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Abstract

This study attempts to investigate effects of service conveniences on perceived value and customer vo-
luntary behavioral intention in family restaurants. We categorized service conveniences in five dimensions (i.e,
decision, access, transaction, benefit, and post-benefit). We considered perceived value as having three parts,
namely functional, emotional, and social. We also specified three segments of customer voluntary behavioral
intention as participation, cooperation, and loyalty. The results showed that service conveniences such as tran-
saction convenience, post-benefit convenience, and benefit convenience have an influence on functional value
as a perceived value, but no effect from decision convenience and acceptability[this is a new variable to me].
In addition, access and benefit conveniences affect social value. When it comes to the effects of perceived
value on customer voluntary behavioral intention, social value was found to affect participation and loyalty,
while functional value appeared to influence cooperation.
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Female 147 71
Sex Male 60 29
Total 207 100
Twenties(20s) 123 59.4
Thirties(30s) 36 17.4
Age Forties(40s) 34 16.4
Fifies(50s) 13 6.3
Over Sixties(60s) 1 0.5
Total 207 100
Student 93 449
Specialized job 34 16.4
Housewife 31 15
Occupa- Etc 22 10.6
tional Company employee 17 8.2
clas§iﬁ— Self-employed 4 1.9
cation Trade business 1.4
Teacher and government
employee 3 14
Total 207 100
Single 144 69.6
Marital Married 59 28.5
status Etc. 4 1.9
Total 207 100
University enrollment 94 45.4
University graduate 81 39.1
Level of High school or less 20 9.7
education  Graduate school or more 9 43
Graduate school enrollment 3 1.4
Total 207 100
Less than two million won 52 25.1
More than five million won 51 24.6
e [ 0
family o
P e ilion won 0 174
monthly
Less than ive miion wen 139
Total 207 100
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RMR- 0.032, GFI 0.927, AGFI 0.898, NFI&=
09172 Jept7] wiZol] efdaich 7hol Al ( 2%
Zko] 143281, pkol 0.0003tC-2 ZFolA|F( 2 2)
gholl gt pite 715 thd S3A71aL A=
2 9E RMR Zke] 0.0322 SEa1, GFI gko] 0.927,
NFI #te] 09172 0.9 o|Ao2 =7] ujiol] AH]
2 Held SR g gdAdo]l d5E A
o2 #AAd = ItkTable 2).
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B3 A3k, A A 71, ALKl A 71, 714 7
A2k 37] 88lo] =EHUL, % TAEAT B3,
73.63°.2 ElgAo] JFHAT AZE 7139
A AHs B 23, A 7HX19] Cron-
bach's aZko] 0.89, AF31A 712] 0.89, 7152 71
0.85% tH¥-% 0.7 %3}5ke] Nunnally & Bern-
stein(1994)°] ekt = 71 0.7 o]do=
7lEE TF9AL 7] Wiiel = HdId S
o= Hreith
A SR g By A%E
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{Table 2> Reliability and factor analyses on the items of service convenience

Standardized
. . . . Post- Transac- . - ]
Service convenience in family restaurant Benefit Access . Decision . coefficient
benefit nalities
(SE)
Ordered menu is served quickly 0.81 0.73 0.73(0.30)
Provide quick and proper services 0.81 0.75 0.78(0.21)
Provide quick ordering process 0.74 0.71 0.80(0.25)
Readily available in customer service 0.68 0.73 0.84(0.17)
Simple procedure of customer complaint 0.85 078 0.77(023)
settlement
Committed to tackling customer complaints 0.80 0.75 0.80(0.24)
Quick response on problems in service 0.72 0.67 0.75(0.26)
Quick fix to inquiring about service 0.62 0.66 0.76(0.25)
Located in a place conveniently 0.80 0.74 0.78(0.26)
Provide adequate parking facility 0.78 0.63 0.58(0.74)
Well located to use 0.66 0.66 0.74(0.39)
Service hours is convenient to use 0.60 0.56 0.70(0.30)
Provide useful service 0.83 0.76 0.66(0.31)
Provide competent service and food with very 0,63 063 0.68(0.33)
effect
Menu and service are to customers' tastes 0.61 0.64 0.77(0.22)
No trouble to decide to eat out in family 0.86 0.82 0.78(0.34)
restaurants
Easier to get information to get out in family
0.79 0.75 0.72(0.38)
restaurants
Eigen value 2.94 2.84 2.55 1.96 1.66
% variance 17.31 16.69 1502  11.53 9.77
Cumulative % variance 1731 3400 49.02 60.55  70.32
KMO=0.915, 2°=1,663.667, p-value=0.000
1°=143.281, p-value=0.015, x?/df=1315,
RMR=0.032, GFI=0.927, AGFI=0.898, NFI=0.917
703302 Bg4e] YUk & WAABIE N glE Ao BT
AR Powel NS Age B A7, Ad PBelx 2PPue) g ey A%
el o] =2] Cronbach's agke] 090, AE A= A3} AAFZ Flo)AF(x?) -2 39.164, 72
0.77, 2= 0.762.2 UIH-E 0.7% 2935t EE(pahHS 0.149, 7IolAlF( 1)) WARF=HE
Nunnally & Bemstem(1994)01 Aeksla = 71 1.263, RMR 0.038, GFI 0.964, AGFI 0.936, NFI
%07 oo N1Fe FEGT 7l WEel B & 095602 Vel uRel Bsic AjolA
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{Table 3> Reliability and factor analyses on the items of perceived value

