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Abstract

The purpose of this study was to identify the change attributes of food courts inside department stores or shopping
centers, which are becoming more sophisticated and gentrified. A survey was conducted regarding customer satisfaction
level of food services, which influences customers’ revisit behavioral intentions, to provide future development direction.
Using an exploratory factor analysis, 55 questions on food and beverage service, atmosphere, comfort, sanitation, and food
quality were produced. This study tested how these choice factors affect customers’ positive or negative impressions of their
dining experiences through multiple regression analysis. Results indicate that ‘food service’ was the most important factor

contributing to customers’ positive impressions along with higher revisit behavioral intentions. On the contrary, respondents
who received poor ‘food service’ had higher negative impressions with low revisit intentions. The results and findings of this
study will positively influence marketing and customer relationship management and thus help design of successful strategies

for food court development.
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<Table 1> Luxurious Food Courts

Name Food-court name

Shinsegae department store Gramercy hall
Gourmet 494
Main dish

Famille station

Galleria

Timesquare

Seoul express bus terminal
Lotte-world mall King’s palace
Grand intercontinental hotel Parnars mall
Guro digial places

Starcity mall

Silgaekchon
Over-the-dish

Note: Foodbank Korea (www.foodbank.co.kr)
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<Table 2> Demographic Characteristics of the Respondents <Table 3> Food-court visits characteristics by the respondents

(N=263)

Characteristics N(%)
Demographics Total N(Valid %) 2 less 118(44.9)
Male 132(50.2) Average 2.3 93(35.4)
Gender Female 131(49.8) humbers of 45 33(12.5)

00d-court VISt
Total 263(100) (month)  _* anld over 26139(17(;(2))
20 less 6(23) Tota (100)
20~29 less 135(51.3) Alone 17(6.5)
30~39 less 91(34.6) ) Freinds (general) 109(41.4)
Age (1) 40~49 less 25(9.5) Accompanied oy 57(21.7)
50~59 less 5(1.9) person when (g jjegyes 43(16.3)
60 and over 1(04) visit food-court g0 freind 37(14.1)
Total 263(100) Total 263(100)
, Married 68(25.9) 1 47(17.9)
Marital Single 195(74.1) 2 100(38.0)
status Numbers of 3 67(25.5)
Total 263(100) accompanied 31(11.8)
High school and less 39(14.8) person when 5 72.7)
College/university student 90(34.2) visit food-court none (alone) 114.2)
Education Bachelor’s degree 126(47.9)
level Master’s degree and less 7(2.7) Total 263(100)
Missing 1(0.4) 1 less 125(47.5)
1~1.5 less 83(31.6)
Total 263(100

(109 Average 152 Jess 36(13.7)
o e R v
Monthly g : 2.5~3 less 4(1.5)
200~300 less 51(19.4) (10,000 won) 37 4 623)

household 300~400 less 4(1.5) :
income 400~500 less 2(0.8) Total 263(100)
(10,000 won) 500 and over 4(1.5) Weekdays 11a.m~Ip.m. 44(16.7)
Total 263(100) Weekdays lp.m.w3p.m. 53(20.2)
Weekdays 3p.m.~5p.m. 10(3.8)
Weekdays 5p.m.~7p.m. 21(8.0)
- _ _ Weekdays 7p.m.~9p.m. 24(9.1)

0, 2} Bro)77 Sk Slo \as] [) =35+
(47.9%)= 7 P WA, S Afste] 0% (34.2%), s Food-court  yeekends 11a.m~Ip.m. 18(6.8)
o At B SAA7E 397 (14.8%), thek Ajek B et visit time - yeekends 1p.m.~3p.m. 41(15.6)
Y E<o] TH(2.7%) AR Vet € Hit A5S 100 Weekends 3p.m.~5p.m. 15(5.7)
Tl IRIQL ARFEC] 107 (40.7%)°1 2, 1002+ ©]8~200 Weekends 3p.m~7p.m. 240.1
o o ' o Weekends 7p.m.~9p.m. 13(4.9)
T wTko] 9575 (36.1%), 2009FY o] d~3005FY m]Tio] 51 Total 263(100)
O
3(19.4%)°1™, 3008k ©]’4~4005H] IRk 5009+ o)/ 30 1o 2006
o] Zkz} 4% (7} 1.5%) WFEROH, 4008+ o]/d~5005H< 30-60 less 147(55.9)
| wko] 2v(0.8%)0-2 LRt Food-court 690 Jess 81(30.8)
‘ES'“_g tt‘m)e 90~120 less 13(4.9)
minutes
2. ZCAE o|2AIEY 120 and over 2(0.8)
<Table 3>& FAHQ ZA} BAo| %] FEAES o]& Total 263(100)
(_—j_]_l‘i: —»]—,‘7‘}]%9/] 0]%@‘3}% T"i‘}—\:}@' }_,L‘_O]E]- % S%]L E,EC:’{E Various menus 39(148)
o alaslL g e =] o B P Good taste of food 23(8.7)
= o]k Sl tisixe g 2ol 23] vRt o] §-3ivhe Short cooking time (fast service) 30(11.4)
o] &AE°] 1187 (44.9%), §+ 2ol 2~33] HZ=7} 939 Comfortable surroundings 24(9.1)
(35.4%), & Dol 4-53] A7 33 (12.5%), § Dol 53] Reason B covenionny © ML 05(373)
az] o - ..

oldel 19 8(7.2%)°= 14—12—?,\1?} ~ food-court visit Atmosphere (nice interior) 4(1.5)
FESE o|f Al 2 T3t AP ExF T 178 Convenience food selections with 28(10.6)

