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Abstract

Customer needs in food service industry is not only demanding high quality product{food), but also high quality service.
Therefore, how to provide high quality service based on customers expectation, and how to design the service systems by
food service industry or restaurants are important task.

This study is service quality of Korean restaurant customers, it aims analyzes factors influences service quality of food
service industry based on the perception of pork-belly specialty restaurants customers.

It is expected that there is significant difference according to gender concerning level of satisfaction in service quality of
food service industry as a result of analyzing the level of satisfaction for frequency of eating out relatively to the purpose of
eating out, and researching the level of satisfaction for service quality of food service industry after visiting the restaurant.

Based on such results, solutions that can cope with social, cultural and economical environment of food service industry
are suggested. Selection of food service business, samples, and purpose of eating out, which are limits of this study, needs to
be studied continuously in the future after diversifying and segmentation. '
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<Table 1> Comparison a concept of Quality and Satisfaction

Section Quality Satisfaction
Dependancy on experience Unnecessity, External or Intermediate Necessity
Property/Dimension Detailed characteristic/Property All potential property
Expectation/Standard Ideal, Superiority Prediction, normative, Needs
Human knowledge/Emotion Mainly human knowledge Human knowledge, Emotion
Conceptual factor precedent 51:[ r?omu:lcz r;;j;(ﬁ;z,nl;lame Value, Conceptual factor(Fairness, Regret, Emotion)

Time factor(short/long term)

Long term(Overall or Brief) Short term(related with deal or contact)

<Table 2> Primary factor of service quality

Decisive factor Definition
_— The ability to accurately perform the promised service (accuracy in making/writing bills, keeping time
Reliability limites, etc)
) Will to provide immediate service, timeliness (swift provision of service, swift corresponding to the
Responsiveness customer’s demand)
Holding the techniques and knowledge necessary to perform service (techniques and knowledge of
Competence employees who directly contact customers or employees who support operation, ability of the
organization)
Access Accessﬂ.)ility and cor.xvenience of the servicing organization (accessibility, stand-by time, working hours,
convenience of location)
Courtesy Kindness, politeness, thoughtfulness of employees who directly contact customers
L Paying attention to the customers’ business / using language and providing information that can be
Communication acz,ep%ed by the customer 8 e ° ¥ '
Credibility Sincerity', l.lonesty of the servic.e provider (name of company, reputation of company, personal
characteristic of employee can decide the confidence level)
Security Risk following deals, safety against doubtfulness (physical/financial safety, securing secrecy related with
service)
Understanding Endeavors to understand the customers’ demand (studying the customer’s demand, personal interest of a
the customer customer, etc)
Tangibles Physical factor of service (facility, looks of employees, devices used in proving service, credit cards, etc)

A} 9: Parasuruman A., Valarie A. Zeithaml & Leonard L. Berry(1985), “A Conceptual Model of Service Quality and It’s
Implications for Future Research,” Jourmnal of Marketing, Vol. 40(Fall), 41-50.
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<Table 3> General contents of population statistics in subjects of research