Perceived value Emotional  Social Functional Corr.n.nu— SzZigiiiiid
value value value nalities (SE)

Family restaurant is an attractive place for eating out. 0.84 0.80 0.84(0.24)
Family restaurant is a safe place for eating out. 0.82 0.78 0.85(0.21)
Eating out in family restaurant makes favorable impression. 0.73 0.73 0.82(0.23)
Family restaurant provides entertainment and joy. 0.73 0.66 0.75(0.30)
Family restaurant enhances social status. 0.89 0.84 0.87(0.20)
Eating out in family restaurant enhances self-esteem. 0.85 0.81 0.85(0.23)
Eating out in family restaurant makes a great impression on people. 0.85 0.82 0.88(0.17)
Eating out in family restaurant gets recognition from people. 0.61 0.60 0.68(0.42)
The price of menu in family restaurant is appropriate. 0.85 0.77 0.77(0.33)
The price of menu in family restaurant is reasonal to pay. 0.83 0.73 0.73(0.43)
Eating out in family restaurant gets pennyworth. 0.78 0.72 0.83(0.22)
Family restaurant provides a great meal compared to paying. 0.62 0.59 0.73(0.34)

Eigen value

3.07 2.99 2.78

% variance

25.59 2491 23.13

Cumulative % variance

25.59 50.49 73.63

KMO=0.885, 7°=1,555.020, p=0.000

2%=132.88, p=0.000, x%df =2.605,
RMR=0.047, GFI=0.907, AGFI=0.858, NFI=0.917

F( 1) 7ol 39.164, pike] 0.149% 0.2 Fho| Al F
(27 #ell digh pake 7152 SFAA Wnk ol
2}, RMR #ke] 0.038= a1, GFI #ko] 0.964, NFI
#ol 0.956 2.7 0.90] 302 7] &l A
Pso= SHYE gk efdAe] dFE AL

2 F 4 UtH(Table 4).

FAF=Z(AVE: average variance extracted)3t©]
0.5 o]deld HFERF=} e oz gawnt
(Hair et al 1998; Fornell & Larcker, 1981)(Table 5).

A2 HJAF AR, H2, A, A, A
FH), Az 7R (7154 7HA, A8 A 7,
ALEA ZRR))eF AR ol m (oo, Hx
o, H¥ FAE) SAIF] HHEHTEE ¥
7117] SeiM e S 3 gRaEe] HH,
EFQ2KS.E), AVE & 5°] 83t # A+
oMe dAg WP E AME-E= AVE #tel 7H
GE AT AR K0S B skeA9
AR5 AEst] A =, AVE>Q'e|H
THHEI =7} Slths WS Adlste] #4e 2
7}, P EAEFE(AVE) A tiE-E 0.5 o]de

2 e, @?gke]l A4 0.004~0.006904 Hi
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{Table 4> Reliability and factor analyses on the items of customer voluntary behavioral intention

