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Abstract

This study conducted to find influences of selection attributes on consumer satisfaction as perceived by
low-cost restaurant visiter by considering personal value. Developed survey was distributed and 428 sample
who visited the low-cost franchise restaurant were employed the statistical analyze. The internal value and the
external value included individual value in order to estimate the influence of the choice factor of the low-cost
franchise restaurant on the quality of the product, and the choice factors were consisted of 3 variables that
are quality, accessibility and service. Regression analysis was conducted to verify the relationships among the
variables. As a result, the internal value (8=.236, p<.0.01), and external value (B=.352, p<.001) have the
significant positive relationships with respect to quality. Second, the external value ($=.305, p<.001) has the
positive relationship with regard to accessibility, but the internal value has no significant relationships with
level of accessibility. Third, the internal value (B= .828, p<.001) has the significant positive relationship with
regard to service, but there was no significant influences between external value and service in this study.
Fourth, the internal value (8=.472, p<.001), the external value (B=.479, p<.001) were critical antecedents of
the quality. Last, while quality (3=.858, p<.001) has significant positive relationship with satisfaction, but it
didn’t show any relationships with accessibility and service.

Key words: individual value, choice factor, low-cost franchise, level of satisfaction, restaurant
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Classification N %
Male 225 52.6
Gender
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Age 30~39s 214 50.0
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High school 25 5.8
College 67 15.7
Education
University 197 46.0
University < 139 325
<1,500,000 166 38.8
The monthly 1,500,001 ~2,000,000 185 432
income  2,000,001~2,500,000 20 4.7
(wom) 5 500,001 ~ 3,000,000 51 119
3,000,001 < 6 1.9
Married 306 71.5
ﬁ;?ﬁff Not married 9 210
Etc. 32 7.5
Total 428  100.0
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{Table 2> Factors and reliability analysis

. . Factor Eigen Variance KMO Cronbach
Factors Classification

loading  value (%) Bartellet a
Make good and happy life 894
An exercise one's abilities 846
Intrinsi
“rllnm Make an interesting and stimulating life 792 3.601  38.988 895
value
709
S Self confidence KMO=881
ndividual
! Working what I want 696 Bartellet=
value -
A close friendship and companionship 921 1733671
External Bad luck and protection from attack 841
3.124  33.651 795
value  Respect and recognition to others 751
A needed existence 682
Various kinds of foods 911
Good food ingredients 872
Quality 3421 32.724
Freshness and taste .834
Various price option .832
Convenient parking facilities .837
Selection  Accessi- Clean environment 798 KMO=835
ttribut bil 2.107 22243  Bartellet= .884
attributes ili ; -
ty  Location 775 2734515
Convenient transportation 141
Kind employee 762
Menu information 147
Service 2.546 8.968
Membership card 739
A quick response .695
Satisfied with facility .893 KMO=867
Satisfaction Satisfied with price 876 3.238 73.708 Bartellet= 824
356.274™

Satisfied with service 814
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{Table 3> Correlation analysis

<Table 4> Influences of external and internal value

on quality
Non-standardized
coefficients B ¢ P
B S.E
Constant 1.235E-16 .043 .000 1.000
Intrinsi
TS H36 053 236 6107 000
value
External
352 .053 352 7.642  .000
value

R?=236, Adjusted R>=0.231, F=98.423, p-value=.000
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Division Intrinsic value  External value Quality Accessibility Service Satisfaction
Intrinsic value 1
External value 395" 1
Quality 384" 310"
Accessibility 291" 4127 * 1
Service 4527 740 . 3197 1
Satisfaction 4347 436" ” 193™ 237" 1

*

* p<0.0l.
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<Table 7> Influences of external and internal value
on satisfaction

Non-standardized

coefficients B ¢ P

B S.E
Constant 922 235 3.928 .000
Intrinsic

—.018 .026 -018 —.822 .142
value
External

362 .026 362 9415 .000
value

R*=.642, Adjusted R>=0.641, F=546.416, p-value=.000
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(Table 6> Influences of external and internal value
on service

Non-standardized

coefficients B ¢ P
B S.E
Constant 922 235 3.928 .000
Intrinsi
HHmSIe esg 021 858 8384 000
value
External
—.007 .021 —.007 —.415 887
value

Non-standardized

coefficients B ¢ P

B SE
Constant 1.685E-16 .083 7.928 .000
Intrinsic

472 .041 472 11484 .000
value
External

479 .041 479 9.642  .000
value

R*=.842, Adjusted R’=724, F=466.413, p-value=.000
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<Table 8> Influences of selection attributes on sa-
tisfaction

Non-standardized

coefficients B t P
B SE
Constant 765 478 3.928 .000
Quality .858 427 858 5988 .000

Accessibility 073 427 073 1756 143
Service 014 A27 014 1415 887

R’=732, Adjusted R’=.724, F=266.413, p-value=.000

R’=152, Adjusted R’=.151, F=26.413, p-value=.000
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