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The Influence of Menu Choices and IMC Activities on the
Customer Satisfaction and the Revisit Intention
at Italian Restaurants
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Abstract

Present study confirmed the influential relationships among menus choices, IMC activities, customer satisfaction
and revisit intention as perceived by Italian restaurant consumers to establish the marketing strategy. The results
are as follows: The menu choice traits of the Italian restaurants have proved that menu quality, menu composition,
and physical offer have significant influences on the customer satisfaction. In addition, all the factors of menu
choice traits except physical offer have significant effect on the customer's revisit intention. Furthermore, the
IMC activities of the Italian restaurants have been proved that the advertisement and the public relations have
significant influence on the customer satisfaction and revisit intention, but there was no signigicant impact with
personal selling. Last, the customer satisfaction has been identified as a critical antecedent of revisit intention
in this study.
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{Table 1> Demographic features of the subject

F
Characteristic reduency %
o)
Male 92 46.7
Gender
Female 105 533
Marital Not married 55 28.0
status  Married 142 72.0
20~29 25 12.7
30~39 54 274
Age 40~49 65 33.0
50~59 35 17.8
60~69 18 9.1
Office worker 45 22.9
Professional 54 274
Self-employed 32 16.3
Service indust
ervice industry 3 L5
Occupation employees
Production worker 28 14.2
Housewife 25 12.7
Student 5 2.5
Governmental official 5 2.5
Highschool student 30 15.2
College student/graduate 73 37.1
Education jp; ity student/
niversity studen ” 176
graduate
Graduate school student 20 10.1
100~250 21 10.7
Monthly
income 251~450 63 32.0
(Unit: ten
thousand 451~600 70 355
wom 601 < 43 218

A 227 Al 85(2016)
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{Table 2> Reliability/validity analysis of the menu choice traits

Fact Topi Factor Eigen Variance Cumulative Cronbach's
actors opic
P loading  value (%) (%) a
The food tastes delicious. 0.832
The temperature of food is proper. 0.747
Product
lity The restaurant serves a fresh food. 0.714 3.336 25.765 25.765 0.823
quali
The food is served in hygienic condition. 0.704
The restaurant uses healthy stuffs. 0.641
The restaurant has its original menu. 0.857
The menu is persuasive. 0.827
The menu has a visual attractiveness. 0.676
Composition The menu 'is composed of nutritionally 0.627 . 25187 50952 0845
of the menu balanced dishes. . : - :
The menu is composed of differentiated 0.626
dishes. '
The menu reflects the customer’s requests 0.59]1
quite well. ’
The restaurant employee explains the menu. 0.896
Physical
offer The restaurant has its good facilities and 0.891 1.865 14.374 65.326 0.813

atmosphere.

* KMO: 0.785, Bartlett sphericity test: %’=1,251.431, Sig=0.000.

=
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{Table 3> Reliability/validity analysis of IMC

Fact Topi Factor Eigen Variance Cumulative Cronbach's
actors opic
P loading  value (%) (%) a
The concept of this restaurant was reflected in 0.884
advertisement. ’
The restaurant coheres with its advertisement 0.822
Adverti- ’
Ve lt poster. 7723 40605  40.605 0852
men
seme I am satisfied with its advertisement contents. 0.741
The catalogue is useful for me. 0.632

The advertisement is substantially useful for me. 0.556

The restaurant coheres with its brand image. 0.829
Publlic The .restaurant coheres with its message of public 0.664 1264 14.236 54841 0755
relations  relations.
The restaurant coheres with its media report. 0.623
1 choose a menu through employee’s 0.803
recommendation. '
I get some help from the employee. 0.770
Personal
selling The employee’s experiences are well reflected in 0.547 1.337 6.991 61.832 0.814
his proficiency.
I choose to buy the menu with the employee's 0511

explanation.

* KMO: 0.887, Bartlett sphericity test: x°=3,140.210, Sig=0.000.

{Table 4> Reliability/validity analysis of customer satisfaction

Fact Topi Factor Eigen Variance Cronbach’s
actor opic
P loading value (%) a

I am satisfied with the food. 0.872

I am satisfied with composition of menu. 0.862
Cust

US| am satisfied with its food prices. 0.832 3481 71361 0.894

satisfaction

I am satisfied with its facilities and atmosphere. 0.826

I am satisfied with the employee’s professional services. ~ .0.785

* KMO: 0.831, Bartlett sphericity test: y’=521.446, Sig=0.000.