(6.5%), 172} WE 1099 (41.4%), 7153 U 573 many accompanies )
(21.7%), AFEE WE 4398(163%), N7 W 379 Others 1765)
(14.1%)0.2 FTel WETh= 1 go] %L 210 ek Total 263(100)
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<Table 4> Results of the Factor Analysis

Factor Measurement items Mean+SD Fac'tor V arnance  — Cronbach’s o
loadings  (Eigen value)

Q8. Various food menus help food selection easy 3.601+ .799 0.714
Q9. Food plating are pretty. 2.962+ 944 0.667
Q13. Portion for one person is proper. 3.141+ 980 0.448
Q14. Food has good taste. 3.335+ .958 0.528
Q17. Staff is kind. 3.137+ .943 0.641

Food service Q18. Staff’s knowledge of food menus is good. 3.023+ .945 0.608 (l 68047291) 0.888
Q19. Time from order to table is fast. 3.464+ 841 0.598
Q20. Help is expected when customers pay for the food, 3.209+1.033 0.705
Q31. Resonable price is expected 3.011+ .990 0.638
Q32. Various price for food is expected. 3.110+ .924 0.608
Q33. Lights are comfortable when dine in 3.456+ .850 0.706
Q28. Children-care place is ready. 2.844+1.075 0.126
Q29. Cutlery sets for children are ready 2.924+1.075 0.169

. Q34. Nice music is expected. 2.665+1.106 0.478 12.062

Environment - 35 1 eriors are beautiful and luxurious. 2.510+1.062 0367 (3.980) 0879
Q36. Theme for food and food-court interiors are well matched. 2.517+1.011 0.357
Q37. Various visual elements are added for customer satisfaction. 2,601+ 910 0.247
Q21. A flow fiom ordering food and pick-up is easy and comfortable. 3.342+ 881 0.394
Q22. Manuals for how to use are placed in food-court 2.966+ 918 0.346
Q23. Returning cutlery and empty dishes are easy. 3.426+ 887 0.377 10.797

Comfrts Q24. There are enough spaces between each tables. 3.053+ .995 0212 (3.563) 081l
Q26. Tables and chairs are comfortable. 2981+ .876 0.036
Q30. Toilets or places for washing hands are nearby. 2.970+1.080 0.330
Q38. Sanitation conditions in food-court are good. 3.270+ .786 0.239
Sanitation  Q39. Tables, chairs, and cutlery are clean. 3.000+1.056 0.388 éggg) 0.882

Q40. Staffs are wearing clean uniforms and have clean appeariance. 3.289+ .820 0.238 ’
Q10. Seasonal new menus are expected. 2913+ 971 0.299
Q11. Food quality is maintained all the times. 3.414+ 895 0.047

Food quality Q12. Offers food high in nutritional values. 2.692+ .878 0.190 é?gg) 0.794
Q15. Offers luxurious food menus. 2479+ 1.018 0.265
Q16. Offers origins of food materials. 3.205+ .990 0.285




<Table 5> Measurement items for emotions and revisit intention

Measurement items

Cronbach’s a

I felt conformability when eating in food-court

Positive emotion

I felt happiness when eating in food-court 0.895

I felt pleasure when eating in food-court

I was uncomfortable when eating in food-court

Negative emotion

I was unhappy when eating in food-court 0.902

I was displeased when eating in food-court

I will revisit this food-court
Revisit intention

I will recommend this food-court to others 0.854

I will revisit this food-court and repurchase the food item

<Table 6> Correlations between variables

Variables 1 2 3 4 5 6 7 8
1. Foodservice 1
2. Environment 0.7** 1
3. Comforts 0.728%** 0.647%* 1
4. Sanitation 0.640%* 0.587** 0.619%* 1
5. Food quality 0.634** 0.629** 0.635%* 0.590%* 1
6. Positive emotion 0.702%* 0.623%* 0.594%** 0.612%* 0.534%* 1
7. Negative emotion 0.471%* 0.360%* 0.322%* 0.385%* 0.362%* 0.525%* 1
8. Revisit intention 0.640%* 0.495%* 0.623** 0.570%* 0.629** 0.631%* 0.432%* 1
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<Table 7> Results of multiple regression analysis

Positive emotion

Negative emotion

B beta {ie B beta i
Constant 0.588(0.167) 3.527 4.330(0.264) 16414
Foodservice 0.429(0.076) 0395 5.620%%+ -0.529(0.121) -0.402 4.383%%%
Environment 0.167(0.058) 0.181 2.861%* -0.025(0.092) 0272 0272
Conformability 0.054(0.075) 0.048 0.719 0.180(0.118) -1.525 1.525
Sanitation 0.203(0.055) 0216 3.686%** -0.162(0.087) -1.852 -1.852
Food quality 0.012(0.065) 0.011 0.191 -0.121(0.102) -1.181 -1.181
F=64.634%** F=16.549%**

R?=0.557 Adjusted R*=0.548

R?=0.244 Adjusted R>=0.229

£p<0.05 **p<0.01 ***p<0.001

<Table 8> Results of regression analysis for revisit intention

Reyvisit intention

B beta t
Constant 1.899(0.231) 8212
Positive emotion 0.505(0.051) 0.558 9.978%%**
Negative emotion -0.104(0.042) -0.140 -2.497*
F=01.125%**

R?*=0.412 Adjusted R?=0.408
*#%p<(,001 *p<0.05
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