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Sport center consumers, This study was performed to verify the relationships among selection attribute, restaurant trust, experien-
Selection attribute, tial value, and recommendation focusing on sport center consumers. The data were collected from
Trust, visitors who registered more than three months in the sport center in South Korea. Total 500 survey
Experiential value, was distributed and 330 participants were used for further statistical analysis. SPSS 23.0 and AMOS
Recommendation. 21.0 for Windows were used for statistical analysis. Five factors of selection attribute (menu, interior,

exterior, staff, convenience) were extracted, and measured by using 15 questions. According to the
results of this study, interior, exterior, and staff factors have positive effects on restaurant trust, and interior
and menu were significant predictors of the experiential value. In addition, present study confirmed the
theoretical relationship among trust, experiential value, and recommend intention as perceived by sport
center visitors. Although there are many studies which demonstrated the relationships among selection
attribute and other outcome variables, little research explained the relationships among the variables
from sport center consumers. Therefore, this study will contribute to provide meaningful results and
some practical implications for both academia and the related foodservice industry.
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Fig. 1. Research model.

fr

yelsith F2 g aEwtd # JEs JEUE33%)0
AT A9 7%= Sl AL il en, e Wi
st 7Pt 2 2Ae 22 7|UE 1A (53.0%) A A+
oke] Thg(32.7%)°] ARSI 3 i A FHomE
3kl ool AA Q] 95% o] & AA Tk Ao Ve
o} 7tETe] EANRE 25 FEolAME A vt )
2 7153 7 AFche SHAKG6.7%) 124 B
AFEE43.3%) % e

42. Y QOI7to] A 2N

2 AqelM e 2o 49= 34 S 98 A A
o 2] &2 S~(CMIN, GFI, AGFI, RMSEA), 18] 3. S84 3=
F(TLL IFL, CF)E Ao Eict 2214 g liA S AAIS
Z 3}, GFI=.886, AGFI=848% 0.99 n|x|#] &3}y, &
HE o 40 F= vd#A] GFL, AGFIE U= 15
Ao 2 HE AFEE CFIE Asta 7] vl & AF
A& CFI #to] 92002 Rdl AR 4= ¢4 7153 A

o 2 UEstth 3k %] 495703, AHE(df)7F 2247 Ve
wow, [FIE 921, TLIE .901, RMSEAE 0612 Ve A

wE o wd APy 7)Ee] Felshs 449 ndw va

2 AT FFEEE A5 Slst] BEskE Q1A AA],
895 7te] HFEAFZEFHAVE), FA 22 218 =(CR)
£ 1% A7K(Table 2), T3 SAAAA = BF 05 ©]
’3(0.533~0.866), 3 T EAHFZG(AVE) 0.5 ©]73(0.517~
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Table 1. Demographic characteristics of the subjects

(m=330)
e Frequency Percentage
Characteristic %n) Y %) 8
Male 170 51.5
Gender
Female 160 48.5
18~20 9 2.7
21~30 164 49.7
Age 31~40 121 36.7
40~49 28 8.5
50< 8 2.4
3~6 months 42 12.7
Exercise 6~12 months 168 50.9
Period 1~2 years 92 27.9
More than 2 years 28 8.5
TV 54 16.4
Restaurant Internet 110 333
information
source Friends or acquaintance 164 49.7
Other 2 0.6
Food 175 53.0
Main purpose Friend(s) meeting 108 32.7
for visiting Business meeting 2 0.6
Family meeting 45 13.6
Under 20,000 7 2.1
Average 20,000~29,900 6 1.8
spending 30,000~39,900 76 23.0
per visit 40,000~49,900 1 336
Over 50,000 130 394
Living with Yes 187 56.7
family No 143 433
Total 330 100

AR FBRAE 7T S HIAFRE ) T agle]
S F2 AFR Alole] y*atolE EAT Ay}
do] 27ke 4957032 % VHEREo M, 2Fko] AVE
FETH =A Jehd 1719] aQled vt Al trd(FHe =
o} ARAZIR]: A 2234714, AdET)S] 23kl tigh zpo(P<
0.001, A x*=2432)& 28 ztol7} e A& Yehd +
A NderdAd S g 189 thFormell & Larcker, 1981).
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Table 2. Result of confirmatory factor analysis

upgo) - oly%

(o]