ANES FEUFE ALgSle] O gA 7MY AF FE, v, E8E Alwel
AAE A= (Table 7> 2Th 3]A2 A BF fuEgeng 7 1S AHeEQdeh

38 R=0.523% 7FAH, p=0.000914] Fgte]

65.4812 VERSTE AlE F4(3=0.461)2 v 7+ 3) Jid 29| A

4(B=0.316), E2]A A|F(B=0.121) £o&2 AT 7Hd 29 olee] HAEFS Hlwd" £

ol o3t L nAE Aoz Yeiygrh up AR = Fod G v Aelge 7
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{Table 5> Reliability/validity analysis of revisit intention

Fact Topi Factor Eigen Variance Cronbach's
actor opic
P loading value (%) a
I would recommend the restaurant to others. 0.864
Revisit .
. . would choose this restaurant first. 0.827 4.076 67.472 .0.903
intention
I have a close affinity with this restaurant. 0.792
* KMO: 0.780, Bartlett sphericity test: x°=1,013.823, Sig=0.000.
{Table 6> Correlation analysis

Classification 1 2 3 4 5 6 7 8
1. Product quality 1
2. Composition of the menu  0.5117 1
3. Physical offer 0346" 03117 1
4. Advertisement 0455 03777 0.398" 1
5. Public relations 0.196"  0.160™ 03117 0346 1
6. Personal selling 03677 03287 03357 06357 04517 1
7. Customer satisfaction 0.499"  0486" 04347 04427 01777 03097 1
8. Revisit intention 0345 03227 0244 01847  0.1247 01267 04527 1
* p<0.01.

<Table 7> Influence of the menu choice traits on {Table 8> Influence of menu choice traits on re-
customer satisfaction visit intention
Analysis Regressive Standard Analysis Regressive Standard
Beta . t-value Beta . t-value

Factor coefficient  error Factor coefficient  error

Product quality 461 542 0.077  7.035™ Product quality — .298 311 0.070  4.442™

Composition of Composition of

316 326 0.071  4.657™ 444 419 0.065 6465

the menu the menu

Physical offer 121 122 0.062  2.123° Physical offer  .056 056 0.056  0.999
R’=523, Adjusted R’=.506, F=65.481, p=0.000"" R*=470, Adjusted R’=.460, F=54.382, p=0.000"

* p<0.05, ™" p<0.001. ** p<0.001.

T oo FoHQl S A Y= AeE
W el ey B21A AlE(3=0.056)2 G- Tl
He AR @ Ao® etk F, AF F49 vilw
FEF VA= e ‘JrE‘r”O‘Jr £
FEFE VA FE R YETh w
H 20llM = A F43 vlvdS A9

<Table 8>f+ 2t} 8912 A “é < H) 4709  FAL
AW S 7, Fgro] 543822 et vy A

FA(B=0.444), AIF EA(B=0298) wO2 AYE A
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{Table 9> Influence of IMC on customer satisfac-

{Table 10> Influence of IMC on revisit intention

Analysis Regressive Standard

Beta t-value

Factor coefficient  error
Advertisement 232 232 0.051  4.495™"
Public relations 209 209 0.051  4.045"
Personal selling  .049 .049 0.051  0.989

R*=.151, Adjusted R>=.137, F=11.052, p=0.000""

tion
Analysis Regressive Standard
Beta . t-value
Factor coefficient  error
Advertisement 309 309 0.052 6249
Public relations  .258 258 0.052 5215
Personal selling  .070 .070 0.052  1.449

R?=220, Adjusted R>=210, F=17.730, p=0.000""

*

 p<0.01, ™ p<0.001.
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<{Table 11> Influence of customer satisfaction on
the revisit intention

Analysis Regressive Standardized
. t-value
Factor coefficient error
Customer .
750 672 .044 15.339

satisfaction

R*=.560, Adjusted R*=.557, F=232.146, p=0.000""

Hx

" p<0.001.

*:

™ p<0.001.
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