Customer voluntary behavioral intention Partici- Cooper- Commu- Standar(?ized
in family restaurant pation Loyalty ation nalities coefficient
(S.E)
Propose improvements 0.90 0.86 0.81(0.30)
Let them know about service problems 0.88 0.84 0.89(0.22)
Propose improvements of service 0.85 0.79 0.90(0.21)
Family restaurant is the best choice to eat out 0.83 0.71 0.70(0.46)
Family restaurant is one of the best choice to eat out 0.80 0.69 0.77(0.35)
Family restaurant is the only choice to eat out 0.71 0.56 0.52(0.88)
Intend to recommend people to eat out in family restaurant 0.70 0.62 0.73(0.32)
Intend to respond when family restaurant ask for help 0.80 0.67 0.70(0.30)
Intend to respond when family restaurant ask for cooperation 0.78 0.69 0.80(0.26)
Comply with the rules and policies 0.77 0.61 0.66(0.34)
Eigen value 2.48 2.39 2.16
% variance 24.77 23.92 21.63
Cumulative % variance 24.77 48.69 70.33
CR 0.983 0.960 0.971
AVE 0.952 0.864 0.919

KMO=0.784, 3°=869.106, p=0.000

27=39.164, p=0.149, x%df=1.263,
RMR=0.038, GFI=0.964, AGFI=0.936, NFI=0.956

4. JIN2AEZAHD}
sajel gl Al adeldel A2e 7t
A5k A gelEel PR E A A

olonm

.
o 5 o = =
= Faslen tﬂa?‘z%ﬁa &3l olE

MadE el BAE ASstetl F83 AMOS
(Analysis Moment of Structure)E ©|-8-3}51 T}

AMOS= FAEFAA ] AR = 89l
EAEG B39 M0 ad uf AR
WA mg oz M-S ARtk Ry A%
S5 AR & Az, AATFRY Tl 1)
e 1,522.82, ] ZE (AN 0.000, 7HolAlF
(23 WAFE@ADNE 2.250, RMRS 0.023, GFI

BN o

0.913, AGFI 0.895, NFI+= 0.927% YENL7] w &

| E}S3tch(Fig. 2).

AE]2s Aol oAb Hel/dol 754 7t
2l M A= FYHAE A2 A, FF35 Al
SH(B)E 0.136, C.R.FE 0.96, pate 03392 72
FE(a) 0194 ZAE AR FofalA] &
7] w2l 7Hdo] 712 ek A2~ el
A HejAe] 7154 7)ol miA= G F
A E A4y, 2573 A (B)= 0105, CR.#FS
0.65, p#t< 051322 Fo]FF(a) 0.191A41 x4}
T BAACE FYskAl 3t7] wjZel 7Hdo]
712t AT

ul r&
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{Table 5> Discriminant validity test results of the questionnaire

Average

Square value of corre-

) variance CO.nSt.n.lCt Cronbach's lation coefficient(02)
Questions reliability
extracted
(AVE) (CR) Minimum Maximum
Decision 0.76 0.61 0.72 0.004 0.209
Access 0.82 0.54 0.78 0.006 0.282
Servi . .
ervice comvenience 1n Benefit 091 0.73 0.87 0.006 0.369
family restaurant
Transaction 0.84 0.64 0.75 0.034 0.382
Post-benefit 0.88 0.70 0.85 0.018 0.382
Functional value 0.88 0.64 0.85 0.041 0.354
Perceived value Emotional value 0.91 0.73 0.89 0.033 0.371
Social value 0.91 0.73 0.89 0.019 0.371
Participation 0.90 0.76 0.90 0.006 0.161
Customer voluntary
behavioral intention in Cooperation 0.84 0.64 0.76 0.012 0.161
family restaurant Loyalty 0.79 0.58 0.77 0.004 0221

£ 0.503, CR.ZLE —2.68, p7ke 0.0072 Fol
() 0.01%TF 27] wjZo] 7Hdo] Ae= ATt
AE| 2 AR Al T1ej/do] 715A 7HA]
n2x= GEFAAE A9 A3, 253 AFB)
£ 0.871, CR.ZE 3.45, pak2 0.000°2 2]
() 0.015TH 27| wiFol] 7Hdo] Afe= ATk
AH| 2~ o] dQl AR H el o] 757 7]
o] H|X= JFHAE AYE A7, 173 Al
(B)= 0.509, CR.ZH 2,68, patS 0.0072 94
() 0.015TF 27| wjio] 7Hdo] Afel= T

AE] 2 T QL AbE HejAde] A 7
29 v X = JFAAE A2 A, Z2F8 Al
F(B)= —0.204, CRFZ —1.20, pat 02312
Frela<t(a) 0.1914 22t FAA SR frolsiA|
%3k7] witol] 7ol 712 ATt AH| A~ Aol
Q1 A ool A 7ol nx|= dEFd
AE AHE A7, 2373 ASB)= —0.019, CR.

