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Abstract

This study was conducted to analyze the influence of the service quality of the food court on customer
satisfaction, revisit intention in a discount store. Among the 400 surveys, 371 participants were collected and
350 respondents were analyzed for the statistical analysis to verify research purposes. SPSS 21.0 program was
used to derive the following: factor analysis, reliability analysis, simple regression, and multiple regression
analysis. Results shown that, first, service quality at the discount store can affect the customer's satisfaction.
The factors which can affect the customer's satisfaction are type, empathy and credibility but guarantee and
reactivity don't affect it. Second, service quality at the discount store can affect a customer's revisiting. The
factors which can affect the customer's revisiting are type, guarantee, empathy and credibility but reactivity
doesn't affect it. Third, the customer's satisfaction at the discount store can affect the customer's revisit
intention. Through this study, food court service quality can affect not only the customers' satisfaction but also
consumers' revisit intention. Therefore, the company and the management need to keep researching and deve-
loping various menus, customer service training, and hygiene training in order to set the customer at ease along
with making a comfortable mood and set up a dine out & meeting system.
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{Table 1> Demographic features of the subjects (n=350)
Variables Frequency(n) Percentage(%)
Male 106 30.3
Gender

Female 244 69.7

<20 10 29

21~30 86 24.6

Age 31~40 96 274

41~50 117 334

>51 41 11.7

Married 204 583

Marital status

Single 146 41.7

Student 30 8.6

Office worker 41 11.7

Salesperson 42 12.0

Technical staff 39 11.1

Occupation Professional 43 123

Service staff 39 11.1

Housewife 86 24.6

Self-employed 28 8.0

Others 2 0.6

<Middle school 4 1.1

High school 94 26.9

Education College(student) graduate 146 41.7

University(student) graduate 102 29.1

>QGraduate (student) 4 1.1

<200 107 30.6

201~300 51 14.6

401~500 68 19.4

>501 23 6.6

Total 350 100

FA]E-E-2(principal component analysis)S 2A]  (Varimax rotaion)"2] < A5 A
g7, 29 AAGE Ddesrlr)7] s A4 skl o] W Frplee s 22 gk 0.40]
Z¥2] (orthogonal rotation)Z-oll A Wl2|® 2~ 31 4, 3f+X|(Eigen value) 7130 12
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{Table 2> Use behavior of the subjects in food court (n=350)
Variables Frequency(n) Percentage(%)
Self-vehicle 125 35.7
Transportation of visit Taxi o4 183
d?scount store Bus 93 266
Subway 24 6.9
On foot 44 12.6
1 times 47 13.4
2 times 109 31.1
Average monthly visit 3 times 85 24.3
of discount store 4 times 60 17.1
S5 times 30 8.6
Over 6 times 19 5.4
None 14 4.0
1 times 90 25.7
Average monthly visiting 2 times 112 32.0
of food court 3 times 80 22.9
4 times 37 10.6
Over 5 times 20 4.8
Under 9,999 60 17.1
10,000~19,999 142 40.6
Aver;egre Vf:;?:z “f; any)mem 20,000~29.999 12 32,0
30,000~39,999 27 7.7
Over 40,000 9 2.6
Alone 32 9.1
Friends 132 37.7
. Family 133 38.0
Companion ]
Meeting 26 7.4
Lover 22 6.3
Others 5 1.4
Opening time~12:00 11 3.1
12:01~14:00 78 22.3
Eating time 14:01~16:00 86 24.6
16:01~18:00 73 20.9
18:01~20:00 72 20.6
20:01 ~Closing time 30 8.6
Playground facilities 14 4.0
Nursery 12 34
Using a variety of gift certificates 40 11.4
Information from the internet 40 114
Improvements Discounts / information 73 20.9
Service level 39 11.1
Cleanliness / hygiene 54 15.4
Diversity of the menu 71 20.3
Others 7 2.0

Total 350 100.0
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A7} t}. <Table 3
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ek A3 KMO 742 0.8482