Factors Measurement Factor loading S.E. t-value CR AVE
Menu 1 0.717 - -
Menu Menu 2 0.639 114 8.660 0.761 0.517
Menu 3 0.794 .105 9.048
Interior 1 0.804 - -
Interior Interior 2 0.844 0.074 8.153 0.765 0.533
Interior 3 0.500 0.074 14.173
Exterior 1 0.794 - -
Exterior Exterior 2 0.645 0.158 6.275 0.775 0.536
Exterior 3 0.750 0.170 7.476
Staff 1 0.711 - -
Staff Staff 2 1.722 0.097 10.228 0.767 0.523
Staff 3 0.737 0.083 9.218
Convenience 1 0.752 - -
Convenience Convenience 2 0.753 0.092 10.561 0.767 0.525
Convenience 3 0.664 0.088 9.897
Trust 1 0.733 - -
Trust Trust 2 0.739 0.076 8.612 0.774 0.533
Trust 3 0.719 0.082 11.635
Experiential value 1 0.833 - -
EXpVe;liZ:ﬁal Experiential value 2 0.797 0.062 16.408 0.839 0.636
Experiential value 3 0.760 0.059 15.605
Recommend intention 1 0.850 - -
ngfeﬁ?d Recommend intention 2 0.853 0.052 18.588 0.869 0.690
Recommend intention 3 0.788 0.052 16.633

1 1?=495.703(d.f=224, p=.000), IFI=.921, TLI=901, CFI=920; GFI=.886, AGFI=.848, RMSEA=.061

A7 A=
%w WSS 895 7He] GPRA Y Pl DA,
:,L}z}g_ 23 o] x%zﬂ-\:_a. zsx 5—].011—4. I A3} x2o] 501.393,
[}

AT (df)7F 229, p=0.0002- 2 VFEFE S M| IFIE 0.920, TLI
= 0.903, CFIE= 0.919, GFI=0.886, AGFI= 0.850, RMSEA =
0.060°.= Ve, kA o & A e A9 ee] AE gjlst
A THTable 3).

2 AT /M-S Ao A, 22 2AE uEe
Ztele dl2Ede] A& & d2Ed yi<lH o]
FRlE| o], 1e]a A U] AH| 27} Y B AF| 9]
o)t A(He] IS PR = AR YERT ?ZMS
gﬂ 2EZ Ad _ﬁ':/\é_ﬂ]_ gﬂ Eal—,] /\]?4 7] o:lzﬂ:Jq—zﬂa
o2 7 19] SRRI7HE Sl A, U ElE o] 9 AlE) e}

o] JEFAA 7} 3 0.326(1=2.497, p=0.013") &, 18]
FolgE] o) o} 2lg] ool FakiAl = EFSAIS 0.946
((=2.482, p=0.012")2 e} 7P o] Ael=| it w3t 29
o] Myl Bl aEge] Uit A fold APASz o
EFITHEZSHAIF 0.466; =3.975, p=0.000""). H2=EZ A
g3 AEA 7] o] JAFHAE A9 E 7 29 &
A7 FelA e, ek WR-le glo] vto] A 7kx] o
Fog FHY TS vA= Aoz eyl FAHe R
v 3ok el glol = EFESAST 0.504(:=2.290, p=0.022")
2, 283 WRole o] e} <Ba =R oo o FA
Me & iﬁ}ﬁlT 0.456(£=2.040, p=0.041" 2.2 YER} T A
= FE APk npA o R Al e} 73@7}?4
= 7o) FRAE A5 M 45 AL

1 3
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Table 3. Results of hypotheses

Hypotheses Hypothesis paths Estimate S.E. t-value p-value Hypothesis
Menu — trust 0.095 0.197 0.484 0.628 Rejected
Interior — trust 0.326 0.131 2.497 0.013" Accepted
H1 Exterior — trust 0.946 0.381 2482 0.012" Accepted
Staff — trust 0.466 0.117 3.975 0.000™" Accepted
Convenience — trust 0.043 0.084 0.512 0.609 Rejected
Menu — experiential value 0.504 0.220 2.290 0.022" Accepted
Interior — experiential value 0.456 0.223 2.040 0.041" Accepted
H2 Exterior — experiential value -0.912 0.675 -1.352 0.176 Rejected
Staff — experiential value -0.195 0.201 -0.970 0.332 Rejected
Convenience — experiential value 0.111 0.099 1.127 0.260 Rejected
H3 Trust — experiential value 1.154 0.114 10.162 0.000™" Accepted
H4 Trust — recommend intention 0.201 0.115 1.753 0.080 Rejected
HS Experiential value — recommend intention 1.157 0.114 10.162 0.000™" Accepted
7 p<05, 7 p<.005, 7" p<.001.
AT 1=501.393(d.,f~229, p=.000), IFI=920, TLI=903 CFI=919, GFI=.886, AGFI=.850, RMSEA=.060
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