£ —0.10, pAt2 0.9212 F2]95(a) 0.1°14
A BAH R frolakA] sk wliel 7Hd
o] 712Ut} AMu] 2~ oAl Aol o]

=

o

BB

A 716 A JFRAE A9 A7
EF3F AFB)E 0678, CRIE 296, pate
0.0032.2 fo|=a(a) 0.01Et} 2] wjio 7}
ol A=k A2~ Ao gl A HejAo]
A Aol v YEFHAE duE A,
EF3t AFB)E 0960, CR.IS 2.80, pake
0.0002.2 F2]FF(a) 0.01E} 2H7] W&o 7}
ol A=k M|~ Ao gl AL He
do] A ZHA| ol mXle dFRAE AuE
A3}, T3} ASB)E 0.595, CR.EE 2.60, pk
< 0.009% F2]4(a) 0.01 2T} 27| wj&ol 7}
Ao] A= =] THTable 6).

ARl HOAQl oJAE HojAdo] AkS]A 7}
29 v A= JFRAE A2 A, E2F3) Al
F(B)E= 0.127, CRAEZ 2.79, pat2 0.0052 -2
F(a) 0.0150} 27| wol] 7Hdo] A= At
Au) s ALl HE HelAdo] Ak E 71X
A= GFHAE A A7, 73 AFB)
£ 0.110, CR.ZE 171, pak2 0.088 2 2=
(@) 0.15T} 27| wjZel] 7Hde] Ajei=| et A{H]
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{Table 6> Effects of service conveniences on perceived value and customer voluntary behavioral intention in
family restaurant

Unstandardized  Standardized

Structural path coefficient coefficient S.E. C.R. p-value
Decision 0.15 0.136 0.15 096 0339
Access 0.11 0.105 0.16 0.65 0513
Benefit Functional 0.53 0.503 020 -268 0007
value
Transaction 0.93 0.871 027 3.45 0.000""
Post-benefit 0.61 0.509 0.23 268  0.007
Decision -0.20 —0.204 017 —120 0231
Access —0.02 —0.019 017 —010 0921
Service Benfit Emotional 0.66 0.678 022 29 0003
convenience value
Transaction 0.98 0.960 0.35 2.80  0.000""
Post-benefit 0.66 0.595 0.25 2.60 0.009""
Decision 0.22 0.127 0.08 2.79 0.005"
Access 0.11 0.110 0.06 1.71 0.088"
Benefit Social value 0.12 0.128 0.06 2.03 0.042™
Transaction 0.96 0.705 0.14 6.69 0.000""
Post-benefit —0.07 —0.063 007 —1.00 0317
Functional value 0.19 0.134 0.15 1.20 0.230
Emotional value Participation 0.02 0.012 0.19 0.09 0.925
Social value 0.38 0.239 0.16 234 0019
Functional value 0.33 0.338 0.12 2.68 0.007"
Pi;‘:ze Emotional value Cooperation 0.01 0.010 013 008 0933
Social value 0.00 —0.003 011 —003 0978
Functional value 0.11 0.132 0.09 123 0218
Emotional value Loyalty 0.16 0.170 0.11 1.42 0.156
Social value 0.39 0.401 0.11 3.61 0.000"

22=1,522.82, p=0.000, 7df=2.25,

GFI=0.913, AGFI=0.895, NFI=0.927, RMR=0.023

* p<0.1, ™ p<0.05, ™ p<0.0l.

2= Aol He} oA o] Ak A ZRA]el mlx]  FREAIE AR A3 FE3E AF(B)= 0.705,
E JgHAE A9E Ay 553 AFB)E 0 CRAS 6.69, pake 0.0002Z 72]4(a) 0.01
0.128, C.R.3E2 2.03, p3k 0.0422 F2l5F(a) ot 7] vl 7Hde] Afe= Tt

0.055 T} 27| wzof] 7hdo] A=At An] 2~ AH| 2= A1 AR ejA o] ALSA T}
el A Heldol AEA 7] Bl A6 A= GFBAE A Ay, 2E:35) A

e
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