Moo Sung HA, Ji Ah LEE, Jae Yeon PARK / Korean Journal of Franchise Management 14-3 (2023) 1-16 1

ISSN 2508-4593
KJIFM website: https://accesson.kr/kjfm
http://dx.doi.org/10.21871/KJFM.2023.9.14.3.1

The Impact of Perceived Restaurant Crowding on Satisfaction, Dine-Out
Intention, and Dine-In Intention
AAERY] X Z4d EFA0] LH|AY S 9 P uX= IF

Moo Sung HA 3541, Ji Ah LEE o]A]¢}?, Jae Yeon PARK uhA] a3

Received: August 10, 2023. Revised: September 08, 2023. Accepted: Septeber 14, 2023.

Abstract

Purpose: In the post-COVID-19, many consumers still feel uncomfortable with crowding in closed spaces. This study investigates how non-crowding
affects consumer satisfaction and restaurant visit intention. Research design, data, and methodology: The data were collected from 350 people aged
20 and above. A total of 347 respondents, excluding 3 unfaithful respondents, were analyzed using Smart PLS 4.0 program. Result: Both spatial and
human crowding have significant effects on satisfaction. On the other hand, neither spatial nor human crowding directly affected dine-out intention
significantly. In addition, spatial crowding was found to have a direct and significant effect on in-store dining intention, but human crowding did not
have a direct and significant effect on in-store dining intention. It was found that satisfaction had a significant effect on both dine-out intention and in-
store dining intension. Conclusions: This study has expanded the range of consumer behavioral intentions by applying a non-crowded environment (S)
to the SOR theory. Also, Consumer behavioral intention was expanded by dividing visit intention into a dine-out and in-store dining intention. Therefore,
we propose measures to minimize human crowding by introducing a system such as adjustment of store operating hours, reservation system, store

opening time alarm system, and reduction of cooking time.
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3. Research Methods and Materials

3.1. Research Model
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Figure 1: Hypothesized model

3.2. Hypotheses

3.2.1. Relationship between Crowding and
Satisfaction
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3.3. Operational Definitions and Measures
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3.4. Sampling and Data Collection

2 979 A FXZ 3 o JHEE AT
s HE ZALE HAIBIRICE dEX|= MHYAHTE
HiEez ZHgelof, HdEXAL HE 7|2 Sdf
22kl MEXAZE MHAZIUCE HE ZAF Cjd2
20 Ml O|&2 CHACE ZALE|QUCE Esh HE ZA
717k2 2022 4 9 & 11 €5H 9 & 18 YK &
8 27t MAIZ|ACE 1,430 £E HiZSIO] HE SEH
T 350 HO| SHIIFoM, MM SE 3 Yo
MES Nelst 347 Fo| HE0| #M0f o|8&|UCt

2 H7E SmartPLS 40 2 AE3H0] =01 29!
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4. Analysis

4.1. Demographic Profile of the Respondents

£ Aol fEEE (n=347)0 Cist Yty E42
Appendixes 1 1t ZCH E22| dEHES At (50.1%)
IR} (49.9%)0| H|=BIRA OO, HHE2 40 Cf (34.0%)7t
7HY Bton, CHS 22 200K (30.8%), 30CH (25.6%)°
T2 LIEIGCE A2 Of= 7|2 (527%)0| Ol
473%)01 H|SHO] 2Fzt HUCE AS2 200 ~ 399 TF
A(B54%)0| 7t& BO| LIEIGCH, TSR 400 ~
599 O QR74%) 2= LIEFGCE XBStHE2 MEOHSt

547%)0 7K Eten, CE2=z  Cfstu

Z2(
E@232% 22 LIEfGCE Age =2 Y
AFRE(323%)0] 7t BIQUOM, T|EHEE(55%)

HYFR130%), 2|2 TEE(124%)°| w22

LEFGECE
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4.2. Measurement Model Assessment

58 9 Fx= RS B {8, SmartPLS
7t0|=2tRI0]  AFRE|RUCH (Henseler et al, 2016;
Schuberth et al, 2018). X|& AZ|EE A2 2t
740 CHet 2+ &=0| 6 ELCt =O0LoF B} (Hair et al,
2021). T4 Alzdol HABEZl fBHME=E R
(Composite  Reliability) %! Cronbach 9| ot
A==7t 6 2L} 7O 5t0, =& E}FH0| ASE|7|
QM= Mo CHst AVE 7t 5 ECh FHOF $ict
(Fornell & Larcker, 1981).

