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Relationships among the Service Quality, Service Value, and Customer
Satisfaction in a Fine Dining Restaurant

Min Hyuk Park*

Department of Foodservice and Culinary Management, Kyonggi University, Korea

Abstract

This study examined the effects of the service quality of fine dining restaurants on the service value and customer
satisfaction by targeting 310 customers with experience in using fine dining restaurants in Seoul. The results of this study are
as follows. First, the quality of the physical environment and interactions and the result of fine dining restaurants had positive
(+) effects on the service value. Second, the quality of the physical environment and interactions and the result of fine dining
restaurants had positive (+) effects on customer satisfaction. Third, the service value had positive (+) effects on customer
satisfaction. According to the result of this study, when customers visit fine dining restaurants, evaluations of the service
quality, such as interior design, kindness, accessibility, pleasant environment, and good quality of food, are very important
elements. The service quality has been verified to be a very important factor when evaluating fine dining restaurants.
Owerall, the result of this study can be used to develop measures for improving the service quality.
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<Table 1> General characteristics of the subjects

Classification n=300 %
Gend Male 174 58.0
N Female 126 420
20~29 143 477
A 30~39 32 273
8 4049 52 17.3
more than 50 23 7.7
high school graduate 45 15.0
Educati college graduate 81 27.0
ueation university graduate 104 34.7
graduate school 70 233
student 80 26.7
salaried worker 61 20.3
Job homemaker 10 33
professional service 117 39.0
self-employed 32 10.7
Less than 1,000,000 won 77 25.7
| 1,010,000 to 2,000,000 won 15 5.0
22“;‘:‘6 2,010,000 to 3,000,000 won 17 5.7
3,010,000 to 4,000,000 won 65 21.7
More than 4,000,000 won 126 42.0
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<Table 2> Factor analysis and reliability analysis of variables

MHIA 74z

Component Details Comp qnent Communalities Eigen % of variance Cronbach’s o
Matrixs values
Interior decoration 934 794
Cleanliness 937 788
Physical Indoor temperature 934 766
Environmental Space of table and seats 934 718 5319 27.996 947
Quality Parking facilities 943 716
The moving path of indoor space 950 694
Interior illumination and atmosphere 938 656
Reliability of the employee 906 741
Expertise of the employee 908 676
Interaction Quality Kindness of the employee 914 .614 4.999 26311 922
Attitude of the employee 920 580
Response of the employee 914 576
Appearance of the food .806 796
Result i Quality of the food ingredients .827 .652 3412 17.956 855
esult Quality Tastiness of the food 797 645 ’ ’
Freshness of the food .833 644
KMO0=0.950, Bartlett: 5071.625 (df=171, Sig.= .000), Cumulative % variance=72.263%
My desire has been met compared to the 879 903
money, time and effort T have paid ’ ’
It was worth more than the money, time
. .879 902
Service Value —and effort I paid 3.171 79.286 912
It was taste co'rnpared to the money, time 800 880
and effort 1 paid
I thought It was good at visiting .894 877
KMO= .836, Bartlett: 826.325 (df=6, Sig.= .000), Cumulative % variance=79.286%
Energy 923 922
C Competence 922 917
Sat‘::gg‘gn Familiarity 923 917 4,050 80.998 941
Reliability 937 .883
Sophistication 932 .860
KMO0=0.890, Bartlett: 1372.905 (df=10, Sig.= .000), Cumulative % variance=80.998%
<Table 3> Correlation analysis
P.hy51cal Interaction Result Service Customer
e T Quali Value Satisfaction Means 12
Quality ty vy
Physical Environmental Quality 1 429 0.77
Interaction Quality .800*** 1 4.00 0.82
Result Quality TJA1E* TJATHE* 1 4.36 0.65
Service Value .810%* TJT2%* 691%* 1 4.17 0.84
Customer Satisfaction .803* 790%* 693%* 856%* 1 4.05 0.82

#p<0.05, **p<0.01, ***p<0.001

2] 82le] folFF p<.05 olatellx] FAA frolde v
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<Table 4> Regression analysis of service quality and service value

Unstandardized Coefficients Standarc.hzed
Classification Coefficients t p
B S.E. B
(constant) .078 192 382 710
Servi i Physical Environmental Quality 563 072 507 8.892 .000
ervice Quality Interaction Quality 318 068 313 5.400 000
Result Quality 133 075 .106 1.986 021
R?= 703, AR’= 700, F=233.554, p=.000
Dependant variable: Service value
<Table 5> Regression analysis of service quality and customer satisfaction
Unstandardized Coefficients Standan.ilzed
Classification Coefficients t p
B S.E. B
(constant) .045 178 255 799
Servi i Physical Environmental Quality 471 .060 438 7.818 .000
ervice Quality Interaction Quality 37 057 373 6.584 000
Result Quality 113 064 .090 1.774 .044
R’= 708, AR’= 705, F=239.479, p=.000
Dependant variable: customer satisfaction
<Table 6> Regression analysis of service value and customer satisfaction
. Unstandardized Coefficients Standar(.hzed
Classification Coefficients t p
B S.E. B
(constant) .540 125 4315 .000
Service Value .842 .029 856 28.636 .000
R2= 733, AR?= 733, F=820.013, p=.000
Dependant variable: customer satisfaction
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