q Male Female
Gender 135523 VECTR)
10age 20age 40age 50age Above 60age
Age 15(5.8) 27105) 207(80.2) 62.3) 200.8) 1(0.4)
. i i . ublic white
Occupation student service S}ﬁg;'eerg te(;l;gsxtca 1 Pfgrf::aslsl housewife spervant collar other
17(6.6) 23(8.9) 13(5.0) 15(5.8) 114.3) 20(7.8) 103.9)  138(61.2)  11(4.3)
Average BelowlOmillion 1.1-15million  1.51-20 million 2.01-250 million ~ 2.51-3.0 million Above 3.01 million
Education Income 20(7.8) 73(28.3) 97(37.6) 35(13.6) 7.7 26(10.1)
Educational High School Jouior College Degree University Degree Graduate Degree
Level Attained 2509.7) 24(9.3) 207(80.3) ) 2008
. Married Not married
F: = %Y
<Table 4> Reliability verification
, standard confidence
Items Communality  jeviation coefficient
Securing sufficient parking space/External space 3.1688 9338
Wearing clean and neat uniforms(clothing) 3.2673 9321
Interior that follows the concept/image 3.1622 9311
Understandable/convenient menu book 3.2010 9346
Menuing concept that fits the image of the restaurant 3.2245 .9306
Space that allows comfortable and convenient movement 3.1893 9311
Clean and neat restroom 3.1972 9354
Hygienic restaurant space 3.0654 9321
Easy and comfortable seat 3.2536 9325
Punctual food provision 3.2607 9343
Swift correction on faults/mistakes 3.3088 9308
Sincerity/Consistency 3.3322 9320
Accurate bill 3.3286 9331
Accurate provision of ordered food 3.3821 9326
Speed and quality of service during busy hours 3.0736 9334 9326
Swift provision of service 2.9786 9322
Acceptance of special demands 3.4679 9324
Securing service personnel who can accurately answer the given questions 2.8873 9320
Giving a sense of comfort/trustfulness to the customers 3.1106 9328
Securing service personnel who can explain the food/ingredients/recipe 3.1643 9326
Safety/convenience of the restaurant 3.2321 9313
Securing competitive service personnel with knowledge/experience 3.3857 9305
Working condition where employees can do their best 2.8179 9317
Putting the customers’ demand in front of principles 3.1643 9315
Giving a sense special reception 3.0700 9320
Foreknowing the needs (demands) of customers 2.8192 9310
Continuous interest towards customers 2.9143 9330
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<Table 5> Level of satisfaction for service quality of food service industry according to gender

Gender "
Items Male Female F Significance
Securing sufficient parking space/External space 2.83 3.03 2.284 0.132
Wearing clean and neat uniforms(clothing) 2.88 3.11 4.669 0.032*
Interior that follows the concept/image 2.96 3.30 7.624 0.006*
Understandable/convenient menu book 2.99 3.38 9.304 0.003*
Menuing concept that fits the image of the restaurant 3.09 3.15 0.260 0.611
Space that allows comfortable and convenient movement 3.22 2.99 4.279 0.040*
Clean and neat restroom 3.01 3.11 0.606 0.437
Hygienic restaurant space 3.00 3.19 2.842 0.093
Easy and comfortable seat 3.02 3.11 0.520 0471
Punctual food provision 3.18 3.24 0.305 0.581
Swift correction on faults/mistakes 277 3.09 6.934 0.009*
Sincerity/Consistency 3.11 3.05 0.266 0.607
Accurate bill 3.41 3.52 0.525 0.469
Accurate provision of ordered food 3.52 3.37 1.510 0.220
Speed and quality of service during busy hours 3.04 3.15 0.713 0.399
Swift provision of service 293 3.40 14.146 0.000*
Acceptance of special demands 3.19 2.95 4.644 0.032*
Securing service personnel who can accurately answer the given questions 2.98 2.89 0.458 0.499
Giving a sense of comfort/trustfulness to the customers 3.03 2.94 0.522 0471
Securing service personnel who can explain the food/ingredients/recipe 2.75 2.87 0.729 0.394
Safety/convenience of the restaurant 2.89 3.13 3.641 0.057
Securing competitive service personnel with knowledge/experience 2.83 2.85 0.014 0.905
Working condition where employees can do their best 293 3.04 1073 0.301
Putting the customers’ demand in front of principles 2.82 2.97 1.280 0.259
Giving a sense special reception 2.95 2.87 0.393 0.531
Foreknowing the needs (demands) of customers 2.93 3.02 0.660 0417
Continuous interest towards customers 3.00 2.85 1.302 0.255

* p<0.05, ** p<0.01
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<Table 6> Difference in level of satistaction according to intimacy

