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The Influence of Consumption Values for Western Salad on
Functional Attitude and Consumer Satisfaction
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Abstract

Current study analyzed the influence of social consumption values for the western salad on the functional
attitude and the consumer satisfaction. To verify the purpose of this study data were collected from consumers
who have experience in western style restaurants of five hotels located in Seoul, total 330 questionnaires were
distributed and 322 examples were employed for statistical analysis. By using SPSS 18.0 program present study
derive following conclusions. The consumption values such as rarity value, social value, emotional value and
functional value have significantly influence on the functional attitude. Especially, the social value, among the
consumption values, has the most significant factor. In addition, the all consumption values of salad have a
significant antecedent of the consumer’s satisfaction. Furthermore, the functional attitude has affect the con-
sumer’s satisfaction as well. Therefore, this study clarify the influences among the social consumption values

for the western salad on the functional attitude and the consumer’s satisfaction.
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<Fig. 1> Research model.
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{Table 1> Demographic features of the subject

o doh 3R] A o4(53.7%)°]
(46.3%) 5t} W2 o= ¢4
2 AREH, A% ofF= 7]E 1508(46.6%) 2T
U & 1729(534%) 2% PlZo] B2 A2 4 At
ol e dsshe otk yele 30~394)
(46.1%)7F 7V B2 o2 Yepgon, 2

Characteristic Frequency(n) %
Male 149 46.3
Gender
Female 173 53.7
Not married 172 53.4
Marital status
Married 150 46.6
20~29 100 31.1
30~39 134 41.6
Age 40~49 54 16.8
50~59 27 8.4
60~69 7 2.2
Office job 90 279
Professional 37 11.5
Self-employed 21 6.6
Service industry employees 56 17.5
Occupation
Production worker 24 7.4
Housewife 40 12.4
Student 24 7.4
Government employee 30 9.3
Highschool 19 5.9
College(student) graduate 87 27.0
Education
University(student) graduate 179 55.6
Graduate(student) 37 11.5
100~200 70 21.7
200~350 156 48.4
Monthly income 64 199
(unit: ten thousand won) 35073500 '
500~650 20 6.2
650< 12 37
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{Table 2> Reliability/validity analysis of consume values
Fact Topi Factor Eigen Variance Cumu- Cron-
a opie loading value (%) lative(%) Dbach's a
This restaurant maintains a consistent quality. .760
Functional This restaurant has a quality standard. 742
5726 40.899 40.899  .820
value This restaurant tries to provide a good quality. .697
This restaurant provides a good quality. .660
This restaurant provides uniqueness. .852
Rarity This restaurant always provides freshness. .685
1468 10485 51.385 787
value This restaurant always has new characteristic. .644
I am curious of the restaurant whenever I visit there.  .604
It makes me feel happy. .838
Emotional
"o 1t makes me ploased and delighted. 793 1258 8987 60372 801
value
It has an excellent design. .674
I can increase my value. .801
Social value I feel receiving a special treatment. 795 1.050  7.503 67.875 738
I consider style and trends about the salad. 677

* KMO : 0.868, Bartlett sphericity test : 172620381, df=91, Sig=0.000.
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{Table 3> Reliability/validity analysis of attitude

Factor Topic lggztiﬁ; Eigen Variance Cronbach's
value (%) a
It appeals to me. .874
Attitude I have a positive feeling about restaurant. .841 2.127 70.884 794
I want to know more about restaurant. .810

* KMO : 0.693, Bartlett sphericity test : y’=398.405, df=3, Sig.=0.000.

{Table 4> Reliability/validity analysis of customer satisfaction

. Factor Eigen Variance Cron-
Fact T .
actor opie loading value (%) bach's a
I would like to purchase it. .841
I will try to purchase it. .820
Cust .
USIOMET | fiave an impulse to purchase. 820 3316 66.327 872
satisfaction
I will recommend this restaurant. .805
I am very much satisfied. 785

* KMO : 0.832, Bartlett sphericity test : z°=1,028.106, df=10, Sig.=0.000.
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(Table 5> Influence of consume values on attitude

Analysis Standardized

Factor Beta coefficient f-value Sig.
Functional value (hypothesis 1-1) 181 181 2.157 032
Rarity value (hypothesis 1-2) 363 363 8.362 000"
Emotional value (hypothesis 1-3) 116 116 2.715 007"
Social value (hypothesis 1-4) 387 387 4.584 000"

R'=233, Adjusted R*=226, F=32.236, p=0.000"

T p<0.05, " p<0.01, " p<0.001.
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{Table 6> Influence of consume values on customer satisfaction

Analysis Standardized .
Factor Beta coefficient f-value Sig.
Functional value (hypothesis 2-1) 1.367 1367 20.809 .000™"
Rarity value (hypothesis 2-2) 345 345 10.145 .000™"
Emotional value (hypothesis 2-3) .071 .071 2.117 035
Social value (hypothesis 2-4) 1.209 1.209 18.296 000"
R*=.529, Adjusted R°=.524, F=119.192, p=0.000""
" p<0.05, " p<0.01, ™" p<0.001.
<Table 7> Influence of attitude on customer satisfaction
Factor s Beta Sz:;i;rjlﬁd f-value Sig.
Attitude (hypothesis 3) 664 664 18.394 .000™"
R=441, Adjusted R’=.440, F=338.326, p=0.000""
T p<0.05, " p<0.01, ™" p<0.001
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