£-250| 0l 40| 6 Lt &A% Dijkstra and
Henseler 2| CR 5! Cronbach's o 7F & R THA|Of| A
CR %f2 796 — 962 Cronbach's a7l 660 — 940 22
2E 740 S 6 S =SS E0FECE Ol
A= BF ZE0| Y MY = UASS
LIEFLHDY, AVE 20| 5 ELCt ACt= AS HojFE=
3 EtZ0| ZSBE|UCH (Appendixes 2 &),

T EtEHYO| HIb= Fornell-Larcker @t heterotrait-
monotrait ratio of correlations (HTMT)2| 7|&=0|
HEL|ACt (Formell & Larcker, 1981; Henseler et al,
2015). Fornell-Larcker 7|&=0f 23, THH EtHMES
A357] fleiM= -0l et AVE o H&2
(square root) 4f0| CHE &fEH2tAHl ZrECH 7{OF BhC
HTMT o &%, E= 20| 1 ECt Zojofp oo,
HESHE 7|F22 85 £ 99| ZLOICt (Henseler et al,
2015, Voorhees et al, 2016). AVE 2| HN&= L0
A Al ZHECH 20, HTMT 242 238 - 711 2
LIEFLE EHEEIFEO0] U= ALE  LIEMHLCH (see

Appendixes 3).

4.3. Model Assessment
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7|8t = S, ATFRHS HII5H7| IS+ SmartPLS
400| O|8&|RAL} (Cho & Lee, 2023; Hair et al, 2021; Lin
& Han, 2021).

AW, VIF (Variance Inflation Factor) Z}0| =242
M=o SMAEH0| O 3¢S LIEHHEE VIF
10 & Z=0SHH SMA-0| X7t ASS LIEHATE
(Gujarati, 2015). S4d &4 442 1308 - 1
SE B0l VIF g0 5 O|Fte R 7

o] oo A
=M7t gles & = UL

—_

=M, 7 ZHS 7| siMe dESEeE
Lilis=0o| A Al RHE L2{sHOf St (Al et al,
2018, Miiller et al, 2018), Zd¥ H=A0f 2t R g2
22t =2 (2), B (5), 2 (8) U2E =l ATV|E
LIEHHCE 2Lt O|HE ®IsHs ZRe Zatt
e MEL 2o Zitet 0| Hg o
MEEICtD QUL (Cohen, 2013). @ o AL 42
0 HCt 7{OF otCh CHEE SEXHE (Chin, 2009; F. Hair
Sarstedt et al, 2014)= 2ot 21F (02 < Q2 < .15), E&
< 35) & 2ot 20h (@ < 357t U2

T UASS AlAfILE
2 242} BHE (345), OHE W FA] o= (429),
HO|20R 2= (12822 DHEDb OiE LY 4
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wE HQCE @ o2 UF (272, OHE W FA ok
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OFgiC} P SRMR (Standardized Root Mean Square
Residual)2 061 2 #Z A il 08 D|Z2Z (Hu
& Bentler, 1999), 3|2 7ts%t RE Motz S LIEILHCE
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4.4. Hypotheses Testing
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H1-1, H1-22 & =2®E7} 2 OX|&
2M5L7| et Aez 2M Zu 2 2TY @
499, t — value = 9111, p
155, tvalue = 2772, p < 01)0] ZF H (+)9
Petoz ROSt FAE DXl AE  LIEFHCL
[2kA H1-1, H1-2 = X|X|Z|ICH

H2-1, H2-2 & S&4d0| 0|20t o|=0j O|X|=
IS MG et Adez &M An, 28 =T
(B = -038, t-value = 493, p > 051 IF STH (B
=137, t-value = 1862, p > 052 H|O|30}R 2|=0j
IS OXX| b= ALE LERRCE M2t H2-1,
H2-2 = 7|4 %[ RALC.
3