e g4 tlett 78 =
of Mu|2=FA] tig &AA eRIEAAHNE Al WFE e JEAATE mig- Ea, 2R B
Alsta 9lem, 99l AAgto] 04014, LHA o AT RS YehlE Bartlette] 73R
(Eigen value) 1 ©)-& 7|F22 187] &5 Zo = 1479.507, A% ] FolFTS 0.0002-2 LHE}
A me ABUAS A W5 EHL Ul 1 29189 Abgol 4%F Ro® et
B oS S 54, 04, B, A8, Be EW 7 2% T gt 355 U@ &
5 57Me 89lo] FEE9lem, olE 8919l AFA ] 0.520 o] FOE BT 04 o3-S 3]
5 RAERY L s6.679% LERgT 9, 291 s glol B AFE AFEPY B ey
e sjEAeR FU 89 ) #5829 ¥ o] SudTn & & Uk =@, B 979 o)
FUBAZ VIFR Yor, o el AL P FAAHW FEmEe] MulAE 749l 2919
F 2AEA L ofu7t glvkar & &= gl webd  AEAd Al Cronbach'a k] 25 0.6 1739
olggt 7P Akl skl KMO #k# Bar- WA o R w2 A didE /AL e A
{Table 3> Result of the factor analysis on service quality in food court
E' . 1
Factors Measurement items Factors ~ TIECM  Variance Cronbach's
loading  value (%) @
High class of shops 0.707
Room light & room temperature 0.648
Type Clean uniform appearance of modesty of workers 0.608 27.029
4.865 0.732
(©) Modern Facilities such as interior 0.606 (27.029)
Food diversity 0.548
That customer acceptance of free space 0.520
Action of employees to the trust our customers 0.776
Guarantee Courteous and friendly behavior of employees 0.760 8.956
3 1.612 15,085 0.738
) Service environment that customer was comfortable and 0.675 (35.985)
peaceful ’
Kitchen workers looks to individually focus on loyal cus- 0.809
Empathy Oe™S: L300 1775 0708
3) Convenient opening hours for customers 0.731 ' (43.760) ’
Workers to show an interest in what the customer needs  0.657
Food hygiene (ingredients) 0.786
Credibili 7.215
redibility Prices adequacy for food quality 0.749 1.299 0.647
3) (50.975)
Food quality and taste 0.578
Variety changes of food (menu changes) 0.770
Reactivit 5.704
ea(c;)“ Y Rapid delivery of the ordered food 0662 1027 ol 0669
Accurate delivery of food ordered at the counter 0.606

KMO=0.848, Bartlett approx chi-square=1,479.507, F=0.000"
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{Table 4> Results of reliability and factor analysis of customer satisfaction and revisit

EARCR

. Factors  Eigen Variance Cronbach's
Factors Measurement items .
loading  value (%) «
Overall, I am satisfied with the service at the food court in 0818
discount stores. ’
Customer | am satisfied with the facilities of a food court in discount 0.806 63.603
Satisfaction Stores. 2.548 (63.693) 0.806
4 I am satisfied with the taste and quality of food in the food 0793 '

court in discount stores. ’

I would recommend to others this food court. 0.774

KMO=0.803, Bartlett approx chi-square=433.507, F=0.000 ",

Cumulative variance explained(%)=63.693

I would use this a food court once again. 0.863

Revisit | will continue visit even if the price of the food court rise. 0.849
Intention

o I think to continue to visit the food court in the future. 0.751

I want to keep a good relationship with this food court. 0.629

2.424

60.688
(60.688)

0.780

KMO=0.725, Bartlett approx chi-square=436.457, F=0.000 =

Cumulative variance explained(%)=60.688
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{Table 5> Effect of service quality on customer satisfaction in food court

Indep.endent Depﬁ.:ndent Unstand.ardjzed Standardized Stand;.ardized rvalue p-value
variable variable coefficient(B) error(S.E.) coefficients(5)

Constant 1.641 319 5.137 000"

Type 604 074 456 8.202 .000™"

Customer Guarantee .090 063 081 1.436 152
satisfaction Empathy 224 057 211 3929  .000™"
Credibility 208 060 183 3.470 001"

Reactivity 018 059 015 299 765

R*=.270, Adjusted R*=.260, F=25.426, p=.000"

Y p<0.05, " p<0.01, " p<0.001.

BAA FeldS Jdalr] 91t e A 2) I 29| A
om, I A3}, KA (B=456), FH7(B=211), WHEANHY FEIE AMH| 2 FAL AT
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o] 5 A A, S22 TR, odf Je JAS HESshe FEAT 3 2297901, f2
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{Table 6> Effect of service quality on revisit intention in food court

Indep.endent Depe.ndent Unstan@mdized Standardized Stande.lrdized rvalue pvalue
variable variable coefficient(B) error(S.E.) coefficients(5)

Constant 1.769 358 4.934 .000™"
Type 379 083 258 4582 .000™"

Revisit Guarantee 183 .070 .148 2.600 010
intention Empathy 451 064 383 7.062 000"
Credibility 253 067 201 3.766 000"

Reactivity 065 066 050 983 326

R*=251, Adjusted R*=.240, F=22.979, p=.000"

T p<0.05, " p<0.01, " p<0.001.
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{Table 7> Effect of customer satisfaction on revisit intention in food court

Independent Dependent Unstandardized Standardized Standardized rval |
-value -value
variable variable coefficient(B) error(S.E.) coefficients(5) P
Constant 415 148 2.797 005™
Revisit
: : Cust .
intention usTomer 828 039 747 20.990 000

satisfaction

R*=.559, Adjusted R°=.557, F=440.578, p=000"

" p<0.05, " p<0.01, " p<0.001.
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