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Effects of Service Quality of One Person Start-Ups and Perceived
Relational Benefits on Consumer’s Behavioral Intention:
Focus on Gwangju Area

Sang-Jin Lee * Seong-Su Kim'
Dept. of Culinary Science, Honam University’

Abstract

This study examined the factors influencing consumer’s behavioral intention by one person start-ups in the
food-service field, and also looked into the effects of service quality by start-ups and perceived relational benefits
on behavioral intention. A questionnaire survey was conducted from March 1 to March 30 on 278 citizens
of Gwangju Metropolitan City who used one person start-ups. Regarding research results, 3 variables, namely
food quality, food value, and physical environment, were set upas e lower variables of service quality in one
person start-ups, while 4 variables,psychological benefits, economic benefits, social benefits, and customer benefits,
were established as relational benefits. In addition, regression analysis considering consumer’s behavioral
intention as dependant variable revealed all paths exhibiting a significant, positive(+) corelation.
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{Table 1> Demographic characteristics of those

surveyed (N=278)
Classification N %
Male 168 60.8
Gender
Female 110 39.6
20~29s 177 63.7
Age 30~39s 63 22.7
40 < 38 13.6
High school 14 5.7
College 124 44.6
Education
University 116 41.7
University < 24 8.6
< 1,500,000 won 43 15.5
1,500,001~ 90 14
2,000,000 won ’
Monthly 2,000,001 ~
VoY S 67 24.1
income  2,500,000won
2,500,001~
oS 2 18.
3,000,000won > 87
3,000,001 won < 26 9.3
Married 166 59.7
Marital ot married 95 342
status
Other 17 6.1
Total 278 100.0
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{Table 2> Type factors and reliability analysis
. . Factor Eigen Variance KMO Cronbach
Factors Classification .
loading value (%) Bartellet «
Food tastes good. 875
The food here is of 11
e‘ ood here is of excellent 845
quality.
Food quality The food is good for eating.  .791 3:549 28988 885
The food here is fresh. .709
Food temperature is suitable. .676
Portion size is suitable. 929
Service The food is suitable for eating. .847 KMO=.881
H — sk
quality Food This is an excellent value for 757 3025 33651 Bartellet=1,733.671 785
value :
money.
It gives a great value in a
L . .688
dining experience.
Sanitation 788
Phvsical Convenient 157
Lysiea 1.895 34471 779
environment  The facilities here are clean. 7144
This meal gives comfort. 678
Comfortable 947
Psychological
SYCROIOBICE Quality of freshness 879 2421 32724
benefits
High qulified employees .844
Intimacy pyoyeon .837
E .
COMOTIC N fembership 833 2107 14243
benefits
Relational Free service 792 KMO=.825 264
benefits cash discount 785 Bartellet=2,704.515%%*  °
Social ..
Staff recognition 765 4426 11.064
benefit
Friendship 762
Rapid service 747
Cust
CVOTER Attractiveness 739 2876 8968
benefits
Mood .695
I plan to to recommend this
.898
restaurant to others.
I plan to recommend visiting
Behavioral i i KMO=.887
.e aV1'0ra FhlS restaurant if asked to 826 3548 63708 209
intention introduce a good a one-person Bartellet=376.264***
business restaurant to others.
I plan to speak positively 704

about the restaurant to others.
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{Table 2> Continued
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. . Factor Eigen  Variance KMO Cronbach
Factors Classification .
loading  value (%) Bartellet «@
I plan to have a preference for
_ this one-person business 744
Btehaw'oral restaurant in future. 3.548 63.708
intention
I plan to visit this one-person 742
business restaurant again. '
*E p<0.001.
{Table 3> Correlation matrix
Division Food Food Physical ~ Psychological Economic Social Customer  Behavioral
i
quality value environment benefit benefits bene benefits intention
Food quality 1
Food value 667 1
Physical 605%%  710%% 1
environment
Psychological
SYCIOOBIEA  grgwx g1k (23 1
benefits
Economic S62%E T80% G6awH 019% 1
benefits
Social
.304** 258%* .306%* 202%* 384%* 1
benefits
Cust
ustomet 4w geee 390w 093%+ 637%  Sige ]
benefits
Behavioral
COMAVIOTL sy s1eer 410w 199%* 637 51gF sigE |
intention
** p<0.01.
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{Table 4> Regression result of H1-1
Non-standardized coefficients
B t P
B SE
Constant —1.235E-16 043 .000 1.000
Food quality 236 057 236 4.107%% .000
Food value 553 057 553 9,642+ .000
Physical environment 436 057 436 6.107#** .000
R'=532, Adjusted R*=0.526, F=146.413, P-value=0.000
w6k p< 001,
{Table 5> Regression result of H1-2
Non-standardized coefficients
B t P
B SE
Constant 922 235 3.928 000
Food quality 162 051 172 5.141 %% 000
Food value 305 056 309 5415 000
Physical environment 256 056 245 4.761%** .000
R=532, Adjusted R"=0.526, F=146.413, P-value=.000
w0 p< 001,
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{Table 6> Regression result of H1-3

Non-standardized coefficients

B S.E # ! F
Constant 1.070 142 7.519 .000

Food quality 497 031 .646 15.928%** .000
Food value 368 034 408 6.918%** .000
Physical environment 460 .034 468 8.107*** .000

R=618, Adjusted R’=.614, F=166.413, P-value=.000

w0k e 001,

<Table 7> Regression result of Hl-4

Non-standardized coefficients

B SE # ! r
Constant 2.704 .130 20.823 .000
Food quality 436 057 466 6.107%** .000
Food value 308 057 310 5.642%** .000
Physical environment 236 056 245 41275 .000

R*=332, Adjusted R’=326, F=46.413, P-value=.000%**

k< 001,

{Table 8> Regression result of H2

Non-standardized coefficients

B S.E g : P
Constant 1.532 223 6.857 .000
Psychological benefits .559 .084 507 8.744%** .000
Economic benefits 761 .053 .693 14.289%** .000
Social benefits .687 .049 .685 13.969%** .000
Customer benefits 412 .070 388 5.881%** .000

R=436, Adjusted R*=432, F=47.458, P-value=.000

% 5 001,
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Non-standardized coefficients

B8 t P
B S.E
Constant 2.156 243 8.484 .000
Food quality 220 .050 268 4441k .000
Food value 464 .060 468 7.708%** .000
Physical environment 436 .057 436 6.107%%* .000

R'=544, Adjusted R*=526, F=146.413, P-value=.000
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