H3-1, H3-2 = 28 284

=%

0x
o

Al ro
1z

= | OHE LY
FA oz OX= ¥ FACE
M Zn 28 STY B = 130, tvalue = 2017, p
052 OiE L FA! ozof F (+)9 ez
ot Fge OXlz= Z2E LiERSeL}, QN
e @ = -009, t-value = 184, p > 052 O{ZH LY
Al ojzof oS O|X|X| e AR LIEFRCLE
2t H3-12 XX Z|RA2LE, H3-22 7|2 E|RACE
H4 = DHEO| HIO|Z0F2 o|=Qf OfE Li A
Olz0f OjXl= F&S EMSH7| ot Aoz &M
At D=0l HIO|A0tR 2= (B = 0316, t-value =
4399 p < 012t OiE W F|A 2= = 579, t-value =
10338, p < 010 & (+)2 Hetez golot IS
OX[= HoZ LIEICE M2tM H4-1, H4-2 &
XX =| ALCF.
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5. Discussion and Implications
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5.1. Theoretical Implications
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SH Jhseh FBO| AHXIE +830F t0, oot
NAgE Sof 2A20| Naohy FHE 4 A==

5.3. Limitations and Future Research Directions
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Appendixes 1: Demographic Profiles (n = 347)

Category Frequency %
Gender Male 174 50.1
Female 173 49.9
. Single 164 47.3
Marital status
Married 183 52.7
20~29 107 30.8
30~39 89 25.6
Age 40 ~ 49 118 34.0
50 ~ 59 24 6.9
60= 9 26
<1 17 4.9
1~<2 18 5.2
Monthly 2~<4 123 35.4
Income (Million won) 4~<6 95 27 4
6~<8 47 13.5
82 47 13.5
1 51 14.7
2 63 18.2
Number of family members 2 % 217
4 110 31.7
5 20 5.8
6 7 2.0
Graduate high school 15 7.4
Educational level Junior college graduate 111 54.7
Graduate university 47 23.2
Graduate school 22 10.8
Student 23 6.6
Administrative/office worker 112 32.3
Profession 43 124
Occupation Sales/Service Jobs 39 11.2
Technology/production job 32 9.2
Housewife 45 13.0
Other/Unemployed 53 15.3
Appendixes 2: Confirmatory factor analysis
Constructs and items f::?: rdlirad(:iz::s a C.R AVE
Satisfaction 913 .939 794
| am satisfied with the decision to use this store. .882
My feelings for this store are satisfactory. .909
| feel good about this store. .881




Moo Sung HA, Ji Ah LEE, Jae Yeon PARK / Korean Journal of Franchise Management 14-3 (2023) 1-16 15

Overall, | am satisfied with this store. .891
Dine-in intention .908 .942 .844
| want to eat in this restaurant. .916
| am going to eat at this restaurant. .927
| will try to eat in this store. 913
Dine-out intention .940 .962 .893
| want to dine-out of this store. .936
| will take it away of this store. .963
I will try to take it away of this store. .936
Physical crowding .824 .895 .74
The seating arrangement in this store provides sufficient space. .855
The seating arrangement in this store does not feel crowded. .871
This store has a line of movement so that | can easily move easily. .854
Human crowding .660 .796 571
There aren't many people in this store .620
This store doesn't have a long waiting time. .733
This store is available without physical contact with other customers. .889

a: Cronbach's Alpha; CR: Composite Reliability; AVE: Average variance extracted

Appendixes 3: Fornell-Larcker Criterion

Item Satisfaction Dine-in intention | Dine-out intention | Physical crowding | Human crowding
Satisfaction .891 711 376 .661 434
Dine-in intention .650 919 269 527 305
Dine-out intention .349 247 945 238 .304
Physical crowding 574 A58 210 .860 .609
Human crowding 398 284 244 485 756
Diagonal elements (bold) are the square root of the variance shared between the constructs and their measures (AVE)
Above the diagonal elements are the HTMT ratios. Below the diagonal elements are the Fornell-Larker Criterion.
Appendixes 4: Standardized Parameter Estimates
Paths Estimate t-value p-value Results
H1-1 Physical crowding — Satisfaction 499 9.111 .000 Supported
H1-2 Human crowding — Satisfaction 155 2.772 .006 Supported
H2-1 Physical crowding — Dine-out intention -.038 493 622 Non-supported
H2-2 Human crowding — Dine-out intention 137 1.862 .063 Non-supported
H3-1 Physical crowding — Dine-in intention 130 2.017 044 Supported
H3-2 Human crowding — Dine-in intention -.009 184 .854 Non-supported
H4-1 Satisfaction — Dine-out intention 316 4.399 .000 Supported
H4-2 Satisfaction — Dine-in intention 579 10.338 .000 Supported
R? Q?
Satisfaction .345 272
Dine-in intention 429 .357
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Dine-out intention 128

112




