11.148™
step3 F-value 85.617 86.040™ 91.529™ 88.773""
R 381 382 397 390
Adj. R? 377 378 393 385
Mediation Effects Full mediation Full mediation Part mediation Part mediation
T p<l, ™ p<05, 7" p<Ol.
HeE A=k A4 09l $4E ol 8 sb) vlive] He £4 Qb
g, DU &, AEHE W, &BlAf 4189 A
Qo HE ZF BEEoll tigh 29l FEIte] AFE A7 g ke
BHBARA, AFIAEA 2 wHES HE EAE
2 AFe FlA AAEE AFSste W 7] wlrel] o Axetgen, 1 AxE o 7
3F A F 7} 2V} o] F= S 24 B4517] 96 9 7 vl A &Ado] Ao mx|e FE] o
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