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Abstract The purpose of this study is to investigate the effect of restaurant selection factors on reliability and
revisit intention. The results of empirical analysis were as follows: First, the factors influencing the intention to
visit the restaurant were the physical environment, service, price, location, reputation, cleanliness, It is
confirmed that consumers are willing to visit again if their satisfaction is high because they choose general
consumers considering kindness and taste. Second, trust is found to affect re - visit intention and it can be
judged that store faith is actively considering return visit through consumer 's belief. Third, it was found that
the factor of selecting the restaurant business influenced the intention to visit again according to the trust.
When the customer chooses according to the restaurant business standard and satisfies the trust, it intends to
increase the intention to visit again. The results of this study are as follows. First, it is found that the factors
of restaurant selection and trust affect the revisit intention of restaurants, and it is meaningful to provide
theoretical and strategic implications .
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<Table 2> Exploratory Factor Analysis and Reliability

Analysis
Categories Frequency (%)
Gender Male 61(70.1%)
Female 26(29.9%)
10~19 2(2.3%)
20~29 19(21.8%)
Age 30~39 22(25.3%)
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50~59 16(18.4%)
Students 29(33.4%)
Job General office Worker 21(24.1%)
Business Person 5(5.7%)
Homemaker 32(36.8%)
1~4 53(60.9%)
Use 5~9 26(29.9%)
Count 10~14 8(9.2%)
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Total 87(100%)
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