Gender

Items X Male TFerale F Significance

Securing sufficient parking space/External space 2.78 2.76 0.004 0.948
Wearing clean and neat uniforms(clothing) 2.92 3.20 4.296 0.040*
Interior that follows the concept/image 2.94 345 11.620 0.001*
Understandable/convenient menu book 3.02 3.65 13.173 0.000*
Menuing concept that fits the image of the restaurant 2.98 2.98 0.001 0.980
Space that allows comfortable and convenient movement 3.10 3.02 0.373 0.542
Clean and neat restroom 2.94 3.22 2.881 0.092
Hygienic restaurant space 2.87 3.36 11.862 0.001*
Easy and comfortable seat 2.94 3.22 3.781 0.054
Punctual food provision 3.21 3.47 4.125 0.044*
Swift correction on faults/mistakes 2.89 3.11 1.969 0.163
Sincerity/Consistency 3.11 3.27 1.324 0.252
Accurate bill 3.54 3.76 1.334 0.250
Accurate provision of ordered food 3.55 3.67 0.679 0411
Speed and quality of service during busy hours 3.12 3.45 4.154 0.043*
Swift provision of service 2.89 3.42 13.032 0.000*
Acceptance of special demands 3.18 3.15 0.051 0.822
Securing service personnel who can accurately answer the given questions 2.89 3.09 1.590 0.209
Giving a sense of comfort/trustfulness to the customers 3.00 2.98 0.016 0.899
Securing service personnel who can explain the food/ingredients/recipe 2.69 2.67 0.005 0.943
Safety/convenience of the restaurant 2.96 3.20 4.988 0.027*
Securing competitive service personnel with knowledge/experience 2.75 3.07 4.040 0.046*
Working condition where employees can do their best 2.79 3.11 5.327 0.022*
Putting the customers’ demand in front of principles 2.73 291 1.117 0.292
Giving a sense special reception 3.00 2.96 0.050 0.824
Foreknowing the needs (demands) of customers 2.85 295 0.332 0.566
Continuous interest towards customers 2.92 3,15 2.140 0.146

* p<0.05, ** p<0.01

<Table 7> Difference in level of satisfaction according to family meetings

Gender _—
Itemns Male Fermale F Significance
Securing sufficient parking space/External space 2.48 3.16 6.010 0.016*
Wearing clean and neat uniforms(clothing) 2.70 3.07 3.026 0.086
Interior that follows the concept/image 2.87 3.11 0.709 0.402
Understandable/convenient menu book 3.00 3.21 0.592 0.444
Menuing concept that fits the image of the restaurant 2.96 3.38 2.441 0.122
Space that allows comfortable and convenient movement 3.43 3.09 1.966 0.165
Clean and neat restroom 3.09 3.05 0.013 0.908
Hygienic restaurant space ~ 3.39 3.16 1.361 0.247
Easy and comfortable seat 3.35 3.09 1.002 0.320
Punctual food provision 3.09 3.00 0.149 0.701
Swift correction on faults/mistakes v 2.52 3,11 6.051 0.016*
Sincerity/Consistency 2.83 2.88 0.031 0.861
Accurate bill ’ 2.65 3.41 7.622 0.007*
Accurate provision of ordered food 2.96 3.09 0.202 0.654
Speed and quality of service during busy hours 2.39 3.04 6.104 0.016*
Swift provision of service 2.87 3.36 3.062 0.084
Acceptance of special demands ' 3.13 2.88 1.192 0.278
Securing service personnel who can accurately answer the given questions 3.13 271 2312 0.132
Giving a sense of comfort/trustfulness to the customers 291 2.98 0.063 0.802
Securing service personnel who can explain the food/ingredients/recipe 2.52 3.07 3.343 0.071
Safety/convenience of the restaurant 2.78 ¢ 305 0.994 0.322
Securing competitive service personnel with knowledge/experience 3.09 2.73 1.287 0.260
Working condition where employees can do their best 3.00 3.02 0.006 0.940
Putting the customers’ demand in front of principles 3.09 2.98 0.142 0.707
Giving a sense special reception 2.65 2.82 0.442 0.508
Foreknowing the needs (demands) of customers 3.22 3.05 0.520 0473
Continuous interest towards customers - : 3.09 2.64 2.052 0.156

p<0.05, ** p<0.01
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<Table 8> Difference in level of satisfaction according to office life

