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A Study on the Relationship among Service Quality and Customer
Satisfaction of Wedding Hall Restaurants, and Recommendation Intention
Focusing on the Moderating Effect of Wedding
Hall and Hotel Image -

Young Kyun Kim'
Dept. of Food Culinary Science, Honam Um'versity'H

Abstract

The purpose of this study is to verify a relationship among service quality and customer satisfaction of
wedding hall restaurants, and recommendation intention, as well as the moderating effect of image of wedding
halls and hotels on the relationship. A hierarchical regression analysis thorugh SPSS was conducted to test
the model hypotheses. Research samples were collected from 331 customers of wedding hall restaurants and
hotels located in Seoul. The findings and implications of the research can be summarized as follows. First,
the employees, facilities and environment service, and convenience of wedding hall restaurants had a positive
effect on customer satisfaction of wedding hall restaurants. Second, evidence suggested that service quality of
wedding hall restaurants had a positive effect on recommendation intention. Third, while there was a negative
moderating effect of image of wedding halls and hotels between food and employee service quality and
customer satisfaction, a positive moderation effect of image of wedding halls and hotels was found. Fourth,
there was a negative moderating effect between customer satisfaction and recommendation intention.
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{Table 1> Exploratory factor analysis

Lower . Load . Explanatory Cumulative Cronbach
Constructs . Topic Eigenvalues . .
variable factor variable  fluctuations « value
Food taste 0.822
Food quality 0.860
Food Food amount 0.658 4218 23.432 23.432 0.736
Food temperature 0.062
Menu variety 0.795
Ability to work 0.824
Cleanliness 0.571
Employees  Civility 0.661 2.994 16.633 60.544 0.795
Service Kindness 0.580
quality o
restaurant Similitude 0.633
Space layout 0.851
Faciliti d Cleanness 0.712
actities an 3.686 20479 43911 0.870
environment  Atmosphere 0.874
Usage time 0.760
Reservation 0.656
Facilities 0.585
Convenience 2.910 16.164 76.709 0.718
Parking 0.749
Traffic 0.846
General satisfaction 0.859
Satisfacti Experienced satisfaction 0.876
austaction 2.846 71158 71158 0.860
restaurant Reused 0.832
Great impression 0.805
Favorable 0.708
R« ded R dati 0.871
ec.ozmzer;e ceommencation 2550 85000 85000  0.891
fiende Wedding hall - 0779
recommended hotel ’
Reliance 0.951
Image Affinity 0.831 1.740 57.988 57.988 0.723
Great impression 0.779
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{Table 2> Study variablesdescriptive statistics
. . .. . Standard .
Factor fractionation Minimum Maximum Average L. Averageranking
deviation
Food 1.80 4.40 3.48 0.57
Employees 1.80 4.00 2.90 0.60 8
lity of  Faciliti
Quality of - Facilities and 2.25 475 3.37 0.66 2
service environment
Convenience 2.50 4.25 3.24 0.46 4
Overall 2.67 4.06 3.24 0.37 3
Satisfaction restaurant 2.25 5.00 323 0.66 5
Recommended intended 2.00 5.00 291 0.77 7
Image 2.33 433 3.14 0.58 6
{Table 3> Research variable cormrelation
Quality of service
Fact Satisfaction =~ Recommended I
actor Hith mage
Food Employees Facqltles and convenience restaurant intended #
environment
Food 1.00
Employees 0.29"" 1.00
Faciliti . .
acilitiesand 0.45 0.26 1.00
environment
Convenience 0.07 047" 048" 1.00
Satisfacti ok P ko
ahstaction 0.40 ~0.03 0.75 0.57 1.00
restaurant
Recommended . - . .
. 0.56 0.08 0.57 0.62 0.75 1.00
intended
Image 017" 032" -023"" -021 —0.01 0.02 1.00

ok

p < .001
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{Table 4> Wedding Area restaurants the quality of service and a reception hall wedding halls between

customer satisfaction and verification of the hotel.

1 level 2 level 3 level
Variable
& t 16 t Jé] t

Food 0.063 1.808 —0.098 -2.814" -0.123 —-4.435"
Employees 0.441 12,646 —0.421 -12296""  —0214 -7311"™"
Facilities and environment 0.672 18.144™ 0.713 19.222" 0.687 24232
Convenience 0.462 13.508™" 0.463 13932 0.260 7.502""
m 0.133 4537 0.085 2.704™
Foodxm —0.760 -11.523"™
Employeesxm -1.016 -16.309""
Facilities and environmentxm 0.438 8.423™"
Conveniencexm —0.051 —-1.173

dr? F dr F dR F
Model statistics -~ — -~

0.752 247.923 0.015 20.585 0.122 87.845

Fkok

p<001.
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{Table 5> Wedding hall, restaurant halls between the intended customer satisfaction and recommendation

and Effectiveness Verification of control of the hotel.

1 level 2 level 3 level
B t ¢ t Jéi ¢
Satisfaction restaurant 0.755 20.892 0.755 20.883 0.651 17.670""
m 0.026 0.706 0.168 4262
Satisfaction restaurant*m —0.296 —7.020""
dR? F drR? F dR? F
Model statistics - ot
0.569 436.471 0.001 0.498 0.056 49.282

*k

" p<001.
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