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Family Restaurant Customers’ Quality Evaluation and Satisfaction
Depending on the Physical Environmental Variables

Gwang-In Byun'*, Woo-Je Cho?
Dept. of Food Service Planning &management, Sejong Cyber University, ’Korea Foodservice Institute, Korea

Abstract

This research suggests critical and specific decisive variables that affect general service quality of the products in family
restaurants, considering features of services in which consumption and production happens simultaneous by collecting the raw
data through point of sales. It also analyses the factors and helps to offer them practical strategies by providing managers of the
restaurants and marketers with empirical viewpoints based on the research.

Generally, family restaurants need their own physical environment and are required to encourage customers to revisit
themselves by maintaining pleasant environment as well as, considering space for customers and for employees’ working routes

and effective maintenance of the facilities.

The result of the study also tells that even if the unimportant factors did not affect much on the restaurants, management over
these factors can be a differentiated strategy for competitive advantage over the other businesses.

Key Words : Physical environment, Family restaurant, Service quality, Satisfaction
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<Table 1> General Characteristics of the Subjects

bles Family Restaurant

Variables Frequence(n=226) %
Male 100 44.2
Gender Female 126 55.8
10 27 119
20 55 24.3
30 63 27.9
Age 40 45 19.9
50 27 11.9
60 9 4.0
Married 100 44.2
Marital Status Single 117 51.8
others 9 4.0
Highschool 9 4.0
) Associate 64 28.3
Education Bachelor 108 47.8
Master 45 19.9
Professional 18 8.0
Employees 91 40.3
Self-employed 18 8.0
Occupation Public Officials 18 8.0
Instructors 27 119
House wives 18 8.0
Students 36 15.9
Below 1.5 M. 54 239
1.5-2.0M. 37 16.4
Income 20-25M. 63 279
Over 2.5 M. 72 319
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A717] SPSSWIN 11.5% olstef ganaedmrag 4 3 7H28S

AlBHch B QQIEA T AR BrPhEE 3 S (Figure D= & AtolA A¢Ht 7Md = FAE Adzd=

o) $E5& 24 & LISREL 8.30 T2 o[ &3 ele A F2YAA B #H2& Bef £ 3o (Table <=

AEH(CFA)E &l 7 A =of datde 718, LISRELS 883 F22d 428 Afolr}, Aed d
(Table 2)&= HHAEAT} SIQQEA 9 Aig R3]

52 Aol

o] oA A4 (modification index)7t 4.0& 57t
L 20709 HEFE(AL A2, A5, B2, B5, C2, C4, D1, D2,
D4, D5, E1, E2, E3, F3, F4, SQ2, SQ3, SS1, S32)& A~ 3}
Act. (Table DA & 4= Aol FHEELL df= 6, Chi-
Square= 98.60(P=0.0), RMR=,02, GFI=.93, AGFI=.45, -
CFI=.93, NFI=,93, [F]= 9328 wEAH= gAut 54 7} t® a0 N

3
Satisfaction &

S AREE YL 9= AR HrhE 4= QU

Cronbach aZ&%ollA 87 A& 3 2=4(61)& Aeet B&
Az At AREE YT 9l ALE YT (67~
94), ZE HQ2GA7t SAH 7 {25kl

2 oA 95% +HEF A (two standard-error
interval estimate)7F +47/Hd 7S] AdAgL 15 23 6=A

o5 gofsiglty. 1 2%, ojwdt guAle] diF A
A% 1S 28R e Aoz Yehgth wetd 24H T o <Figure 1> Proposed Model

=

<Table 2> Analysis Result of Reliability and Reasonability

Physical Exploratory Factor Analysis Confirmatory Factor Analysis
En:;ﬁfﬁ:?al Sﬁf‘j‘é 5;?316 5332 Variance Cro’g’“h 72 DF pvalue RMR GF AGF CH  NH
Amenity 5 5 309 617 84 2650 2 00 02 95 76 94 94
Conveniency 5 3 1.82 60.5 .67 - - - - - - - -
Entertainment 5 3 1.65 55.0 .58 - - - - - - - -
Cleanness 5 5 3.34 66.8 87 21.86 5 00 01 96 88 97 96
Aesthetic 5 5 3.68 73.5 .90 12.32 2 002 .02 97 .87 .98 97
Space 5 3 217 721 .80 - - - - - - - -
Service Quality 3 3 2.42 80.7 87 - - - - - - - -
Service Satisfaction 5 4 3.38 84.4 94 37.92 2 .00 .02 .93 67 96 96
<Table 3> Measurement Model Result
Inter-Construct Correlations
Variables
1 2 3 4 5 6 7 8

1. Amenity 1.00

2. Conveniency .50 1.00

3. Entertainment 44 51 1.00

4. Cleanness 26 .26 .59 1.00

5. Aesthetic 61 25 36 23 1.00

6. Space 26 36 36 29 34 1.00

7. Service Quality .70 33 -.01* -.01* 46 32 1.00

8. Service Satisfaction .78 40 19 .03 67 .33 .78 1.00

Cronbach o 84 67 60 .87 91 .80 .87 94

Model Goodness df=6, Chi-Square=98.60(P=0.0), RMR=.02, GFI=93, AGFI=45, CFI=.93, NFI=.93, IFI=.93
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<Table 4> Expected LISREL Result of the Proposed Model

Hypothesis Coefficient Value t-value Coefficient Value
Amenity — Service Quality(H1) 77 10.38 Adopted
Conveniency — Service Quality(H2) .10 2.05 Adopted
Entertainment — Service Quality(H3) -49 -7.86 Adopted
Cleanness — Service Quality(H4) -.03 -74 Adopted
Aesthetic — Service Quality(H5) .07 1.44 Abandoned
Space — Service Quality(H6) 25 550 Abandoned
Service Quality — Service Satisfaction(H7) 78 10.49 Adopted

Goodness of Fit

df=12, ¥?=215.52, P=0.0, RMR=.07, GFI=.86, AGFI=.46, CFI=.85, NFI=84, IFI= 85

ghHo 2 e Ao yepton(df=12, ¥?=215.52(P=0.0),

RMR=.07, GFI=.86, ACFI=.46, CFI=.85, NFI=.84, IFI=.85),
FA A =(modification index) E3t 8753 4202 g}
Wtk 22]3l (Table 49 ZAT A & 4= Qo] B A7
ol Al AAISH 7T 7Hd 718 95% AR EtolA 577F A
02 {3k Aoz Yehyth E3k Sl 23 69%, 60%,
212y A= AR et

H1, H2, 223l HE6Z HAE 24 &7 5 HHAHHL
77, p01), BeJA(H2:.10, pl.05) 18] 27HA(H6: .25,
p<.0De] *Wl—%él AZtol| FAH Fee vA= Ao R e
ok I3y H3S @AJ(H3:-.49, p{ 0D)o] MujAagd 2|7t
of 234 G nX= Ao Yehth H49t H5& oA
gl 240 Ande MUAEE Xz ARFE FA4] Eale
AOZ et HTS o2 n4o] 2zst Mujagie
ABlA gl FHA R RS u|XE Ao YERGTHHT:
.78, p<.01).
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