Gender .
Items Male Feroale F Significance

Securing sufficient parking space/External space 3.29 3.60 0.831 0.372
Wearing clean and neat uniforms(clothing) 3.14 3.10 0.006 0937
Interior that follows the concept/image 2.86 3.80 4.893 0.038*
Understandable/convenient menu book 2.86 2.90 0.010 0.920
Menuing concept that fits the image of the restaurant 343 3.10 0.756 0.394
Space that allows comfortable and convenient movement 3.93 2.50 35.256 0.000"
Clean and neat restroom 3.50 2.80 2722 0.113
Hygienic restaurant space 3.00 2.60 0.842 0.369
Easy and comfortable seat 3.57 2.80 4.014 0.058
Punctual food provision 3.43 3.30 0.137 0.715
Swift correction on faults/mistakes 2.79 2.90 0.048 0.829
Sincerity/Consistency 279 2.60 0.194 0.664
Accurate bill 3.93 3.10 2954 0.100
Accurate provision of ordered food 4.00 3.30 5.197 0.033*
Speed and quality of service during busy hours 3.43 2.10 12.359 0.002*
Swift provision of service 329 3.80 1.388 0.251
Acceptance of special demands 3.71 2.50 16.661 0.000*
Securing service personnel who can accurately answer the given questions 3.21 3.00 0.360 0.554
Giving a sense of comfort/trustfulness to the customers 3.14 2.30 4.601 0.043*
Securing service personnel who can explain the food/ingredients/recipe 3.71 2.80 2.652 0.118
Safety/convenience of the restaurant 3.21 290 0.307- 0.585
Securing competitive service personnel with knowledge/experience 2.79 2.40 0.771 0.389
Working condition where employees can do their best 3.29 2.80 1.640 0.214
Putting the customers’ demand in front of principles 3.00 3.20 0.173 0.681
Giving a sense special reception 3.07 2.60 1.476 0.237
Foreknowing the needs (demands) of customers 2.86 3.50 1.256 0.274
Continuous interest towards customers 3.71 2.50 5.065 0.035*

* p<0.05, ** p<0.01
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<Table 9> Difference in level of satisfaction according to business

Gender _—
Items Male Fernale F Significance

Securing sufficient parking space/External space 3.56 4.00 0.238 0.637
Wearing clean and neat uniforms(clothing) 2.56 2.00 2.045 0.186
Interior that follows the concept/image 3.56 2.00 16.036 0.003*
Understandable/convenient menu book 2.78 3.00 0.205 0.662
Menuing concept that fits the image of the restaurant 4.00 2.00 9.818 0.012*
Space that allows comfortable andgonvenient movement 278 2.00 0.573 0.469
Clean and neat restroom 267 3.00 0.818 0.389
Hygienic restaurant space 3.33 2.00 1.870 0.205
Easy and comfortable seat 211 2.00 0.063 0.808
Punctual food provision 2.67 3.00 0.117 0.740
Swift correction on faults/mistakes 2,22 3.00 0.932 0.359
Sincerity/Consistency 433 4.00 0.818 0.389
Accurate bill 3.33 2.00 1.870 0.205
Accurate provision of ordered food 3.89 3.00 2.380 0.157
Speed and quality of service during busy hours 3.22 3.00 0.047 0.834
Swift provision of service 3.00 2.00 0.818 0.389
Acceptance of special demands 267 2.00 3.273 0.104
Securing service personnel who can accurately answer the given questions 3.11 2.00 2.639 0.139
Giving a sense of comfort/trustfulness to the customers 3.44 4.00 0.320 0.586
Securing service personnel who can explain the food/ingredients/recipe 244 3.00 0.445 0.522
Safety/convenience of the restaurant 2.00 2.00 0.000 1.000
Securing competitive service personnel with knowledge/experience 3.00 2.00 1.227 0.297
Working condition where employees can do their best . 356 3.00 0.445 0.522
Putting the customers’ demand in front of principles 2.78 3.00 0.205 0.662
Giving a sense special reception 3.00 3.00 0.000 1.000
Foreknowing the needs (demands) of customers 3.00 2.00 2.455 0.152
Continuous interest towards customers 2.44 2.00 0.285 0.607

* p<0.05, ** p<0.01
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